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.COIOI' Where does it go from here?

r

ere ready at Technieal

Our brand new $2,000,000 +
lab for color and black and
white has been in operation
for over three months now.

We've kept it quiet.
Intentionally.

When you move into a new
home, it always takes a few
weeks to get things in order
and functioning perfectly.
Now it’s perfect.

A staff of over 85 color and
black and white experts, somg
shown here, are turning out
some of the greatest color work
on the east coast

The people at Technical really care.
We're now delivering the kind of
quality and service you want and expecl
from a top custom color film lab.

sl echnical

FILM LABORATORIES?®

322 East 45th Street, N.Y.,N.Y. 11017 - 889-450(
Division of BERKEY VIDEO SERVICES, -

A DIVISION OF

Berkey
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At your service...

Eight color video tape machines.

TELEVISION

5D

WBAP

FORT WORTH - DALLAS




It ..

you're using 1émm Ektachrome’,
you know that processing makes
an important difference:

“THE PERSONAL SERVICE LABORATORY"

« Separate machines for ECO; & ME-4
» One day service including printing
 Black & White and edge numbering

"If you're not, maybe you should be...

CINELAB 421 W. 54th STREET N.Y.C.. N.Y. 10019 765-1670
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Isthere a special service that a
local television station can perform for its
community’s unemployed, particularly
those from disadvantaged minority
groups?

The CBS Owned television stations
believe so—and have proved it with

“Opportunity Line.” In cooperation with
state employment services, this first-
of-its-kind weekly series presents up-to-
the-minute information on job openings
ineach station’s area, offers expert
career advice, and provides a “hot line”
phone numbey for fast action.

Response? Since its inception on
four CBS Owned stations (“Opportunity
Line” begins this month on KNXT
Los Angeles), nearly 60,000 phoned
inquiries have been received, thousands
of which have led to actual job or
training placement!



In every large metropolis there
is an untapped reservoir of creative talent
and a corresponding need for this
undiscovered talent to be seen and heard.

The CBS Owned television stations
provide a special opportunity : “Repertoire
Workshop,” an on-air showcase for
promising beginnersin the performing
arts. Here hundreds of newcomers
(including such current favorites as
Lainie Kazan, Dom DeLuise and Marlyn
Mason) have received early audience
exposure in five cultural centers.

In all, during the series’ five-year
run todate, 13,219 auditions have been
conducted...2,933 scriptsread...

175 original films screened...thousands of
performers scouted in club appearances.

These numbers (among many
others) add up to community involvement
of a very special kind : perceptive, active,
total. Too, they contribute, in nosmall
measure, to the communities’ exceptional
involvement with the CBS Owned
television stations. On the part of audiences,
and on the part of advertisers who know
how much this involvement adds to
the effectiveness of their sales messages.

@GBS TELEVISION STATIONS

CBS Owned wcBs-TvV New York, KNXT
Los Angeles, WBBM-TV Chicago, WCAU-TV
Philadelphia, KM0OX-TV St.Louis




A regula.r NSI feature...

SET
WNERSH|P:
STIMATES |

Nielsen Station Index For details, write, wire or phone
your NSI| Sales/Service Representative.

Wy e

provides color set ownership estimates

as a regular feature of its

Viewers In Profile local market

report service.

Nielsen Station Index

NSI EXECUTIVE AND EASTERN

percentage of TV households SALES/SERVICE OFFICE
NEW YORK (10019) - 1290 Avenue of the Americas - 956-2500

The information is shown as a

with color sets . . . and is reported 5| Si L BErRick GRRMGES

for each measured market CHICAGO (60601) - 360 N. Michigan Ave. - 372-3810
. : HOLLYWOOD (90028) - 1680 N. Vine St. - HOllywood 6-4391
in each report period. SAN FRANCISCO (94104) - 68 Post St. - YUkon 6-6437

a service of A. C. NIELSEN COMPANY 2101 Howard Street » Chicago 60645 + 465-4400

g Television Age, December 4, 1961




DECEMBER 4, 1967

S ; -‘;..a-‘li. “«} l . =
e Television Age
|

[®, > oot W
S gE e %

i L
| 2% Ww

|
Then join the experts .
AN

. . . the informed

professionals on % o

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

13TH ANNUAL COLOR ISSUE

29 THE COLOR BOOM GOES ON

Its impact continues on many fronts but the picture of future
growth is still a little murky.

32 MORE HUES IN NEWS

Key fact in switch 1o color: two out of three stations report
using tint in all their local news programs.

34 NEW CLIENTS FOR COLOR

Color can bring new advertisers to 1v but some may have to
be lured via the local level.

36 THE TROUBLE WITH COLOR . . .

. is that too much of it can overwhelm the pitch; the current
trends are to subtlety and realism.

33 WHERE DO WE GO FROM HERE?

That's what set manufacturers pouder as color sales hit record

high.

40 HOW IT LOOKS LOCALLY

Market-by-market color penetration figurcs by Nielsen show
varied growth patterns.

the figures to give you expert in-
terpretation. ’
===\ I Wry
%:ﬁ::?“‘cs W: DEPARTMENTS

Computers |
Communications

b4 Company
profiles

e Charts and
tables

The Magazine
of Wall Street

120 Wall Street
New York, N. Y. 10005

® Market trends

® Special columns

| on Washington,
Taxes, Specula-
tion, Inquiries.

l enclose $25 for one-year subscrip-

14 Publisher’s Letter
Reporis to the readers

16 Letters to the Editor
The customers always write

19 Tele-scope
W hat’s ahead behind the scenes

2] Business Barometer
Measuring the trends

25 Newsfront
The way it happened

42 Film/Tape Report
Round-up of news

53 Wall St. Report
The financial picture

55 Spot Report
Digest of national activity

57 One Seller's Opinion
The other side of the coin

8] In the Picture
A man in the news

tion, 11 Viewpoints 82 In Camera
What males a hit show last: The lighter side
E Name
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R e SR R TR = N.Y. and at Orange, Conn.
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Technicolor Vidtronics
processes
your color videotape
electronically

You wouldn't tape record a symphony sion with two paper cups and a piect
by holding a microphone in front of to-film transfers were made prior to of connecting string. With Vidtronict
your hi-fi speaker.Yet, as you know, the Technicolor Vidtronics process. the original videotape color inforM?
a similarly primitive system—photo- Technicolor Vidtronics differs from tion is separated electronically into
graphing the face of a color monitor  the primitive system as a modern tele- its primary colors and transferred 10
tube —is the way all color videotape- phone differs from voice transmis- permanent silver masters. In manyy
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...t0 permanent,
full quality
color negative
and prints

azs the color quality of the original
vitotape is actually enhanced in the

print. And your show is perma-
8tly assured against deterioration.

rints of Technicolor quality are
Pfcessed at the new Technicolor

laboratory in North Hollywood —the
only laboratory devoted exclusively
to the manufacture of Technicolor
prints for producers of television
shows and commercials. Top quality,

competitive prices, on time delivery—
and your original videotape is returned
to you in less than ten days.

YN Technicolor

b HOLLYWOOD * LONDON * ROME
L J Greatest Name in Color
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Buy KBOI-TV  Age

Sell IDAHO! T

Editorial
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KBOI v Boise serves IdOhO s Editorial Director: Alfred J. Jaffe
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DU ART FILM LABS/DU ART COLOR CORP.
|

GREAT THINGS ARE DEVELOPING AT DU ART '

245 WEST 55 STREET, NEW YORK, N.Y. 10019 / PL 7-4580 .

IN CANADA: ASSOCIATED SCREEN INDUSTRIES, LTD., 2000 NORTHCLIFFE AVE., MONTREAL
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The
Techmque

Of the MOTION
PICTURE CAMERA

by
H. Mario Raimondo Souto

Mr. Souto, one of the world’s
foremost authorities on the motion
picture camera, has put together the
perfect textbook for both the pro-
fessional and amateur cameraman.

This book is the first comprehensive
study of the modern film camera
in all its forms, from 70mm giants
to the new Super 8s. Comparative
material is included on virtually al
film cameras available from the
U.S.A,, Britain, France, Kussia, Ja-
pan and other countries.

Techniques of filming, from hand
held cameras to cameras mounted
in airplanes and helicopters are
thoroughly covered.

Profusely illustrated with easy-to-
read line drawings.

Hard covered, 263 pages with index
and glossary as well as comparative
charts.

$14.50 each

| TELEVISION AGE BOOKS

11270 Avenue of the Americas
| New York, N.Y. 10020

| Gentlemen:

| Enclosed find $ for copies of “The
Technique of the Motion Picture Camera.”
Name .

: Address

| City

| State 5 ] . Lip

| Add S0¢ per copy for postage and handling.
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Letter from the Publisher

A Question of Taste

Seldom do we take issue with other departments of TELE-
vISION AGE. Owr Viewpoints column is written by a veteran,
highly respected tv executive at one of America’s top agen-
cies. He is given full latitude to express his views on pro-
gramming and it is for this reason that the column appears
anonymously. Only the publisher and the editorial direc-
lov know his identity. Current observations present a point
of view with which I unequivocally disagree.

Nudity—semi or otherwise—blue dialogue, suggestive
activity have no place in the living room. Purvevors of this
kind of commodity dash behind the facade of so-called free-
dom but freedom means responsibility and responsibility
means respect of others. Broadcasting offensive material
whether it be in a movie or part of a varietv show has no
place on the air.

Certainly mores are changing but in their transition, ele-
mental truths remain. To sweep these away under the cry
of freedom is pandering of the worst sort. Movies can be
selective about their audience; television can’t and because
it is a family medium it is a formulator of taste. If it al-
lempts to follow rather than lead, the medium will have
compromised its principles.

It is much wiser to err on the side of “heing square”
than 1o broadcast programming that should not be on the
air. Admittedly, television cannot guard the morals of a
nation but it can observe the bounds of good taste. And if a
station manager who controls his own air does not know
the bounds of good taste, he does not belong in this business.

Color Issue

In presenting our 13th annual color issue one point is
abundantly clear. The optimistic prediction of new business
that would flow into television hecause of color has not as yet
materialized. And while the medium has taken color for
granted. there still remains a great deal of missionary work
to be done to persuade advertisers on how color can be used
effectively. To this end, TvB, the networks and many of the
reps are tooling up to aggressively sell color in 1968. The
old axiom of “Nothing is bought—it has to be sold” cer-
tainly applies to color. This great means of communication
needs an added dimension—aggressive selling.

Cordially

/.w
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“For the year’s outstanding sales presentation,
created to promote the wider use of
TV spot advertising’’

Awarded by the Television Bureau of Advertising

and the Broadcasters’ Promotion Association to
HARRINGTON, RIGHTER and PARSONS, Inc.

elevision Ase. December 4. 1967 15




WET-tamg

We have seasons, but they are relatively mild, with-
out the harsh extremes that often disrupt busi-
ness elsewhere. This means year-round
high-level spending, with a diversified

lA/VD DF economy, as a center for government,

business, recreation, education, and
d . F ions,
YEAR-ROUND el o atat o gk
d in WCTV-land, but
GDDD lIVI/VG, . y%tvi;gbably haavr:e yogr
f t
GOOD BUSIVESS s and e
total color
equipped, too!

WCTV
6

TALLAHASSEE
THOMASVILLE

,,»“‘ W,

N o
H ¢ BLAIR TELEVISION
& ADivision of John Bleir & Company
*y("'nm“”’
18 Television Age, December 4, 1967
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What devaluation means to syndication

Devaluation of the pound. whatever its ctlects on Bri-
jain’s international trade, probably won't have anv major
effect on its buving or selling of tv programs. Leading
US. svidicators say that Britain is already a tough
buver’'s market. If the American syndicators were to
raise” their prices by taking advantage of the devalu-
ation. thev'd risk losing the sale. So, when they get a
chance 10 make one. they’ll probably make it at the “old™
dollar equivalent.

As for the thin trickle of British shows that find their
way lo American airwaves, it doesn’t look as if they’ll
be any cheaper. Most such shows are distributed here
by Independent Tv Corp., and thev've been selling like
hotcakes. I'TC’s parent, ATV, produces them. so the usual
money exchange practices don’t apply

Color growing faster than uhf

The 13th tv set count survey under the joint sponsor-
ship of the Advertising Research Foundation and the
US. Census Bureau. jus! released. show healthy growth
in color penetration. which is growing at a rate faster
than uhf. The survey. underwritten by the three networks
and NAR. covers data for June. 1907

Latest color figures reveal a total of 10.3 million tv
homes (193 per cent penetration). slightly under the
NBC estimate. made previous to the bureau’s fieid work.
The June total is 3.6 million higher than August. 1966,
and almost 7 million higher than August, 1965. Color
penetration in multi-set households was 37.2 per cent.

Total uhf homes in June was 23.1 million (12 per cent
penetration), a gain of 4.9 million over August of last
vear and 11.2 million more than in 1965. Overall 1v
penetration was put at 94.1 per cent. Multi-set households
come 1o 14.7 million, representing 26.5 per ceat of all

tv households. This penetration compares to 6.3 per cent
in 1957,

Banking group sponsoring tv specials

The task of anticipating a 1otally new market some
five vears in advance has been tackled by The Founclation
of Commercial Banks. Their sponsorship ol the Love,
Audy special over NBC on November 6. as well as two
up-coming programs, is part of the FCH's long-term
growth campaign to win ’ern while they're young.

Richard Beal. executive director of the foundation. ex-
plains that the foundation is particularily interested in
reaching young people in the $5.000 to $6.000 income
bracket because these are the folks who will be at the
$10-15.000 level in five or six vears.

Spanish language shows do well, study finds

Spanish-language #hf stations in the top three U.S.
markets more often than not get higher audience shares
among the Spanish surname populaiion than their vif
competitors. This is the conclusion ol a study made in
New York. Los Angeles and Chicago by Med-Mark, Inc..
research firm specializing in whf matiers.

Television Age, December 4, 1967

In a hurry?

With the improvement in film-to-tape and tape-to-film
iransfer processes (Technicolor. Acme, Reeves), increas-
ing nunbers of advertisers and agencies rushing to get tv
commercials on the air have found they can use tape lo
make the airdate. hv taping the unfinished film, opticals
and all. and get it on the air while the film is still being
completed.

More interest in color

John Dillon. managing director of Jefferson Produc-
tions in Charlotie, N.C.. reports a marked increase in the
nuse of color tv via high-band color tape by fuvniture and
other home furnishings manufacturers and by depart.
ment stores. Dillon said many such advertisers had hesi
tated to use color until the advent of the high-band wvirs.
with their greater color fidelity.

Who loves Lucy?

The Brazilians varelv depart from the stress on mascu-
linity that characterizes Latin American tv programming.
Thev don’t take kindly. for example. to shows which de-
pict the male in any inferior status, and so most U.S.
cituation comedies have gone begging south of the bor
der. But now Paramount Tv Sales, in what it calls a
breakthrough. has managed to crack the bavrier with
several syndication sales of / Love Lucy to tv operations
in Brazil.

Petersen into syndication

Petersen Productions. which made a splash last sum
mer with Malibu U. on ABC-TV. is going into syndica-
tion with a network special made a couple of seasons
ago, Wonderful World of W heels, and another special
The Hot Rod Story. Meanwhile, Petersen, which will dis
iribute the two specials direct. is working on Super Teen.
a 60-minute special for Singer. This will also be som:
thing of a talent scout program. since Pelersen and
Singer are conducting a contest in the top 40 narkets
across the countrv to find nine voung— 13 to 19-—singers
and musicians for the special. Singer is using radio sta-
tions in the 10 markets for the preliminaries (Pelersen
publishes “Teen magazine, among others). Robert Dellin
zer. vice president of Petersen Productions. said there is
also a possibility the company may syndicate Maiibu U.

Beating the residuals

An increasingly favored way to avoid the high cost
of residuals in heavy spol campaigns is to shoot the com-
mercials abroad. Latest advertiser lo go this route is
Northeast Airlines. which dropped Tom Dooley (“Come
on down”’) and went 10 Paris. Northeast was forking out
residual monev 10 Dooley in whopping amounts, since he
was in manv northeastern markets every night during the
winter Florida <eason. There’s no such thing as residuals
for French actors in commercials.

19
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lowa is
corn.

Flat statements about lowa corn
have only a kernel of truth: We
raise it and it’s important-—but not
preeminently. lowa 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 | ($10.2
10 $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
lowans creates a little smog, the
lowa air absorbs it with ease*and

20

still leaves room for our kinetic
kilocycles.

Man and boy, we’ve watched Towa

The
wmr
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 lowa|
now contains 60% of Iowa’s pop-
ulation and buying power. It in-!
cludes Cedar Rapids, Iowa City,
Waterloo and Dubugue—four of
Jowa’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 toshareourreasons with you.

I'elevision Age, Decomber i, 1967
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Business barometer

he extent to which local business can offset the decline in national spot this year l
could have a bearing on the sales policies of tv broadcasters at this time.
True, spot represents well over double the income from local advertisers but
there is uncertainty and the local potential is great. The latest figures (through
September), show that local has taken up the slack for all but about $4 million
in lost spot revenue. Through

the third quarter, spot totaled S TWORK COMPENSATION
$605.4 million, compared with LQCAL BUSIVESS el e R !
$624.1 million in '66, a millions of dollars millions of dollars !

decline of $18.7 million,

according to "Business

barometer" estimates. Includ- N $£29.0

ing the latest (September) $27.7

figures on local revenue, the &

'67 tally comes to $254.5 820.5  s20.1
million, compared with $239.7

million in '66, an increase

of $14.8 million.

g

1966
1967

socal revenue was up 4.6 per cent in
September over the corre-
sponding month last year. In September (up 4.6%) September (down 1.9%)
actual revenue, that's $29.0 i 0 ' ¢
million this vear, vs. $27.7

million in '66. This vear's Year-to-year changes by anunal station revenne
September figure was 16.5 per
cent above August, according Station Size Local Business Network Compensation
to station reports. The | Under 81 mill .

: } +9.1 5.5¢
September local figure for '66 ZBZLZJT o _L72% 16
was nearly 18 per cent above &3 e '?;7 2.6
the corresponding figure for meiton-uj —— :
'65.

60 60 Y
1
the increase in local business was a ;s 5

little below par for the vear.

A 4.6 per cent rise in Septembers
compares with 6.2 per cent in |
August and the peak of 14.5 perys 45 '
cent, a level hit in March.

40 40

The smaller stations came up covered 35
with glory this time. Those in
the under-$1l million category 3
pushed local billings up 9.1
per cent over last year. The
$1-3 million group rose 7.2
per cent, while the §3 million-,
and-over outlets went up only
3.0 per cent. 15

25 !

LT DL
RINEETTIEIN

M AMIJ I ASOND

: : 196766 i 196768 i
As for network compensation, it was 72606 comparison h comparison

down 1.9 per cent from last

vear, 3.1 per cent down down from August. September revenue was $20.1 million and
the tally through nine months came to $180.5 million—§.3 million over '66. The
small stations were up 5.5 per cent, the medium outlets down 1.6 per cent and

the larger stations down 2.6 per cent.

Next issue: a report on spot revenue in October.

(A copyrighted feature of TELEVISION AGE, Bustuess Barometer is based an o eross-section of stations in all lncome and geographical categorie;.
Information is 1abulated by Dun & Bradstreet.)
Television Age, December 4, 1967 21
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We talk your




C.

At Peters, Griffin, Woodward, Inc. we
can even show you where to spot a
pitch to sell people who buy
pitchforks—at the lowest CPM.

It hasn't happened to us in 35 years,
but there's always a first time—and
that first time can be tomorrow.

No matter what you
want to know
about spot
television...

Q@:rErs @rirFiN, OODWARD, inc.

Pioneer station representatives since 1932




related te the above facts since more
than nine out of 10 lead-ins are net-
work newscasts. The most common
lead-in after chain newscasls is syn-
dicated programming. It doesn’t seem
to make any difference whether the
lead-in is network news or svndicaled
programs. In both instances the local
newscast raling averages 15.

However, when movies and chil-
dren’s programs come before the
tocal news, the average rating drops
to 13. As might be expected, demo-
graphic breakouts show that, with a
children’s program leading in, the
local newscast has a higher propor-
tion of children.

The difference is considerable. I'or
local newscasts following a kid show
the number of moppets per 100
homes comes to 48. or the other
tvpes of lead-in, ii is around 10.

Computerized animation

The future of computerized ani
mation is a matter of some dispute.
On the one hand, it’s said costs can
be cut considerablv and a 20-minute
film knocked out in no more than
two hours. On the other. it’s held
that writing a computer program i
too diflicult, that such animation will
never progress beyond the limita
tions of linear drawings and thal
machines threaten the jobs of arlists
and draftsmen.

Out of all this hubbub a few
pertinent facts do emerge. Both the
Bell Telephone Labs in Murrav Hill,
N.J.. and the litachi Research lLabs
in Japan have heen experimenting
with film animation involving com-
pulers which take instructions in-
volving some 46.000 specifications
per frame to produce white. black
or gray scale dols on the surface of
a cathode ray tube. A fixed camera
photographs the results. frame by
frame. similar to a kinescope.

High speed. The speed with which
a4 compuler can lurn oul a film is
many times faster than can be done
by hand. Equipment can produce
10.000 to 100.000 points. lines or
characters per second, according to
Dr. Kenneth C. Knowlton of the com-
puter technology research depari-
ment at Bell Labs. “This is,” Kknow!
ton points out, “fast enough to pro-
duce in a matter of seconds a tele-
vision quality image consisting of a
fine mosaic of closely :paced spaots,

26

or [ast enough to turn out simple line
drawings at the rate of several frames
per second.”

\ major problem is the compuler
program. “Much of my work in this
area has concerned the development
of a special programming language
for animated movies and. necessarily.
the development of the corresponding
computer program that understands
this language and carries out the des-
ignated operations.” explains Knowl-
ton. This language, dubbed BEFLIX
("Belt Flicks”), involves a large
252-bv-184 array of spots, each of
which is represented in computer
slorage by a number from zero lo
seven. which indicales the intensity
of light at that point. Pictures are
modified within the computer by ap-
propriate manipulation of these num-
bers. In all, the language contains
about 25 different instructions. each
of which is punched on an IBM card,
specifving just where and how the
operation is to be performed and
how many movie frames are to be
produced at intermediate stages ol
the operation. It took Dr. Knowlton
two months just to plan the program
for a 48-minute film whose overall
production required 16 weeks. The
additional 1wo months were fov the
story hoard, narration. editing and
optical work.

Breakthrough? A\ present. the
computer is restricted to linear com-
position. At the Hitachi Labs, ele-
mentarv work has been done on car-
toon figures represented by ellipses
and geomelric forms. Thev are crude
at this stage of development, Knowl-
lon points oul, but there may be a
breakthrough in about five years.
bven in the face of this develop-
ment, Knowlton sees no real threal

Dr. Kenneth C. Knowlton, Bell Tele-
phone Labs, checking an animated
ftlm done by a compudter.

to commercial artists. “To have all’
animation done by computer would
be bad,” says the researcher. “The
computer could never duplicate all
the subtle distortions and nuances
that are rendered by hand to give
cartoon characters personality.” A
computer could never give us a
Mickey Mouse, he savs.

The big commercial interest lies
in the cost. This, Knowlton indicates,
varies with specific films but runs
from $200 to $2,000 per minute. The
current average minute cost for “full”"
animation, done by hand, even when
fairly stylized, is $114,500 including
soundtrack.

Taking an example of a computer
film costing $800 per minute. Knowl-
ton divides this cost into $400 for
programming time, $200 to com-
puter time and another $200 for
optical printing and soundtrack.

The savings would be multiplied
on subsequent films, for once the
program had been written it would
merely be a matter of slight modif-
cations for a second feature. “The
second movie on any topic is nearly
half finished when the first is done,
for the hasic sub-routines for draw-
ing and manipulating the pictures in-
volved—atoms, spacecraflt or elec-
tronic circuit components—are al-
readv  written and checked oul.”
These modifications could. in some
instances. Knowlton continues. cut
cost by as much as one half of the
original.

Improvements to come. lhe re-
searcher predicts a time when the
computer will surpass ils present
limitations, a time when the in-
between movements of animated fig-
ures will also be accomplished via a
mathematical description. The height
of an arm in various positions for
example. could be raised or lowered
in correspondence with a change in
numbers. Number one standing for a
position midway between the waist
and head, number two for a third
awayv from the heal and so on. There
are now eight shades of grav: Knowl-
ton anticipates 0.

“Many research, demonstration
and educational movies are only
now becoming feasible to produce,”
Knowlton says. “The new machinery
and displav techniques enhance our
picture drawing capabilities so dra-
malically that they provide a qualita-
tive as well as a quantitative exien-
sion of the jobs that can be done” B
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TAR-STUDDED FEATURES 46 BLOCKBUSTER FEATURES
N COLOR) (34 IN COLOR)

1ding: including:

mﬂ

NOW AVAILABLE IN SELECTED MARKETS

NEW YORK: 200 Park Avenue - YU 6-1717

CHICAGO: 4630 Estes, Lincolnwood, lll. - ORchard 7-1717

DALLAS: 5511 Royal Crest Drive + EMerson 3-7331

LOS ANGELES: 3562 Royal Woods Drive, Sherman Oaks, Calif. - STate 8-8276
TORONTO, ONTARIO: 11 Adelaide St. West - EMpire 4-7193




Capital
1SIn
motion

A COMPLETE COLOR
MOTION PICTURE LABORATORY

Cleoma,

FILM LABORATORIES, INCORPORATED
470 E STREET S.W., WASHINGTON, D.C. 20024 » 347-1717
1998 N.E. 150TH STREET, NORTH MIAMI, FLORIDA, 33161 » 949.3242

N\ _/
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Its impact continues
on many fronts. but the
picture of future growth

is still a little murky

The color

T T elevision has long been a business of superla-

tives. Its growth has been hreathtaking and
its impact widespread. The critics of television,
despite their repetitious contentions that the viewer
is being driven away from the sel—an opinion
constantly refuted by facts—are wittingly or no
paying tribute to this impact.

The current round of superlatives revolves
around satellites and color and there’s little ques-
tion but that, of the two, color is the most impor-
tant to the medium’s future as an advertising ve-
hicle.

Though the excitement of the recent color boom
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has died down. the most important developments
are vel to come, for color homes are still in the
minoritv and the advertisers who should be at-
tracted to the medium primarily because of color
are still being wooed.

Tv penetration is approaching the 30 per cent
mark as Americans buy color sets at a substan-
tially faster rate than thev bought black-and-white
in 1952. According to Walter D. Scott, NBC hoard
chairman, his company’s planners figure that by
1970 the number of color sets-in-use will have
passed the level of monochrome in 1955. Ten years
from now, predicted the NBC chief, there will be




as many color homes as there are homes with any
kind of tv today. There will be more people at that
time, of course, but this forecast still figures out
to 82 per cent penetration.

This spacious sense of expansion provides tv
with an aura of optimism unlike that of any other
ad medium. It extends beyond the realm of color
mto such areas as three-dimensional video—not
the gimmickry of the 50s, but the new science of
holography, which Dr. Peter C. Goldmark presi-
dent of CBS Laboratories, sees possibly existing in
some form on tv by 1980.

there has been a clear reluctance by manv adve
tisers who, by surface logic, at least, should ha
moved briskly into television as the color boom g
veloped. These would he primarily the fashig
and home furnishings industries. W hy  haven |
they embraced color tv? And what will it take |

bring them into video in large numbers?
Undoubtedly some will venture into tv as s
penetration increases. After all, they say, three o
of four tv homes are still without color. There ar |
also questions raised about the exactness of colo |
as it appears on the home tulie. Where color is thi
critical edge, can they be sure the viewer has tuneg
in the precise shade of shocking pink? |
Some advertisers {ace up to the problem by get!
ting around it. but this solution does not salisfy!
many. To some of the smaller advertisers—and i}

the apparel field there are manv—tv costs are still}

too rich for their blood and the hefty sums some:
times spent for commercials by current clients are
not exactly comforting.

There is also the separate problems of local ad-

Color is complicating the trend
to multi-set viewing, offsetting
it to some extent by bringing

families back to the living room

Adding to this sense of growth are the expand-
boundaries of advertising ideas. It was a coin-
cidence that the boom in color ads came at about
the same time as the surge in creative commercials,
but the latter has rubbed off on the former to good
effect. While the use of color ady ertising has some-
thing of the aspect of a new toy, the widened crea-
tive horizons, the trend to involve the prospect and
the growing grasp of color’s peculiar needs all in-
dicate progress in improving advertising eflective-
ness and a stronger foothold for tv in the inter-
media battle for marketing expenditures.

This is net to say that color advertising will be
a downhill affair all the way. As a matler of facl

30 Television Age, December 4, 1967 i

vertising—in some ways presenting the greatest po-
tential for the broadcaster. At the recent annual
meeting of the Television Bureau of Adverti: ing,
Richard P. Hogue, director of sales development
for wens-rv New York, pointed out that of the
$124 million taken in last vear by all the tv sta-
tions in the New York area only two per cent came
from the local market. He said that this low figure
could increase 16 times—to about $40 million —in
five vears through better understanding of the
viewpoint of the local advertiser.

What’s needed, said Hogue, are solutions 10
the problems of cost and the measurement of im-
mediate sales results. For one depattment store, he

N



frealed, the slation made color film commercials
avirtually the same cosl as the production of a
& p-quality newspaper advertisement.”

I'o be impressed with color, or black-and-white,
§ that matter, the national advertiser doesn’t re-
qive the same immediate sales resulls as the re-
uler. But he does wanl some evidence of color’s
par edge in effectiveness. Many studies have
]:'me«l o that evidence hul, since the research
ys sponsored by broadcasters, the reluctant ad-
vtiser has often been less than convinced.

One of the more objective studies was performed
li the Association of National Advertisers two
yirs ago. Conducted by Gallup & Robinson, the
pectiveness vardstick was G&R’s P'roved Com-
wrcial Registration (PCR), or the percentage of
mpondents exposed to the commercial who can
yove recall of the ad the day following telecast
ven provided with a brand-name cue and asked a
5ies of open-end questions.

A key finding was that four varied color com-
rucials (on color shows and viewed in color) per-
f'med 55 per cent better than the same four in
Lick-and-white (on black-and-white shows). Since
clor penelration was about L0 per cent at that
ine. the nel premium was about five per cent.

Obviously advertisers were not about to fall over
ich other rushing into tv for that edge. Other
lings heing equal, the premium in effectiveness
wuld be about 12 per cent currently—assuming
:25 per cent color penetration. And, of course,
Jwill rise as penetration goes up.

As color approaches the saturation level, the
westion of comparativeness effectiveness will shift

it has not already, from the intra- to the inter-
ledia avea. \s indicated previously, the creative
llvances provide tv with plenty of ammunition in
lat battle.

One of the cross-currents calculated 10 give re-
tarchers pause in the coming vears is the effect
v color on multi-sel viewing. Aboul one in three
suseholds has more than one set and the obvious
snclusion to many admen is that v will go the
av of radio—more viewing by individuals rather
an by the family, plus the flight of tv from the
Lving room.
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This is undoubtedly happening but, at the same
time, color has set in motion a contrary trend back
to family viewing. Just how much this offsets the
pattern of individual viewing is not clear. Some
say the traditional family get-together in front of
the wbe is confined to primetime in color homes
that also boast black-and-white sets. Even without
research, this has the ring of truth since primetime
is when the entire family is likely to be home.

It is also logical to assume that as multi-sel
color homes grow, the trend to individual viewing
will resume with full force. However, there is no
assurance that, taking into account the cost of color
tv, multi-set color growth will be as rapid as it has
heen with black-and-white.

In fact, cost is still holding hack color penetra-
tion, despite the breezv pace of color sales. It is
clear that if a color set could be hought at roughly
the same price as black-and-white, just normal re-
placement sales would have boosted penetration
well beyond the levels of loday.

In addition, consumer research has indicated
that many potential color set buyers have been
holding off on the assumption that prices would
come down in the near future. Though manufac-
turers see no signs of any drastic reductions in the
cosl of making a set (indeed, prices are up a bit),
they have made no point about it in consumer ad-
vertising. Some marketers believe that once the
public is convinced there is little chance of getting
a color set in the $100-$5200 range, there will be
fillip in purchases.

It is conceivable that color’s growth will slow
down because of the set cost problem. But, so far,
there are no indications of this.

One lactor likely to keep color sales rolling as
penetration rises is the increasing desire among
non-color families to keep up with their neigh-
bors.

Further, refinements will come along 1o im-
prove color reception and make it easier to tune.
Advances in the latter area are on the market now.
If color sales show sigus of slowing, engineers will
undoulitedly be spurred to cut production costs
beyond their present efforts. Color has too much
going for it to falter now. [ ]
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all it a revolution or an evolu
c tion, the switch lo color has
blanketed all facets of station opera-
tion. From the point of view of
locally-produced  programming, the
most important aspect of this conver-
sion lo tint is that of news.

News is the station’s most direct
link to its communitv, its most ab-
vious and consistent form of public
service. lts more hard-boited aspect
is 1ts ability 1o burnish an imase. lo
build audience loyalty (o the station
atd o draw viewers into other and
(often) higher-rated time periods
all this in addition to the more di-
rect payoff of altracting selective and
premium audiences to news periods
themselves.

It is no wonder. therefore. that
the new era of color has brightened
up local news segments to a marked
degree. The extent to which this has
occurred has just been probed by
FELEVISION AGE in a survev of U.S.
v stations. Responses from 260 out-
lets of all sizes and representing all
seclions of the counlry provide a re-
vealing overview of the status of
color in local news programming.

These are the highlizhis of the
survey:

® ‘I'hree oul of four tv stations
broadcast some local news in colo
77.7 per cent. 1o be exact. The large
the station the more likelv it is 1o
have local news in full spectrum.

® The national averave of local
news programming in color (unon;
stations which run it) s slightly
over an hour a day. Predictably. the
larger stations program more of it
than smaller stations.

® Most of the stalions run all
their local news in color but the ratio
for all U.S. outlets taking in less than
$1 million a year in 101al revenues is
only slightly over one out of four.
When calculated as a per cent of
slations in that group which carry
any local news in color, the ratio is
closer 1o 1wo oul of three.

® Color film is commonly used
for local news. This is true across
all station revenue classes but, of

course, is anore lrue of the larger
stations.

The larger stations have jumped
into local news in color with both
feet. Only 58 of the stations answer-
ing the survey reported they do no
local news broadcasts in color, and
most of these are smaller stations.

Practically every one of the larger
stations—-more than $3 million in
annual revenue —has some local news
i color. The one large outlet that
said its local news programming was
still all black-and-white gave no rea-
son  (replies were permitted to be
anonymous 1o ensure greater accu-
racy) but it is certainly a special
case and only emphasizes the color
commitinent of the other hroadcast-
ers.

Among the interinediate stations
($1-3 million in annual revenue).
about one out of 10 has no color
telecasting of its local news. The
smaller stations show a striking de-
parture from the rest with a little
over four out of 10 doing any local
news in color. The pressure on them
lo convert lo rainbow journalism is.
of course, not great. The smaller sta-
tion is likely Lo have less compe:ition
and, while there is no direct correla-
tion between the number of tv liomes
and the per cent of color set pene-
tration, the tendency is for the minor
markets to have a lower color pene-
tration ratio than the average. Final-
ly, there is the fact that smaller sta-
tions just don’t have the financial
resources of their bigger brothers
and when it comes to such items as
television and film cameras, thev pav
as much as, if not more than. the
heller-heeled outlets.

The amount of weeklv time de-
voled 1o local news in color does nol
vary greatly by slation size. The
average for the large station is rough-
ly one-hall again as much as for the
small station and 1.2 hours more
than the intermediate outlet. These
fisures exclude stations which do nol
run any local news in color.

Among large stations the range of
weekly hours falls mostly in the

Color news is spurring development
of small 1y cameras. New RCA space
camera at right may be used by NBC.

Above, Ampex camera developed for ABC.




Ky fact in switch
w color: two out
pjthree stations
roort using tint
inall their local
s programs

ol

Yore hues
| news

seven-to-14-hour span. The latter
figure represents the peak of local
color news programming—an even
two hours a day on the average. Of
the 60-odd large stations replying to
the survey, 11 program less than
seven hours a week for local tinted
news, while 17 put on at least 10
hours. Four stations reported weekly
totals of 2.5 hours or less, including
the one outlet which did no tinted
local news.

In the iulermediate-size station
category the peuak for local news in
color was also 11 hours, There were
answers from 95 stations in this rev-
enue class and 16 of them said the
put on 10 or more hours a week. On
the other side of the coin, 25 said
thev programmed less than seven
hours a week and, of these, five put
on less than 2.5 hours a week; an-
other 10 have no local news in color

at all. Among those which do, the
weekly average is 7.4 hours.

Sixly-two of the under-$1 million
revenue class slations responded to
the TELEVISION AGE survey and 28
are putling on some local news in
color. Only one of them has more
than 10 hours a week, 15 reported
less than seven hours a week and four
said they programmed 2.5 hours or
less. Six of the 28 did not indicale
their weekly total.

Forty of the stations reponding did
nol indicate their annual revenue,
and their vesponses are tallied in the
all-stations tolal (see tables). Of the
40, 31 said they program some local
news in color and the average of
these is 5.8 hours weekly.

The survey made clear that local
news in color is the norm. (For the
purpose of the survey, a station was

(Continued on puage 54)

Status of local news in color

Annual station revenue

Less than $1-3 Qver
8! million  million $3 million All

Three ot of four te stations
carry some local news in color

% of stations carrying any local r:ews in color

12.4% 89.5% 98.3% 71.7%

Stations average abont one hour
per dav of local news in color

Average weekly hours of local news in color

5.8 hrs 7.1 hr: 861 76 s

Most stations run, entire
local news schedule in color

% of stations carrying all local news in color™ 1

04.3% 87.1% 91.1% 84.2%

There is widespread use of

color film in local news coverage

% of stations using color film for local news by f[requency of use

never

occasionally
frequenily

practically all the time

1.1% 11% 0.0% 3.9%
17.9 129 8.6 124
39.3 18.8 13.8 20.8
35.7 61.2 716 62.9

Base: stations carrying any local news in color.

t Refers to color telecast, hence includes stations which may use black-and-white news

film in a color show.




here’s little doubt that color is

here. There’s a broad swath of it
on the networks. Most stations have
already made their basic investment
in color equipment. Commercials for
national advertisers are mostlv in
color and it’s gotten to the point that
if an agency decides, for creative
reasons, to do a tv ad in black-and-
white, it practically has to apologize
to the client.

Color set production is rising as
set purchase rates speed up and by
next summer, it is predicted one out
of three homes will have a color sel.

But  there’s something missing.
What happened to the expected rush
into tv by advertisers who had never
used the medium but were presum-
ably waiting for color hecause they
just had to have it in their adver-
tising?

Méaning who? Meaning the fash-
ion industry in general and apparel
makers in particular. And that in
cludes the retailers who spend so
much (a good deal of it being manu
facturer money, of course) making
the American woman the best-dressed
female in the world.

This is not to say that color hasn’t
altracted some new money 1o Iv. or
that fashion-oriented clients aren’t
using the medium. The cosmelics
crowd has been pouring in ad money
for hair color, lipstick. eve makeup
and what not. And manufacturers
like Celanese and Burlington Mills
have not exactly been coy with tv ad
dollars. But the cosmetics advertisers
and fiber manufacturers were alread\
in tv and used it for marketing reas-
ons that go beyond color alone. The
former group as purveyors of pack-
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Color can bring new advertisers to tv but some may

age goods. have to use tv. What hap-
pened in the case of both groups was
that color made tv that much more
appetizing and so budgets were in-
creased.

It is difficult to pin down the pre-
cise extent to which color upped these
budgets or attracted a modicum of
new money from national and local
lients who felt color made it essential
for them to advertise on tv. Norman
E. (Pete) Cash, president of the Tele-
vision Bureau of Advertising, is lyri-
cal about the eflect on the retail field.

“Let’s just presume,” he says “that
the department stores — the Macys
and the Sears—represent about $1
billion in advertising. Think of what
you can get out of that in color. I
think. that with color, we can figure
on an increase of $50 million in retail
advertising this vear and that this fig-
ure will expand 15 10 20 per cent a
vear as the advertiser learns more
about the medium and how to use it.”

Real money in retail

Fd Bunker. senior vice president at
Interpublic, Inc.. says in the same
vein, “‘the real oceans of money are
in the retail level.”” Some of this has
begun to flow already because of col-
or, he believes, citing such names as
Springmaid and Cannon, who are
funneling their tv money through the
retail level.

The large department stores are
practically keeping newspapers alive,
Bunker points out. but adds, “There
will always be newspaper advertising
by department stores. All tv needs is.
sav. 15 per cenl, to have a real

bundle.”

In the meantime, the v industry is

tooling up to go after the holdol |
wherever they ave. It’s aiming |
sights at the same arguments ty 0l
in its early black-and-white days—{!
cost, the unfamiliarity with the mif
ium and. the merchandising aspu;[
such as co-op. The apparel manuf’
turers and their agencies. most!
whom wished to l\eep their commJ
off-the-record, repeated these ar‘
ments consistently,

One of those speaking openly !
Max Stoller of Altman, Stoller |
Chalk, New York. agenev for Ri
Togs, one of the Bw Three in d[
apparel industry.

The reason his client isn't in td.
vision, he sail, is because, *Fashil|
peoMe don’t have enough wmond
and that 30 seconds goes by so fa
In print, they figure an ad kid!
around for a whole month.” |

Stoller doesn’t think the presel
color penetration of better than ﬂ
per cent will stampede the fashio
inilustry into television. “Clothes i
black-and-white are really meaninj
less.”” he said. “And don’t forget '
or 80 per cent of the tv audience sti’
sees it in black-and-white. | lhm
when it gets to be somewhere arou
80 per cent of the sets in color, the'
the fashion people might he motl
vated.’ ;'

So far such hold-outs haven’t beel
impressed by ata indicating colol
tv’s extra kick. Production costs af
slightly higher——though thev can evei’
he double or triple that of h&w,i
vou want to shoot the works—bi|
the time charges ave virtually the!
same as for l)&\s So, the added val!'!
of color for advertisers is nearly all
aravy.
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s e lured via the local level

‘C ql|e<110l| | IIO\\ lllll(:ll Oravyv g
{ studies have heen done. a lol
o1 are in the works. Bul among
! that have been completed and
lbed, there are signiticant correla:
ol Two years ago. Gallup & Rob-
st did a multi-city survey for the
iation of National Advertise
hesurvey found that. on the aver
e four varied color commercial
ier4l in color did 55 per cent bette
g the same four commercials in
von bdw shows. This was on th
s of proven commercial recall
(1) in interviews with viewers th
‘ollowing the lelecasl.

Added value of color

other survev is reported In
\ielsen Jr.. president of th
Nielsen Co.. author of the intro-
ory chapter in Color Television
heBusiness of Colorcasting to be
yaished next February bv Hastings
v e.
‘elsen discloses results of a <
his companv did 1o chart the
lcd value of color in tv program
ii. In the \ielsen survev. 901
ol set households were matched
wit an equal number of b&w house
). Seven programs were evalu-
te Among the b&w households. the
‘ev1 programs got an averaze share
ichtlv less than 38. Among the
ol set households. the same seven
tcrams gol an average share ol
ictly more than 56. In other words.
- cave the proarams an advan.
of 50 per cent. Today’s color t
adirtiser is in a position somewhat
kian automobile dealer who orders.
am pavs for. 100 new Chevvs and

Continued on page 78

Cluirol's
Blonde” and Lces Carpet
wateh” commercials
evemplify skillful

use of color tv.
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P ick an answer to this multj

choice question: '

The trouble with color in comm
cials is . . .

(1) Few admen know how to
",

(2) It makes more work for e
body.

(3) It takes too long.

(4) There's too much of it arouy |
these days.

(5) Black-and-white is still
name of the game.

(6) It costs too much.

Now read on and see if vou
right,

Shaken up by tv's perma
revolution. and the seeping of col
into everv nook and cranny of &
and film, most tv producers and
directors wince whenever they hel
some minion of Mecl.uhan expo
on the meaning of color. The pra|’
say theyv're fed up 10 their teeth ¥
all the pseudo-aesthetical and pseud
psychological claptrap bandied abaj
by the “media philosophers”
tend to look upon color in tv as if
were a new medium rather tha
change in an existing medium-——an
a change that is not always for If
better. Turning a sore ear o I
prattle. the pro’s are hard at worll
trving to make color commercials a|
simple and communicative as the
can.

For one thing, the admaket}
working in tv are simplifving thel
palettes, often throwing out
mauves and magentas. Some
limiting themselves to “tint”—ligh
hues of basic colors. Others are goil
in for “shades”—darker hues
basic colors. After a period of play®
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wlindulgence these past few years,
h're going away from the hot.
mhise primaries.

ey’re leaving the incandescent
slics and the Day-Glo to the print
in graphics men.

3lack-and-white is still the basic
mium for 75 per cent of Ameri-
a households.” savs Don Trevor,
hel of commercial production at
Dile Dane Bernbach. The fact that
comercials. however gorgeous in
or, must primarily fulfil a mono-
chme function is the chiefl factor
inolor discipline, he holds.

Cowr conformity

‘ome art directors sav that. per-
hes by the time all Americans have
@:ss to color sets—and that seems
acod wav off in the future—flm:
m:ers and admakers may be able
oindulze in an unfettered use of
cor. restrained only bv the limita-
tits of color tv. Then. it's said. thev
mht be able to juxtapose red with
giens, reds with oranges, reds with
biss, as do artists and manv adver-
ting graphics men working in print
[tay. As long as the prevalence of
b-k-and-white holds them in check.

hvever, color in commercials is
bind to be what faddists would
{1 “equare.”

tight now “color conformitv” be-
dils manv of the blither spirits in
tl ad business. What plagues them
1 the expectation that evervthing
nv must be done in color. Trevor
nntioned that in the earlv stages
o producing recent Volkswagen
cnmercial. manv on the account
bl assumed unthinkinglv that it
wuld he shot in color. The storv-

The trouble with color...

‘levision 4ge, December 4, 1967

called for burelar
squareback VW 1o carry their loot
“T'he storv called for
white.” Trevor said, “so we con
vinced them we should do it in black-
and white.”

“Too many lightweights in this

boavd usine

black-and

business get hung up on color as il
it were a factor apart.” said Robert
Wail. vice president and associate
director of the art department a
Young and Rubicam. “They want to
use color per se. Bul you can’t iso.
late color from the idea you're try
ing, or should be trving. to com
municate.” Wall said. He added that
the fascination with eolor evidenced
by manv admen was analegous to
the infatuation with certain kinds of
tvpography also evidenced by a num-
ber of art directors and typozraphi
cal directors, who tend to use a tvpe-
face thev're enamoured of regardless
of what words are 1
catel.

he communi

Color misused

“Color. mis-used. can often block
communication and confuse the mes-
sage,” Wall remarked. “It shouldn’
be used as a technique. or merelv to
effect a style. and this is what the
faddists are doing.”

Faddists aside, most commercials
inakers appear to have learned what
they can do with color. A clance al
the current crop of commercials
suggests that color is being used with
moderation and restraint. as in the
late afternoon light (with
flares) that characterizes manv of
the girl-and-bov-on-the-sparkling.
strand commercials, Or in the Clairol

solar

(Continued on page 70,

Don’t Let it Throw You
By CORDON WEBBER

know of no so-called ajor

breakthrough in communi-
cations that has been so matter
ol-factly assimilated into the
enhure of our times as has col-
or lelevision.

What was called the Color
Revolution o couple of years
aoo has turned out not to he a
as far as
but an

revolution after all
the public is concerned
orderly. unexcited conversion
to the new medium.

True, man: behind-the-scenes
technological changes relating
to color have been revolution-
arv. The latest is CBS’s new
video recording system-— Broacl-
cnel EVR—which ean electron-
ically produce copies of pro-
orams and commercials of hizh
quality on 16mm film at a frac-
tion of current costs.

Bul to the wiewer, the gee
whiz excitement of seeing [id
Sullivan. pro tootball, Bonanza
and even ald movies in gloriou:
living color has largely given
wav 1o a placid acceptance of
the new medium as the natural
and inalienable right of every
flluent American.

Color /s a natural condition.
of course. and il Doris Day’s
flesh tones are sometimes more
fuchsia than flesh, the seneral
cffect is something closer (o
real life than pictures in tradi-
tional black-and-white.

(Continued on page 74

.. . is that too much of it

can overwhelm the piteh:

the current trends are to

subilety and realism
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o far it’s been a record year for
S color sales, not up to the 7 mil-
lion estimate advanced by industry
pundits in ’66, but still healthy, with
the final projection now hovering be-
tween the 5.2 and 5.5 million mark.

Color sales for the year (through
October 20) stand at 3,954.871. a
sizeable gain over last year’s figure
for the same period—3.111,682.
Color penetration as of October 1
registered 22.6 per cent. shooting the
total number of color-equipped tv
homes up to 12,670.000. This repre-
sents a boost of 4.570.000 color
households over the same 1966 date
when color homes checked in at
8.100.000.

Indicative of the way things are
going, Joseph P. Wright, president at
Zenith, said that the corporation’s
sales volume for September was the
highest of any month in the com-
pany’s history. Sales for that quarter
were up $167,141.000 or 9.2 per cent
from the former third quarter record
of $153.021,000 sel last vear.

The impact of color television was.
accorilling to Wright, the decisive
element in hiking both dollar and
unit volume. B.S. Durant, president,
RCA Sales Corporation, told the 19th
annual conference and exposition of
the Society of Packaging and lland-
ling Engineers that recent sales fig-
ures showed “obviously that the con-
sumer is buying color tv nearly as
rapidly as we can produce and de-
liver it.”

RCA reports factory sales of color
sets climbed 79 per cent in the third
quarter over the same period a year
ago. Industry-wide sales to dealers
through the week ended October 13
were up nearly 30 per cent over the
same period in ’606.

Tom Davis, manager of marketing
planning for Westinghouse, foresees
industry sales in the color category
to be near 5,400,000 or 697.537
above the 1966 figure of 4,702,463.

Where do we go from here?

George Dube, assistant to the vice
president at the Electronic Industries
Association, won’t pinpoint specific
figures, but he does feel that the rise
in September and October does “‘pre.
cedent good holiday buying.”

An example of the surge in multi-
sel homes is seen in one of Zenith’s
Yule advertising campaigns which
states that “12 out of 10 New Yorkers
want a Zenith color tv for Christ-
mas.’

Further reflection of rising volume
lies in RCA’s two new plants, huilt
within the past two years. in Mem-
phis, Tenn., and Wayne Township,
Ind.. for the production of tv, railio
and phonograph sets. The expansion
of the company’s color television set
plant in Bloomington, Ind.. has en-
abled RCA (o devote 1.200.000-
square feet to the production of color
components. Increased color pro-
duction is also slated 1o hegin in the
new $10 illion, 700.000-square foot
Zenith plant in Springfield, Mass.

There is no doubt about it. right
now color is hot, so hot that it is
often hard. amidst the pile of facts
and figures. to stop and recall when
and how all this activity came about
and just where it is heading.

Set manufacturers credit the break-
through of color in 1965 to a com-
posite of happenings. Dominant
among them was the swing to color
by the networks.

Adverlisers began their switch to
color in ’65. R.G. French. Ligget &
Meyers. Singer, Champion spark
plugs, Warner-Lambert, Scott Paper
and Lever Brothers began making
their pitches in multi-tinted hues.

Other bigtime color factors in-
cluded technological advances. partic-
ularly a rectangular picture tube to
replace the old round one. cutting
retail prices and, in some cases. up to
five inches of cabinet bulk. (In Janu-

ary of 1965, RCA announced a $4.6
(Continued on puge 66)

Increased consumer demand for color
tv has brought about increased pro-
duction facilities such as this new

RCA plant in Memphis, Tenn.




Tat’s what set
mnufacturers ponder

wcolor sales

i record high
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ow is local color set penciration
doing market-by-market? It de-
pends. As the Nielsen tabulation of
224 markets shows at right, the level
of penetration varies considerably.

Growlh in the recent past had been
healthy in all markets. Between Feli-
ruary, 1966, and February-March,
1967, the increases were, for the
most part, between 50 and 100 per
ceut.

As for current trends, the data on
all  Nielsen markets tlirough last
month (November) will not be avail-
able until next year when resulis of
the fall “sweep” are published. How-
cver, recently.released October re-
ports for 23 major markets provide
a useful handle for estimating futuve
lrends.

Based on these 23 markets, there
is evidence that color growth is slow
ing down slightly. This is apparent
in comparing growth during the an.
nual period shown in the adjacent
tabulation as against the overlapping
[2-month period between October,
1966, and October, 1967. In 14 of
the markets, the percentage point
stowth  was smaller for ihe later
period, in six of the markets it was
greater and in three it was the same.

Here are the latest market-hy-
market cofiparisons. The first ligure
following the market name is Oclo-
her, 1967, color penetration: follow.-
ing are hgures on percetlagze poinl
srowth, first, for the October-Octo-

bev period and then for the earlier
IFebruary-February/March span:
\thanta, 219 —6, 7.
Baltimore, 20% -5, 5.
Boston, 21%—6, 7.
Bulfalo, 199%—6, 11.
Chicago, 21%——6, 5.
Cincinuati, 27% 06, 10.
Cleveland, 27%—6, 10.
Dallas, 21%—7, 11.
Detroit, 22%—3, 8.
Houston, 21%-—-5, 8.
KNansas City, 18%— 7, 6.

Los Angeles, 32% -8, 7.
Miaini, 27% —8, 10.

Milwaukee, 25%—7, 10.

Miuneapolis, 17%—6, 7.

New Orleans, 21%—4, 10.

New York, 21%---8, 6.

Philadelphia, 26%—38, 8.

Piusburgh, 19%—4. 6.

St. Louis, 18%—6, 6.

San Francisco, 29%-—11, 5.

Seattle, 27%—10, 11.

Washington, 20%—8, 7.

Ouly one of the 23 markets, Los
Angeles, has a penetration level in
the 30s. However, four markels
ceached above 30 in the February-
Mareh tabulation — Lubbock  (35),
Vegas (33), Akron (33) and Sacre-
mento-Stockton  (32). In June re-
ports (covering 70 markets) the lat-
ter edged up 1o 33 and four markets
reached 30 — Harrisburg, Muncie-
Marion, San Diego and South Bend-
Elklbart. Color television is obviously
vetting there.

How it looks locally

Market-by-market

color penetration figures

by Nielsen

show varied growth patterns

NSI Color Te Ownership Estimate
Feb.-March’67 vs. Feb.’66
A. €. Nielsen €o.

NSI color ownership estimates are b
upon responses ohiained from telephon!y
households in the NSI areas of 224 m‘]
kets and are subject to sampling and nt
sampling errors. Users are reminded
color tv ownership within the telepha |
universe tends to be somewhat higher tk
among all television households. and
telephone ownership levels vary betwg |
markets. The more appropriate usage ||
these data involve comparisons betwe'
markets or between measurements with!!
the same market rather than absolute a '}
praisals of levels of color ownership.

Total per cent coli/|

Market tv homes 2/66 2.3/

Aberdeen-Florence 73,830 12
Abilene-Sweetwater-
San Angelo 111,360 14 2

Ada 128,680 8 10

Akron 296,440 16 33
Albany, Ga. 156,910 13 15
Albany-Schenectady-

Troy 551,240 10 18 °

194.460 12 17 1
112,290 8 154
145,320 4 11

Albuquerque
Alexandria, La.
Alexandria, Minn.

Amarillo 135,130 19 25 .
Anderson 27210 13 19
Ardmore, §

Sherman-Denison 74,530 6 13
Atlanta 589230 11 18
Augusta 243,730 12 18
Austin, Tex. 157,920 12 14 \
Bakersfield 149810 20 28 |
Baltimore 961,730 11 16
Bangor 132,240 6 15
Baton Rouge 352,150 13 20
Beaumont-

Port Arthur 170,290 15 20

Beckley-Bluefield

Bellingham

|
287920 11 15 1P
116,110 11 23 f
!
[ |

Billings 67,790 9 16 |
Biloxi 125140 14 20
Binghamton 261,810 10 17 i
Birmingham 497,870 1 17

Bismarck 51,720 6 1287
Boise 97,380 10 20 8
Boston 1.827,680 10 17

Bowling Green 134,790 7 14

Buffalo 604,240 ; 20
Burlington-

Plattsburgh 210,180 6 11
Butte 71,280 9 15 3l
Cadillac- il

Traverse City 207,220 10 15 y
Casper 46,820 nd 17 |
Cedar Rapids-

Waterloo 309610 11 19

Champaign &
Springheld-Decatur 310.700 13 24

|

Charleston, S.C. 180,540 9 17 |

Charleston- 1

Huntington 433.180 10 17 |
Charlotte 592,440 9 14 =

Chattanooga 227070 11 19 ‘l

1

(Continued on page 63)8
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A PROGRAM MAN'S

L sex and the telecision audience
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- Viewpoints

I'he arguments of the would-be censor are that tele
vision enters the home and the audience composition
annot be controlled. If 1elevision runs movies, or shows
uditv, or otherwise pruriently stimulates children, or
susceplible voung people, or mentally retarded adults,
he crities arzue that dire results might be derived that
would be detrimental 1o society. They say that movies
an be controlled and the printed media are rot the
<ame as ~ound-plus-pictures.

Now let us take a look at the people television is
oing o comtaminate with the truth. Children: the
newesl doll for children is unmistakenly a little boy
Sex education is taught in the lower grades-—and not

ng hees. Lvery child can zet The Last Exit 1o Brooklyn
wr The Stary of O from his library. Playboy is 1ame

I'he davtime serials are now treating adultery, sterility
eshianism. miscegenation, drugs, and carnal relation:
ships as they once treated divorce and amnesia. The talk
shows have no control over the outspoken comments
of cuests ranging from Norman Mailer 1o Kenneth
Tynan. Even the commercial now recognizes the facl
that the people of the world sometimes takc off all
their clothes.

Van reflects his environment and teievision as a
reporting medium cannot hide the reality of the reflectior
from those whose mores make the image

To be sure there are dezrees of dramatic use of nudit
and <cx. One type of producer will use these forces only
to sell tickets or create sensationalism. The good pro-
lucer will use them to develop character and proffer an
accurate slice of life. In the old days in the movies
peaple went to bed and made love with their clothes on
Now a remarkable change has taken place. The fellow
even lakes off his shoes and socks.

MELINA IN TIE SWIM: SHOULD St BE IN YOUR LIVING rOOM ?

The point of this essav is that 1elevision is no different
from anv other medium of cominunication. As Marshall
Mcluhan, the oral ecdysiast says. television has the

reatest inlluence on our generation of all mutations in
this century. To have so powerful a device fail to be
ontemporary s delrimental to progress.

Whao needs <elf-appointed voices of conscience writing
codes that are unenforceable. unacceptable, and ante-
diluvian? Hang the ved pencil-pushers. Throw out the
Puritans. Movies are going to be better than ever. Get
vour sel lixed. 1n 1909 vou're going lo see movies you
never even thought vou could see without being raided.
And 1 vour own honw s

41
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Film/Tape Report

COMPETITORS COOPERATE

I’s not every day that broadcast-
ers leam up in a joint venture to
produce programming for each other.
Yet that’s what Secripps-Howard
Broadcasting and WGN Continental
Broadcasting have done.

In Miami Beach—not far from
Scripps-Howard’s werv Palm Beach

the two cooperators, teamned in
Scripps - Howard/ WGN  Continental
Productions, plan to set up a pro-
duction center and, for starters. turn
out a 90-minute weekly varietv show.

Chairman of the board of Scripps-
Howard/WGN Continental Produc-
tions is Bradley R. Eidmann, with
Mortimer C. Watters as current pres-
ident.

Eidmann said, “We cannot stand
by as sources of programming dim-
inish and when so much talent and
potential exists in companies like ours
outside of what have been considered
the major centers of production.”
The new entity will distribute pro-
zrams as well as produce them.
Already Secripps-Howard has been
distributing Up Beat and Polka Par-
ade; WGN Continental distributes.
as well as produces, several series,
among them The Big Bands (with
20th Fox Tv), The Barn Dance, Greay
Music, and An Evening With, . . ’

KUDOS FROM EUSTACE

Eustace Tilley, supercilious svmbol
of The New Yorker magazine’s un-
dismayed genteelism. finally has con-
descended to sav a kind word for tv
commercials, in the desullorv prose
of “The Talk of the Town™ vig-
nettes. Through the vears there have
been items pointing up “absurd” as-
pects of commercials and v show
production.

But now. apparently. Lustace has
been bitten by the same low camp
bug that has inspired Mad magazine.
He has singled out of the welter of
tv two items worthy the attention of
“any intelligent adult viewer.” name
lv, the Green Giant “Green Martian”
commercial, and the Alka-Seltzer
“Disagreeing  Stomach™  carloon.
“With two solid hits like these and
the season only a month old. who
says television is dead?” Eustace
asked. And now, in effect, the New
Yorker has joined all those in and
out of the tv indusirv who have long

42

maintained, whether in jov or sor-
row. that “the commercials are so

much better than the programs.”

KLAUBER’'S WORLD

Warner Bros.-Seven Avts has put
DONALD E. KLAUBER in charge of all
of the company’s television activities,
in the U. S. and arvound the world.

KLAL BER

Before the merger, Klauber had been
execulive vice president and general
manager ol Seven Arts Associated.
responsible for the syndication sales.
He’s now in charge of both the pro-
duction and the distribution of v
properties. Klauber. who now be-
comes executive vice president for tv
of the post-merger company, will
also lead the company’s foravs into
the so-far uncharted areas of catv.
and will take a hand in development
of ulf and other broadcust invest-
ments.

Meanwhile, the company named
W. ROBERT RICH as vice president for

rcu

television sales. Rich
had been executive vice president and
general manager of Seven Arts Tv,
in charge of the company’s produc-
tion and distribution of specials,

nuternational

series and cartoons. He joined Se
Arts in 1960 when the company 1
formed. Before that he was vice p
ident and general sales manager
United Artists Associated, and g
eral sales manager for UAA’s g
cursor, Associated Artists Prodp
tions. Earlier, Rich was with w
New York, wsen-tv Buffalo,
wiet and wey, the GE stations
Schenectady. Starting out as an N
page. he worked in NBC news 3
special events, then becamme ch
news editor of GE’s Iunternatio
Broadcast Division.

At the same time WB-7Arts
pointed three vice presidents to n
roles in the merged tv departme

JOSEPIl KOTLER, who hefore
merger had bheen vice president
the Warner Bros. tv division, was |
in charge of acquiring properti
planning new productions, and selli
shows 10 networks.

GEORGE MITCHELL. vice preside
in charge of Western division featu
hlm sales for Seven Arts Associat
since 1900, was upped to vice pre
dent and general sales manager
the merged company, responsible {
domestic sales.

LEONARD E. HAMMER. director
national sales for Seven Arts Assoc
ated since 1962, was put in charge
the new station-acquisition progra
as executive vice president of Seve
Arts Broadcasting Co.

WB-7Ar's gained a {ooho'd
network television in the past couj
of years through the Seven Art
sales of specials—Vutcracker, Swa
Lake. etc.—10 CBS-TV. specials pr
duced with Bavaria Studios. b
nothing to compare with the succe:
Warner Bros. Tv had vears ago i
producing network series. It’s co
sidered likely that. through co-pr
duction abroad and other effort
WB-7Arts may now strive to hecom
a major network supplier.

PRODUCERS LAUREATE

A syndication company. Broadcas
Sales, Inc., set up a production off
shoot to make tv series and special
for both the network and the svndica
tion markets. Heading up the nev:
operation is George Lefferts, veterai

(Continued on page 46!
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And evervone a video pro right
down to his fingertip:

We know because a client said
s0. In just those words.

Jut kudos come easily when
vou know vour job as well as this
gang. There's a lot of experience
represented here. All the way

back to the birth of video. And
a lot of the innovating made since
then.

Thev put this experience and
imnovation to use on the finest
ollection of equipment ever put
togethe:r just for post-production
video work.

REEVES

SO UNDO STUOIOS

A DIVISION OF REEVES BROADCASTING CORPORATION

They get excited about their
work; it shows in the finished
videotape. Their list of credits
proves that. And the list gets
longer every day

It's a list of professional cred-
its. Given by professionals

To professionals.







re you
enjoying
Color TV’s

added attraction!

Color TV is pulling a
tremendous audience of .
well-off, well-educated people
back into the living room.
And making them pay
closer attention to your
product. All else equal, their
interest pales whenever they
see a message in black-and-
white. Are you filming your
commercials in- color?

Can you afford not to?

Your producer and laboratory
rely on the quality and
dependability of Eastman color
" film systems. And Eastman
engineering service is continually
working behind the scenes
to make sure your commercials
are delivered color-perfect.

EASTMAN KODAK COMPANY

Atlanta: 404/GL-7-5211
Chicago: 312/654-0200
Dallas: 214/FL-1-3221
Hollywood: 213/464-6131
New York: 212/MU-7-7080
San Francisco: 415/776-6055




DICK SWANEK
WILLY TOMAS
SANDY DUKE
IRWIN SCHMEIZER
DICK RAUH
BILL ROWOHLT

The Optical°House, in.

(212)757-7840

25 WEST 45 ST.NY 10036

pelican

New York
292 Madison Avenue
212-679-0670

Chlcagoe
410 North Michigan Avenue
312-337-8116

Detroit
New Center Building
313-871-4200
Californla
1777 North Vine Street
213-469-5821

producer and director. BSI is calling
its offshoot Laureate Productions.

First projects on the slate are a
series on famous contemporary poels
to run to 13 half hours: a series of
four 60-minute specials called Amer;.
can Dreams. on how “the American
ream” has been realized in four
fields: an, science, technology. the
humanities: and for the netwoik Sat-
urday morning blocks. a live-action
vendition of The Adventures f
Huckleberry Finn

Steve Galatti, executive vice presi
dent of BSI, said Taureate will be
shooting for network and national
sponsorship in the svndication mar-
ket. BSt svndicates Docror's lHouse
Call. a medical-advice series. and a
legal-advice series

ZOOMING IN

JACK LYNN jomned Hariwes! Pro
ductions as director of prosrams and
production, to work on the develop-
ment of specials and series for nel

LYNN

work and syndication. Lynn was vice
president in charge of programming
for the Meiromedia tv stations until
1965, went from there to Trans Lux
[v as vice president in charge of tv
and left Trans Lux 1o set up his own
outfit, The Lynun Co. There he de-
veloped the half-hour series with Sen
Robert F. Kennedv that is currently
in every tv market in New York
State. Lynn joined Metromedia in
1955, rose through several program
posts to become director of pro-
granuning in 1962. Before joining
Metromedia, he was director of pro-
gramming at WNTA-TV (now WNOT
New York and before that, director
of film programming for the Du
Mont tv network.

A child acior in radio, Lvnn, b
the time he reached late adolescence,
was alreadv working as a director,
and soon made the transition to di

Television Age, December 4, 1967



recting in tv.

Screen Gems awarded a vice pres-
idency to IRWIN ROBINSON. director
of husiness affairs and general attor-
ney of Screen Gems-Columbia Pic-

ROBINSON

tures Music Publishing Division and
Colgems Records. Robinson joined
the division in "6} as an attorney.
Before that he was business affairs
manager for Zodiac Music Corp. and
Palette Records for seven vears.

DON GETZ resigned as vice presi-
dent-international of Official Films
to set up shop as an independent pro-
ducer. Getz joined Olfficial three
years ago lo handle overseas acqui-
sition of features and their dubbing.
Earlier he was a partner in Arlixo
Productions. Before thal Getz was a
producer in kngland, France and
llaly, making tv series and industrial
films. From °57 10 ‘01 he was U.S.
representative for Keep Iilms, Lud.
Earlier, Getz was with United Mo-
tion Picture Organization, and GBD
Lnternational Releasing Organization.

BARRY wWo0OD joined Wolper Pro-
ductions as a vice president.
e was executive producer of The

P

woon

Bell Telephone Hour for the past
eight years: earlier, executive pro-
ducer of Wide Wide World, director

Television Age, December 4, 1967
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Advertising Directory of

SELLING COMMERCIALS

Alka-Seltzer « Jack Tinker & Partners

ELEKTRA FILM PRODUCTIONS, INC., New York

Avis Rent-A-Car « Doyle Dane Bernbach

W

VIDEOTAPE CENTER, New York

American Telephone & Telegraph  N. W. Ayer

7

{t=

WYLDE FILMS, INC., New York

British Sterling « The Marschalk Co.

THE TVA GROUP, INC., New York

Anheuser Busch *'Busch Beer” o Gardner Adv.

PACIFIC COMMERCIALS, Hollywood

Burry's » ). Walter Thompson

PAUL KIM & LEW GIFFORD, New York

Avco « McCann/1TSM

,..&'\

LIBRA PRODUCTIONS, INC., New York

Chicago Tribune « Foote, Cone & Belding

SARRA, INC.
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of color at NBC-TV, director of spe-
cial events in the public affairs de-
partment at NBC, and co-producer of
that network’s coverage of political
conventions in Chlcatro and San
Francisco. Wood started his tv career
at CBS-TV as a producer and direc-
tor, in charge of musical program-
ming, and later moved to NBC as
producer of the Kate Smith nicht
time and daytime programs.

PETER PAWSEY joined United Art
ists Tv International as European
sales manager, assisting  Harold
Breacher, who is in charge of opera-
tions for Britain, lmope Africa, the
Middle and Near East. Pawsey was
with the Rank Organization, in India
as joint managing director of Rank
Film Distributors there, and also in
charge of operations in Pakistan,
Burma, Cevlon. Afghanistan and
Aden. Before that he ran Rank’s
operation in the Caribbean. Most
recently, Pawsey was with Screen
Gems as sales manager in Dritain.

Veteran syndicator HERBERT cOR-
DON resigned as vice president in
charge of West Coast operations of
UA-TV, a post he had held since Ziv

@ ”

Sl
Preduetions

Specializing in unique
post-scoring.

Complete Recording Facilities

80 West 40th Street
New York, N. Y. 10018

LA 4-9677

was acquired by UA. Gordon was
with Ziv for 13 years before that.

ABC Films promoted HOWARD 11.
MENDELSON lo accouni execulive in

=)

MENDELSON

the eastern division. He joined the
network syndication division as re-
search manager last vear. Before that
Mendelson was program information
manager at Warner Bros. Tv, and.
earlier, senior media research analvsi
in the marketing services department
of NBC Tv Spot Sales. Mendelson
slarted out with ABC Tv Spot Sales
as media research analyst.

Warner Bros.-Seven Arts promoted
JIM FELLER lo assistant to the di-
rector of film services and Ben De
\ugusta to manager of the tv hook-
ing depariment. Feeler joined Seven
Arts Associated in ’63: De Augusla
was sales service manager for the
Warner Bros. Tv booking depart-
nment. Before joining WB-Tv in 62,
De Augusta was with MGM-TV
Bonded Film Services and United
Artists.

HERBERT F. SOLOW resigned as vice
president in charge of programs for
Paramount Tv Productions, due to
what Paramount Tv president John
T. Reynolds called “a difference over
management policies.” Solow had
held the same position with Desilu
Productions. acquired earlier this
year by Gulf and Western Industries,
parent company of Paramount Pic-
tures.

Pro-

coordinator for

PAUL SOLOMON joined WB(
ductions as 1talent

The Merv Griffin Show, succeedin
Alan Foshko, who has set up sho
as an independent producer. Solg
mon was a publicist with United Ari
ists, John Springer and Frank Good
man publicity shops.

ABC News promoted RICHARD J
CONNELLY lo director of public re
lations, succeeding Joe Cook, whe
went over to the ABC radio networl
as program director. Connelly, mana
ger of press relalions since joining
ABC News in 65, was manager
press relations for Group W and as
sistant Irade editor at NBC befor
that.

LENNART RINGQUIST joined Genera
Arlists Corp. (GAC) as vice presi
dent of the talent agency’s tv divi
sion in New York. Ringquist wa:
with Samuel Goldwyn Productions
and NBC Television network sales.

Sportswriter LEONARD  SHECTER
joined Group W as a sports commen-
tator for the Weslinghouse radio
stations.

JIM CRITCHFIELD, head writer on
Metromedia’s The Woody Woodbury
Show, took over as producer of the
90-minute strip show, succeeding Kip
Walton, who became producer-di-
rector of the new Dick Clark show.

AND NOW YUGOSLAVIA?

Coincident with the emergence of
the Yugoslavian film industry into
the avant-garde of cinema, as indi-
cated by recent film festival re-
action, Filmex, New York commer-
cials studio already involved in co-
production of four movies with
Mexico. is mulling possibilities for
co-production with the Yugoslavians.
Last month three men from Belgrade
visited the New York studio at the
hehest of the Yugoslavian govern-
ment to take a look at the operation
and to talk with Filmex’ stafl con-
sultant, Slavko  Vorkapich, the
famous lollvwood montage expert,
who was born in Yugoslavia. The
trio from Belgrade: Zdravko Mrvic,

Lee Koslowsky e
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advertising manager of Yugoslavian
Tv—he supervises production of
s.ommercials” for state-owned in-
dustries—cameraman Dusan  Pesut,
and a newspaper editor, Aleksandar
Pajic, of Politika Ekspres.

CLIENTS

SUREN ERMOYEN is selling up his
own design shop come January. A
vice president of BBDO, Ermoyen
has been head of that agency’s Com
munication Design Center since 61,
when it was sel up. Ermoyen’s nev
outfit will offer clients services in

ERMOYEN

the same range as those of the BBDO
design firm: package design, sales
promotion. direct mail, audio-visual,
corporate design. and corporate com-
munications. Ermoven joined BBDO
in ’59 as vice president and crealive
visual supervisor: earlier he was
vice president and visual director at
Lennen & Newell. Before going into
the agency business Ermoven was an
art editor for Hearst magazines.

Campbell-Ewald awarded vice
presidencies 1o  RAY DELMAN,
FENTON A. LUDTKE, RONALD PIILLIPS

DELMAN LUDTKE

and JOuN . gk, Delman is broad-
cast production director in C-E’
Los Angeles office; Ludtke. now on
special assignment with the New
Detroit committee, has been copy di-
rector in C-E's Chicago ollice and
copy supervisor on the General
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Eastman Kodak Co. “‘Summer Place” « J.W.T,

h =

GERALD SCHNITZER PRODUCTIONS, Hollywood

Lever Brothers {Dishwasher All) « SSC&B

TOTEM PRODUCTIONS, INC., New York

Gillette *“The Spoiler” - DDB

PGL PRODUCTIONS, II]C., New York

Lone Star Gas » BBDO

allie,

FIDELITY FILM PRODUCTIONS, Dallas

Hardee's Hamburgers . Henderson Adv.

—

HAMBURGERS

CHARCD - panited B
JAMIESON FILM COMPANY, Dallas

Lysol « Richard K. Manoff

MOVIERECORD, INC. /[STUDIOS MORO

Lakeside Toys « Shatler-Rubin Co.

Monsanto « Doyle Dane Bernbach

WCD, INC., New York

COLODZIN PRODUCTIONS, INC., ew York
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Motors institutional account as well
as a member of the Chevrolet For-
ward Planning Group.

Phillips joined C-E as a group
creative director last vear; he had
been a broadcast supervisor in De-
troit and Philadelphia before that

PHILLIPS PIKE

and a writer and producer in Kansas
City; Pike joined C-E two years ago
as assistant director of the broadcast
production depariment. Pike is also
doubling as broadcast creative di-
rector on the Admiral account.

LEO FASSLER joined Kenvon &
Eckhardt as creative group head. He
had been a copy group supervisor at
Doyle Dane Bernbach. Fassler joined
DDB a decade ago, after serving as
advertising promotion manager for
Chain Store Age. Meanwhile, K&E
promoted GEORGE SOTER as associale
creative director. Soter joined the
agency last June as a crealive group
head; before that he was at Inter-
public as a director of the Product
Development Workshop. From ’62 10

’60 Soter was assistant crealive di-
rector at Lennen & Newell; from ’5
to 62 he was creative director of
Needham, Louis & Brorbv in New

York.

F. WILLIAM LACEY, JR. rejoined
Young & Rubicam in Chicago as vice
president and creative director. le
left Y&R three vears ago to join
McCann-Erickson, Chicago, as vice
president and creative director. For
15 vears before that he had been
with YAR, rising from the mail room
lo associale crealive direclor in the
New York office by 1962, including a

LACEY

stretch of three vears as copy chief
of the agency’s Fraukfurt branch.

ROBERT G. PribE joined K&E as
creative director of the Chicago of-
fice; he had leen an associate cre-
ative director al Leo Burnett.

EMIL M. COHEN was elected a vice

RUSS FORD e
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president of Geyer-Oswald. He ha
been executive art director of th
agency’s Chicago oflice since las
year. Cohen earlier had been wil
McCann-Erickson, Young & Rub
cam, and Fulion, Morrissey Adve
lising.

JAMES R. O’RILEY was promoled 1
executive producer at Needham
Harper & Steers in Chicago. H
joined the agencv lwo years ago a
a producer. Before that O’Rilev was
director at Fred H. Niles Communi
cations Centers, Inc.

Copvwriter  PRISCILLA  HORTO!
joined Chalek and Drever. She has
been with Leber, Katz, Paccione and
earlier, with Daniel & Charles.

PACKAGE CHECK

Spectrakrome. 4 division of Llec.
trographic Corp. (which also owns
VPI). is oflering agencies and adver-
lisers a new way to check how a prod.
uct package will look on tv. The
process ewploys a llazeltine elec-
tronic tlimer to correct the eventual
tv reproduction of the package. The
corrected color is transferred to a
color still negative withoul going
through a dye transfer process.

QUORUM HEAD

WALTER J. RLEIN. North Carolina
film-maker and founder of 1(). The
International Quorum of Motion Pic-
ture Producers, has been elected

KLEIN

president of the organization. Klein
heads his own studio in Charlotte.
He succeeds Graeme Fraser, vice
president of Crawlev Films in Oua-
wa, as head of 1Q, an organization
of some 50 tv and industrial film
producers in 29 states in the U.S.
and in a score of countries oulside

the U.S.
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pUT OUT MORE FLAGS

A few more pins were stuck into
the map of the world at CBS Films.
With the sale of Perry Mason and [/
Love Lucy to the Sudan, specifically
to the Sudan Tv Service in Omdur-
man, the network syndication divi-
sion 18 NOW doing husiness in 97
countries. The 961h new market on
the CBS map was Tunisia, which
recently signed for Wanted : Dead or
Alive. Biggest sale abroad so far this
season for CBS Films, was the BBC’s
buy of He & She, which, along with
Dundee and The Culhane and Death
of Salesman, also went 1o the Philip-
pines. Japan renewed Green Acres:
France renewed Wild, Wild West as
did the Philippines, which aiso sign-
ed up again for Hogan’s leroes, CBS
Golf Classic. and the Young People’s
Conceris.

NBC Films placed a bundle of 10
NBC News shows inlo domestic svn-
dication: The Air of Disaster, Carny.
The Defear of the Armada. Grand
Canyon, Indonesia: The Troubled
Victory, The Journals of Lew:s and
Clark, lLaos: The Forgotten War,
Pearl larbor, and The Reformation

SUSPENSE MOVING

No sooner had iis lalesl syndication
offering, 53 hours of whal was known
during two seasons on NBC-TV as
Kraft Suspense Theater (from *63 to
'65), been kicked off, than MCA-TV
quichly scored 14 sales. Nabbing
Suspense Theater weve wasc-Tv New
York. kapc-Tv Los Angeles, KoN-Tv
San Francisco, kHTV IHouston, wsa-
Tv Atlanta. KDAL-TV Duluth, kHBv-TV
Las Veegas, wosu-tv New Orleans.
Kope-1l Joplin, wrrv-Tv Green Bav.

KroL-Tv  Dallas,  Kmo-1v  Seattle.
KP1o-Tv Phoenix, and wsi-1v Salt
Lake City.

THE DOTTED LINE

A month before Christmas, Wel-
per T'v Sales had chalked up 00
sales of The Ray Conniff Chrisinas
Special and 47 sales of another
Christmas special, The Mean Mr.
Firecracker, which was laken by the
De Luxe Reading Toy Company for
telecast a1 Thanksgiving time in 22
markets. De Luxe. through Dancer-
Fitzgerald-Sample. rvan the special in
New York, Washington. Kansas City,
Boston, Philadelphia, San Iraneisco,
Detroit, Dailas-Ft. Worth, Atlanta.
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One-A-Day lron Pill » The Chicago Group

e | l"l ‘.

PELICAN FILMS OF CALIFORNIA

Rockwell Mfg. « Massteller, Inc.
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SANDLER FILM COMMERCIALS, INC., Hollywood

Penna. Liquor Control Board « Lewis & Gilman

FRED A. NILES—New York, Chic—ago, Hollywood

Scotties « Ted Bates & Co.

2

FILMEX, INC., New York

Pharmaco-Feenamint « Warwick & Legler

L i

HERB SKOBLE & ASSOCIATES, New York

Speidel ““Bravura” » The Marschalk Co.

PELICAN TAPE PRODUCTIONS, New York

Quaker Dats Co. » Compton Advertising

2\
e

LE . m,,._-;‘..,

WGN CONTINENTAL PRODUCTIONS, Chicago

United Air Lines o Leo Burnett Co.

51



Buffalo, Indianapolis, St. Louis,
Cleveland, Miami, Seattle, Milwau-
kee, Minneapolis, Columbus, New
Haven and Houston.

COMMERCIALS MAKERS

TIMOTHY SHEEHAN, a senior I
producer at Doyle Dane Bernbach
joined ECA, a New York industrial
film studio, 10 head up ils new t
commercial division,

JIM KING joined Herh Skoble &
Associales as vice president in charge

KING

of sales. King had been a producer
salesman with  VPI, division of
Electrographic Corp.

BORIS PRITCHER joined Pablo
Ferro Films as vice presideni in
charge of sales. promotion and pub-
lic relations for the studio. Pritche
was a pachkage designer and interio)
designer for the Shop-Rite super-
market chain.

PAUL F. LONG joined Baundelier
Films in Albuquerque as a producer.

LONC

long, a veteran of 30 years of film-
making, had been with Encyclopaedia
Britannica Films and The Jam
Handy Organization, and earlier was
with the Walt Disney Siudios foi
a decade. Long started out with
Warner Brothers. later was a combal
cameraman in World War |1,

CARL SCHULTZ joined Motion As-
sociales Last as vice president in
charge of completion. e had been
an editor at MPGO Videotronics.
Schultz won an Edinburgh Film
Festival award for his cutting of The
American Road.

PETER STINGI was promoted (o
supervising editor at Rose-Magwood
in New York, where he will coordi-
nate the cutting of film shot at Rose-
Magwood studios in Los Angeles.
Toronto and London. Before joining

Clairol

Pall Mall
7-Minute
Cigarettes

Groom & Clean
Mars Starburst
Lifebuoy
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DAVID BREEN
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EDITORIAL SERVICE - PRINT DISTRIBUTION

Rose-Magwood four years ag
Stingi had been an editor with Sar
in New York for nine years.

Bos cURTIS joined Cascade Pi
tures in Los Angeles as a directo
He had been with John Urie & A
sociates for the past four years, an
before that was with Les Cineaste
Associes in Paris for three yeras a
an art director.

JOsEPH CONTE joined Vide
tape Center in New York as direct
of advertising and markeling, repori

ing to president John B. Laniga

CONTE

Blouin

Allied

Conte was with Maurice .
Inc., and before that with
Maintenance.

JAY SHUTTLEWORTU
Landis/Woll as a sales
tative.

joined
represen-

MICHAEL K. €OOPLR joined Klektra
Film Productions as director and as
coordinator of the company’s music
division.

%

COOPER

Cooper was with  EUL/Screen
Gems fur the past vear, directin
and  producing commercials and

working on pilot for a musical

ries. Before joining EUE/Screen
Gems. Cooper headed Navarre Filmns,
a Scopilone supplier he set up in '63.

Television Age, December 1, 1967
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Electronics firm. There are cer-
tain intangible ingredients which the
investment community is willing to
place a tremendous value on—ingre-
dients that rarelv show up on the
balance sheet. RF Communications,
Inc. traded on the American Stock
Exchange is an excellent example.
The most often made observalions
about this company hy analvsis are
that it was launched only six years
ago by a group of men in their mid-
30s: that it is headquartered in
Rochester, N.Y., the home of East-
man Kodak and Xerox Corp. and a
number of other technologically ori-
ented companies; that it is involved
in a rapidly growing segment of the
communications business, “‘ssb.”
As a result of these intangibles,
RF Communications is tabbed as a
growth companv. Thus a company
with estimated 1967 sales of $12
million and earnings of perhaps 95
cents per share is selling in a price
range of $20 to %39, which gives it
a pretty fanev price-earnings ratio.

Transmission method. “Ssb " stands
for single sideband radio equipment.
The importance of this equipment is
perhaps best illustrated simply by
citing the fact that the Federal Com-
munications Commission has ordered
that by 1974 all present am frequen-
cies used in High Seas Radiotele-
phone Service must be replaced hy
ssb frequencies.

commercial am slations broadcast. It
requires about one-half the band
width per channel, has less selective
fading and lower speech distortion.
It is ideally suited for communica-
tions over distances ranging from 25
to 10,000 miles.

No monopoly. RF has no monopo-
ly in the field. Its competition in-
cludes RCA, General Dynamics and
Collins Radio. RF has tried 1o avoid
head-on competition with these giants
by being highly selective both in its
product line and in the markets in
which it competes.

It has concentrated its selling ef-
forls in lwo aveas, undeveloped coun-
tries and mobil communications sys-
tems. RF Communications supplies
four model lines at prices ranging
from $100 to $4,900. It specializes in
supplving a complete system, which
includes power supply, transmitter,
receiver, antenna svstem and the vari-
ous pieces of peripheral equipment.

While almost three quarters of the
companv’s sales volume stems from
the sale of ofl-the-shelf items, the
company has a special unit working
on a contractual basis to design and
build equipment to customer specifi-
cations. This operation calls for more
sophisticated research. Usually the
contracts are in excess of $500.000,
and the development work on these
special projects often throws off com-
mercial products as a side henefit.

Five-year Summary of

1963 1964
Sales (millions) $1.5 $2.4
Farnings 16¢ 19¢
Price range 59 9.12

RF Communications, Inc.
1965 1966 1967
$4 $6.7 $12 (est.)
3¢ 73¢ 95¢-$1
9.12 11.20 19.38

far more elli-
cient method of long range trans-
mission than am, or Amplitude Mod-
ulation. It sends a signal further
using less power and smaller equip-
ment. An ssh transmilter weighing
35 pounds and rated at 100 walts can
compele with em equipment weigh-
ing 500 pounds and rated at 700
walts.

Ssb usually operates in the high
frequency of 2-to-30 megacycle
range, above the band on which

Ssb is hasicallv a
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Business abroad. Recently RF de-
signed communications systems for
Iran and Nigeria. The work on the
systems was originally done for the
U.S. Navy, but was easily adapted
for application to the needs of the
lwo nations.

Once equipment is installed, the
company counts on enjoying a sub-
stantial  replacement Dbusiness, of
course. Thus, even military orders
are not considered as one-shot deals
which the company cannol count on

i
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for future business. RF expects to
continue to supply these long range
communications systems with parts
as long as thev are operable.

Currently the company has a back-
log of over $16 million. Two orders
from the U.S. Navy, one for trans-
mitters and antenna couplers and an-
other for one lkw and 10kw trans-
mitters, account for approximalel)‘
$12 million of that amount. Deliv-
eries on the transmitiers began in
April and will continue into 1969.

On the strength of the backlog the
analvsts are predicting the company’s
1968 sales volume will at least equal
that of 1967 and probably show a
gain. Over the next five vears it is
expecled that the company sales vol-
ume will reach $50 million and, if it
can maintain the present profit ra-
tios, it is anticipated the earnings
should exceed $4 per share on the
792,814 shares outstanding.

There are options to purchase an-
other 38,506 shares and warrants to
purchase 625 shares outstanding. If
exercised, the option and warrants
would increase outstanding common
by about 5 per cent.

Al last report, 43.6 per cent of the
stock was held by three families, all
identified with the officers of the
company. All but two of the directors
are company execulives. L]
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The ultimate in high-speed eleg
tronic journalism will come when th|
reporter, carrying a lightweight p 8
camera and transmitter with built-i)
power supply, will be able to send
while on foot, news in color directli
to the station. What with the rapidity ¥
of technological change and recen |

Color news (From page 33)

lisied as telecasting in color even
though segments of the show con-
tained some black-and-white news-
film.) Excepting stations in the un-
der-§1 million class, roughly nine
out of 10 stations running local news

in color report that all of it is tele-
cast in color. For the smaller stations
it is two out of three among those
telecasting color news locally. It ap-
pears that the time when all stations
will program all local news in color
is not far distant.

The growing use of color filin is
dramatized by the responses to a
question on the frequency of color
film use. Almost 1wo out of three
stations use it “practically all the
time.” Among large stations this
ratio is better than three out of four,
among intermediate-size outlets it is
six out of 10 and among smaller sta-
tions better than one of three. Again,
the base for these figures are those
slations running any color shows on
news.

Three tvpes of film cameras pre-
dominate in news coverage—Auri-
con, Bell & Howell and Bolex. The

RCA’s TR-50, new high-band color
tv tape recorder has a $54,500 price
tag, compared to the price of com-

pany’s TR-70, which is $87,500.

cameras used and the number of sta-
tions which use il.

Another aspect of the growing use
of color in local news is the growing
number of stations which boast of

developments in portable tv cameras
it takes a hrave soul 1o predict how
long that will take. RCA’s new colo)
tv camera for space, as an example
is built to home tv standards and
testifies to the produet “fallout” from
avionies and astronautics: NBC-TV
is mulling over the question of usiug
the camera for news coverage.

In the meantime, a few stations are ¢

equipped with bulky and expensive
mobile equipment for remote color
pickups. Eighteen stations (1wo-

thirds of them in the over-$3 million u

categorv) reported to TELEVISION
A\GE they use such equipment for
color news. It obviously takes fi-
nancial muscle to provide this kind
of journalism but the way things aré

going it mav nol be long beforel

equipment will be taken for granied
and stations will concentrate solely

on the quality of journalism. Then, ﬁ‘

|
r

|

260 stations responding listed own- in-house film processing equipment, the home viewer will see, as a matter |
ing a total of 1,305 cameras bearing an important factor in gelting news  of course, instant news in the full §
these three hrand names. They hreak  on the air fast. color spectrum. .
down as follows: 704 Bell & Howell Of the 200 stations responding to
4006 Auricons and 195 Bolexes. the color news survey. 104 listed in- L o
Among the small stations each of stallations for processing color film. etters (Continued from page 16
the three brands were listed v the This ratio runs higher than industry retreal behind the protective walls of
same number of stations—17. This estimates. However, excluding the public television, or to the production |
includes over-lapping since stations  “home-made” versions, of which  of “safe” documentaries under an in- §
often use more than one type. As for there were six, the number reporting dependent label.
the two larger station groups, about installations  of  llouston-Fearless I wonder what will happen when |
the same number of outlets use Auri- models. the industry leader. came ‘to some of the highly-touted public tele- |
cons as Bell & Howells (though they 38, or 39 per cent of the total, and vision ldocmimentaties in Mielfutiina 1
own more of the latter) while the  this is close to H-F’s own estimate of fail to get a “selective mass audience”
Bolex was third in the number of its market share, which is 43 per cent. because viewers prefer lo tune lo a §
movie. or to Lawrence Well:, or to
Bonanza, or to The Beverly Hillbill-
tes. What then? Will the competent
producers and directors and writers
on the public television siaff be ac-
cused of presenting “bum shows?” §
Or will ].B. conjure up another
messiah—call him Dave Wolper or
any other name?
Finallv. my greatest regret is that |
I am not blessed with the infallibility §
so clearly possessed by the anony-
= : - : mous “program man’’ writing in
Viewing some of the public service ads run by Edward Petry & Co. Tv your magazine.
Division this year are, l. to r., Robert P. Keim, president, Advertising CHET HAGAN
Council; Martin L. Nierman, Petry president; Henry M. Schachte, council Producer
vice chairman and executive vice president, . Walter Thompson. The council NBC News
commended the rep firm for its campaign at recent monthly meeting. New York, N.Y. 10020
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Ithough complete implementation

of Tvl¥’s “Svstems of Spot” pro-
gram for standardizing spot buying
procedures mav come slowiy, the
first step is alreadv Deing taken.
Harvev Spiegel. TvB vice president,
sales and marketing, estimates that
about eight rep firms have recently
agreed 1o use the standard order and
confirmation form, the first of two
forms recommended by the study.

“The system itself is an all-in-
clusive one,” Spiegel said, “from
ordering and confirmation to final
billing. We have not attempted to
gain complete industry acceptance of
the entire system, but we have taken
the first step bv getting one form
into actual being and use.” Spiegel
was hopeful that eventually all reps
would adopt this form.

“The next step will be to gain
acceptance for a standardized billing
invoice,” he added. “There are a
trillion little things in the system to
be ironed out, and we are working
with the reps to do just that. But
we wanled to get something into the
works.”

Meanwhile, Tv’s special projects
director Albin B. Nelson, who super-
vised the SOS work, has been meet-
ing with various reps to answer their
questions and familiarize them with
the SOS format. Meetings to find out
what the standardization of forms in
line with SOS
would involve

recommendations
were scheduled last
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a review of
current activity
in national
spot tv

week with officials at Avery-Knodel,
Storer Television Sales, and TvAr.

Storer executive vice president
Francis I. Barron expressed the view
of many when he indicated his firm
wanted to be absolutely certain, be-
fore going ahead, that SOS was the
hest solution to spot’s paperwork
problem.

“Changing vour entire operating
procedure can create vast problems,”
he explained. “Just retraining all
vour people to handle the new forms
can represent a major problem.”

TvAR executive vice president
James King said his company feels
strongly about trying to find a sys-
tem to eliminate the paperwork prob-
lem, but that if they were geing to

At SSC&B, Inc., New York, Bill
Lage buys on Cold Water All and
Dishwasher All, for the Lever Bros.
account.

s

REPORT

change their procedures they wanted
to be sure the new system would be
better than the one they already had:

“Generally, the use of new forms
would not require any drastic change
in our procedure. But there would
be some adjustment involved. The
question is whether the additional
work for sales assistants would be
worth the change.”

Problems of changeover would be
significantly greater for those reps
already on automated systems. “It
would involve a rc-programming and
re-adapting of our system,” said
Martin Goldberg, vice president and
divector of data processing and re-
search at H-R. “If the system works,
we would be willing to make the
necessary adjustments. But we would
be unwilling to make the change
unless the system was universally
accepted.”

While evervone seems in favor of
eliminating paperwork, reps feel the
process will take time. They want to
be sure the direction they take is the
right one, and TvB must now con-
vince them SOS is the right solution.

Among current and upcoming spot
campaigns from advertisers and
agencies across the country are the
following:

American Tobacco Co.
(BBDO, Inc., N.Y.)

Contract-year schedules for AMERICAN
TOBACCO (CORPORATE) break January 1.
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{gency Appointments

RTHUR HECHT, accounl super art & Rose Advertising, Inc., Los lripp, llening & Bressler, lnc., Phil
visor on Westinghouse Broadcasting ngeles adelphia, as account execntive. H
coLin sath, forime with M was forimerly with Young & Ry
Cann-Erick-on. Ine., New York, join s, e, New York
cd Geer, Dullois & Co.. Inc., as an DONALD COWDEROY, £DAIUND ©lit
account executive. ey and NIEL KLEIN joined Doyle
FRED €. RONAL acconnt supervisor ane Bernbach, Inc., Los Angel
1 J. Walier Thomp-on Co.. New

as account excentives. Conderoy was
York, was elected vice president formerty with Foster & Kleiser, |
Angeles, Phillips was with MeCann
korickh Klein was involved in mar
and advertising of soap prod
at Procter & Gamble, Cinein
ati

IREDERICK L, TITUs, account sujrer
(v NICago. KAY B. KRUSKO!
account  supervisor in the Twin

C was na dent  at
Delehanty, Kornit & Geller, Tne
\ 4w \_.-
ER BERENSO SELD :
CAKTER, EDGAR FREITAC, and ED
WARD €. O CONNOK, account super |
1sors, were appointed vice pre
Gr Y \dvertising Tnc New RORERT ENCER € Opil y
\ & Mather Inec. as senior account ex KIU~KO -
v account ive on th erican Expre
Le 3 | Credit Card account. He was form Cities. ar LLIAM E. YORK, account
[ res rly acconnt man en package goods ipervisor the Bloomfield Hills
VR, aceo \ visor acconnts at \ Rich, Greene, Inc ffice, were elected vice presidents
1 i Er ICHARD  KELLY ned Baue: at MacManos, lohn & Ada b

I’ ne 20- wil be sed 1In wint 80 m Jor
narkets, Anne P 1 tl ontac

Bonus Gifts Co.
Wogul Baker Byrue Weiss, Inc.

A
| [ company begins

hednle Jannary 3. Farly fringe anc
13} and some prime 20

A lav flicht for awister ¢av
r ﬂl: combper :6 m \( W \‘Jl’k I .3
\ngeles, Sa Chi

25 ~li.l|'l?l‘". marhet~ in North .l..lfl
~ Ca 1, Geo \lal £
Florida. Nan eld Contie
P Milton Bradlev Co.
It’s Harvey & Carlson. Ine.. N}
Phitadetphia. and Boston. Adults will b
o ® 1a of fr av. and prime 1D
orl n Ian. in the pre-New Year's Eve party game
push. Bm i Jane NMceCartl
b : [
Bristol-Mvers Co.
Grev Advertising, Ine.. N.Y.

Fhis company picked np 1we additional
irhe 1 oits test schedule DIAMOND
t. Independent 30 and f

During the past two years the combined audience of the
Early and Late local News programs on the five Corinthian stations vintes will be nsed through the ene

f the vear. Mulcolm Mace is the buv

increased 29 percent! In the same period the News on our
10 competing stations decreased one percent.

Chanel, Inc.

Source: NSI, ARB Feb., Mor. 1965, 1966, 1967, M.F. Sybject to qu ons desctibed in ta R .
b ’ o ' e (Norman. Craig & ~ummel  Ine.
':_F ‘y')
- \ pre-Christmas flight for ciraxe
@ KXTV, Socromento KHOU-TV, Houston WISH.TV, Indiancpolis WANE-TV, Fort Wayne KOTV, Tulsa pe rfume breaks Det‘z‘lllbu ”7 Farl i
; el
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One Seller’s Opinion . . . . . .

TvB’s CHRISTMAS PRESENT FOR TIMEBUYERS

Reports on national spot business have been consisiently gloomy
throughout 1967. The uncertain state of the economy and competition
from network and magazine “spol” plans are usually advanced as causes
for the decline in spot volume this vear. Undoubtedly, these are con-
tributing factors. More important, however, is the state of spot itsell.

Yes. Virginia, this is a Seller's Column,

Let’s examine how spol got the way it is. Back in 1955, advertisers,
through their agencies, began discovering a totally new advertlising
medium: Spot Television. It offered the flexibility advertisers needed
to tie their markeling plans to the basic impact of television. Media buvers
constantly found new and different wavs to use the medium to satisly
particular advertiser needs.

Along the way spot wrote (and continues to write) a series of fantaslic
success stories unparalleled by any other adverlising medimm. It truly
allows media men to become a creative force in advertising. And its
ultimate compliment is seen in todav’s network and magazine “spot”
plans.

In an efforl to accommodate adverliser neels and agency requests.
however, stations and representatives allowed spot lo be flexed into a
knot. Now, only 12 vears old, spot tv has heen so well exercised that it
has become muscle bound.

The muscle bound environment crealed media men who now say thal
spol is too complex. too difficult to buv, too costlly. The success slories
are forgotien; the flexibilily is ignored. Most unfortunate of all is the
fact that 1967 may be recorded as the vear inedia buvers stopped think-
ing constructively about spot and started avoiding its problems rather
than trying to help solve them.

All of this is a way of saving that the competitive, bul productive
dialogue between spot buyers and sellers has become Lwo monologues
with each group lalking to itsell. This has happened at the least propitious
time in the briel history of spot.

Marriage counselors lell us there’s still hope il two parties keep
shouting at one another. It’s when they stop that the real trouble begins.
Two weeks ago similar advice was suggested for the tv industry at the
Television Bureau of Advertising’s annual meeling. By pegging the
agenda to look at the future, the Bureau seemed to be atlempting to
starl a fresh dialogue between buyers and sellers. llere’s a sample of
how il went.

TvB’s chairman, Joseph P. Dougherty, of Capitol Cities, pinpointed
the problem in his discussion of various “communications gaps” which
exist among slations, representatives, agencies and advertisers. Charles R.
DeCarlo, director of information research at IBM, gave pause for thoughi
for those in the spol industry presently groping toward effective “me-
chanizalion” of some of the medium’s burdensome methods and pro-
cedures.

Researcher Daniel Yankelovich and marketing planners Carl Spielvogel
and Dr. Wendell Smith, all stressed that present approaches to demo-
graphic buying deserve careful scrutiny if tv is to be used effectively
in the future. A teamn from Benton & Bowles took the platform, erystal
ball in hand, aml predicted, among other things, that the 30-second
conmercial will become spot’s basic unit of sale.

TvB is making audio tapes of all these talks available to anvone who
cares lo listen. They make an excellent Christmas gift for media execu-
lives lo give limebuyers.
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AT WSBT-TV
WE HAVE A

14 PACT 93

WITH OUR
ADVERTISERS

Onc of the nation’s most power-
ful stations . . . over 2 million

watts strong!

Audience

WSBT-TV has 42% mectro
share. sign-on to sign-oft. ARB
Feb.-March, 1967*

COlor

Exclusive local, live color in-
cluding Northern Indiana’s only
in-station  color news film
processor.

Tower

Over 1000 fect high. Power-
tower  combination  gives
WSBT-TV a market cthat no
other station can reach!

Sign the WSBT-TV “PACT”
soon . . . Go with the big color-
ful ONE from South Bend. Why
settle for less?

*Subject to qualifications described therein.

WSBT-TV
SOUTHBEND
REPRESENTED BY KATZ
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Media Personals

CERALL N. MOODY, formerly vice
president and director of media with
D’Arcy Advertising Co., St. Louis,
was named vice president at Mac-
Manus, John & Adams, Inc.. Bloom-
field Hills, Mich. Moody will direct
all media planning, buying, and
media research for the headquarters
office automeotive and consumer ac-
counts.

WALTER REICHEL joined Ted Bates
& Co., Inc., New York, as a vice
president and media director. GeNe
A. CAMERIK, media supervisor, was
elected a vice president. Reichel was
formerly a vice president and associ
ate media director with Benton &
Bowles. Inec.

DAVID 1i, HAUGHEY was named vice
president and media director in the
St. Louis office of the D'Avey Ad-
vertising Co. He was formerly senior
associate media director at J. Walter
Thompson Co., Chicago.

WILLIAM F. PERKINS was named
vice president, marketing and media
research of Ruben, Montgomery &
Associates, Inc., Indianapolis. Per-
kins was formerly director of Ren
Inc., the agency’s public relations
subsiciary

WILLIAM 1f, OBERHOLTZER, manager
of media planning with Leo Burnett
Co.. Inc., Chicago, was appointed a
vice president,

~ Who

. cares ahout

' Madalene Fitchett
of

Adel, lowa?

.

7

{

7
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Rep Firm Marks 35th Year

To mark their 35th anniversary.

the rep firm Peters, Grilffin.
Woodward, Inc., presenied china
toby jugs of The Colonel. PGW:
logotype. 10 stalf members, key
media executives, and station
lients.

A trademark almost as old as
the companv itself, The Colonel
was used by James L. Free, who
was just 27 when he founded the
predecessor firm. Free and Pelers,
and 24-vear-old H. Preston Peters,
when he opened the rep firm’s
New York office 18 nonths later
to sviubolize maturitv.

“The Old Boy did his job well

and became an affectionate

\
‘SI)OI (Continued from page 58)
fringe minutes carrv the message,
Barbara Gonda is the contact.

Gulf Oil Corp.
(Young & Rubicam. Inc., N.Y.)

Special promotions for ¢ULF oiL will be
in over 30 markets through December 24.
Dav and fringe minntes and prime 20s
are being used. Buyving is John Warner.

Lakeside Industries, Ine.
(Shaller-Rubin Co., Inc., N.}.)

Staggered eight to 10-week flights break
from January 15 through March for
these toy products: THREE BLIND MIiCE,
BARREL O MONKEYS, COTTON MAGIC
cumBY. and PERQUACKEY. KNids will be
the target of integrated minutes in from
60 to 70 markets. Buying is Steve Marcus.

Lehm & Fink Produets, Ine.
(SSC&B, Inc., NY.)

Tentative plans for introduction of a
new toy product call for an introductory
buy to break sometime in January,
probably in about 25 markets. Minutes
will be used 1o reach kids. The contact

trademark  for our ecompany.”
Pelers recalls in a letier accom-
panving the jug. “Now that sonte
of us have become a little wide:
between the pockets. and added
some more wrinkles and gra
hairs, we often tell the artist to
make The Colonel a litlle more
outhful, a little thinmer in the
belly.” he adds.

The jugs are made by Beswick
of Stoke-on-Trent, Staffordshir
England.

Here Peters (1.}, now chairman.
and Llovd Griffin. president, pre-
sent jugs to PGW members Lor-
raine Ziltone (far left). and Mau-
caret Heeg.

is Bill Fagan

Lever Bros. Co.
(Doyle Dane Bernbach. lnc., N.Y.)

Commercials for piiase 111 will be in 35
inajor markets through December 31,
Early and late fringe minutes, 30s, and
pigzvbacks carry the message. Buying
are bLd Karlik and Bill Lehman,

Lever Bros. Co.

(SSC&B, Inc., N.Y.

A year end buy for PEPSODENT is currently
in 50 major markets. Women are the
target of the early and late fringe 30s.
Marty McHale buys.

Lever Bros. Co.

(Young & Rubicam, Inc., N.Y.)

Commercials for Lirron sours break at
iszue date. The three-weck flight will
use [ringe piggvbacks aud some 30s in
35 major markels. Buying is Hal Nitch.

Luden’s Ine.
(The Pliladelphia Agency.
Phliladeiphia)

\ four-week flight for LUDEN'S coucn
vrors breaks January 15. Fringe minutes,
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prime 20s and IDs will be used in 81
major markets, A similar schedule
breaks January 8 in 35 major markels‘
for FIFTH AVENUE CANDY pAns. Buying is
Marjorie Laird.

Mars, Inc.
(Ted Bates & Co., Inc., N.Y.)

Commercials for sucar sHELL and

3 mUSKETEERS break at issue date. The
scliedule will also cover four other candy
brands and some rice products starting
after January 1. Day piggybacks and
some minutes will be used in 80 major
markets. Buying is Rick Pike.

Malt-O-Meal Co.
(Campbell-Mithun, Minneapolis)

First quarter aclivily on MALT-O-MEAL
CEREAL breaks January 1. Four to 10-week
schedules will use dav and early fringe
minutes and 30s in about 80 markets.
Bill Ripley is the contact.

McCall Corp.
(Shafler, Brennan Margulis
Advertising Co., St. Louis)

A two-week flight for mccaLy’s and
REDBOOK MAGAZINES hreaks January 8.
Fringe minutes will be used in 50 major
markets. Buying is Sam Margulis.

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

This company is tesiing a new analgesi
product in Fi. Wayne. Day and fringe
minutes and 30s are being used through
the end of December with plans still
lentative for a possible extension into
January. Ken Brandt is the contact.

Chas. Phizer & Co., Inec.
(LaRoche. McCaffrey & McCall, Inc.
N.Y.)

Commercials for LASPIRIN are currently in
Alhany-Schenectady-Troy, Binghamton,
Oklahoma City, Phoenix, Portland, Or

St. Louis, Seattle. Scranton, and Kan<a<
City. The four-week flight is using day
and fringe minutes through December 2t
Jim MeCollom is the buver.

Procter & Gamble Co.
{Benton & Bouwles, Inc., N.Y.)

A vyear-end buy for CREST is using early
and late fringe minutes and prime 20
in about 30 major markets. John Frioli
is the contacl

Procter & Gamble Co.

{Papert, hoenig, Lois, Inc., N.Y.)
Expansion of current 140-market schedule
for cixei hy addition of 25 new markets
hegan November 27. An additional
ten-market buy breaks at issue date.
Fringe minutes and prime 20s are being

uzed throngh the end of December.
Buying is Maria Caravas.

Quaker Oats Co.
(1. Walter Thompson Co., Chicago)

First quarter aclivity on KEN-L-RATION
hreaks January 7. The cight-week
schedule will use fringe and day minutes
and piggvbacks in about 41 majos
markets. Buving is Joe Dienna.

R. J. Reyuolds Tobaeco Co.
(Wm. Esty Co., Inc.. N.Y.)

A three-week flight for winsToO!
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cigarettes breaks at issue date. Early
and late fringe minutes, prime and fringe
30s, and prime 20s, mostly on sports
+hows, will reach men in the top 21
markets. Buying is Helen Burguert.

Scott Paper Co.
(]. Walter Thompson Co., N.Y.)

An eight-week buy for viva ToweLs
break< December 18. Day and fringe
minutes will be used in about 25 selecied
inarkets, with prime 20s being introduced
after January 15. Buying is Sarah Wind.

Standard Brands, Inec.
(Ted Bates & Co., Inc., N.Y.)

A four-week flight for various producis
break~ at issue date. Day minutes and
prime 1Ds will be in 50 major markets

2
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through December 31, Buying is Bob
Bishep.

Trans-World Airlines, Inc.
{Foote, Cone & Lelding, Inc., N.Y.)

A five-week flight for this airline company
and a regular contraci-year buy, break
January 1. Fringe minules and some
prime 20s will be used in 10 major
markets, including Boston, Philadelphia
Pittshurgh, and Si. Louis. Buying is
Joan Ashley.

Vick Chemical Co.
(Penton & Bowles, Inc., N.Y.)

Commercials for sinex cough remedy
are currently in 14 1o 15 top markets.
Fringe 30s and piggybacks will be used
through the end of December. Buying

i3 Samr Chisholm.

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

MICHIGAN

1/

Ovur daily viewers spend

$1,555,840" for
CLEANING SUPPLIES.

But you can’t reach this market from
Detroit, Lansing or Grand Rapids.
WWTV/WWUP-TV is the ONLY way.

OME 17% of Michigan’s outstate
v retail business passes you by if you
concentrate all your TV dollars where
your downstate wholesalers are, because
Upstate Michigan consumers can’t see
or hear Downstate Michigan stations —
so they just buy those other products
that are advertised up here.

WWTV/WWUP-TV reaches the lion’s
share of buyers in our 39 Upstate Mich-
igan counties. OQur DAILY viewing
homes — 104,000 of them — spend
$1,555,840 per year on cleaning supplies

The Felyor Slabions

alone. The only other way to reach these
consumers involves 20 radio stations
and/or 13 newspapers.

Michigan wholesalers need your adver-
tising support to move your products
into our Upstate Michigan homes. Ask
Avery-Knodel about WWTV/WWUP-
TV’s intense coverage and our audience’s
buying potential. They have the figures
for your industry’s products.

'Statistics on consumer expenditures used by
permission of National Industrial Conference
Board, whose study “Expenditure Patterns of

the American Family,” sponsored by Life Mag-
azine, was based on U.S. Dept. of Labor Survey.

CON WWTV [ WWUP-TV

WIFM GRANO RAPIDS-KALAMAZO0
WWTY-FM  CADILLAC

TELEVISION
WIZO-TY GRAND RAPIDSXALAMAZOO
CADILLAC-TRAVERSE CITY
P-TY SAULT STE. MARIE
WOLN-TY / LINCOLN, NEBRASKA
IN-TY .GRAND ISLAND, NED.

CHANNIL ¢
ANTINNA 1680 2. A T
s e anc

CRANNEL 10
ANTENNA 1714 A A, T,
@y » ANC

CADILLAC-TRAVERSE CITY/ SAULT STE. MARIE

Avery-Knodel, Inc,, Evclurive Notionol Repreventatives

6]



- (for thoughy)

The Food Industry is one of
the most competitive areas of
retailing. Manufacturers and retailers
know their advertising dollars must be invested
in the best possible manner. In Maryland, America’s
most successful food manufacturers, processors and
retailers, after years of experience, instinctively buy
WMAR-TV, the station that delivers more results than any
other in this market. Join them when you are placing

spot schedules. Call your Katz man or Tony Lang,
WMAR-TV Sales Manager, for complete details.

P.S. This past week WMAR-TV carried 580 spots for
products sold in food stores. Was yours included?

Sylvia Sc
featured o
“The Woman’s Angle
Monday through Frida|
1to 1:30 P.

In Maryland
Most People Watch COLOR=-FULL

WMAR-TV

CHANNEL 2, SUNPAPERS TELEVISION

TELEVISION PARK, BALTIMORE, MD. 21212 @
Represented Nationally by THE KATZ AGENCY, INC.




co’.()r (From page 40)

Total per cent color

Market ty homes 2/66 2-3/67
Cheyenne-

Scottshlofl-Sterling 129,750 10 18
hico-Redding 126,170 17 26
Cincinnati 826,760 15 26
Clerksburg- Weston 196220 7 16
Cleveland 1343910 16 2%
Colorado Springs-

Pueblo 125,120 15 22
Columbis, S.C 218200 13 17
Columbia

Jeflexson City 143,210 13
Columbua, Ga. 283,800 7 16
Columbus, Miss, 90,600 nd 9
Columbus, Ohio 530940 19 27
Corpus Christi 120340 10 18
Dallas-Ft. Worth 99320 10 21
Davenport

Rock Island Moline 338,310 12 19
Dayton 526950 19 28
Denver 138940 12 23
Des Moines Ames 304,390 10 17
Detroit 1,578510 13 21
Diekinson 21210 2 6
Dutban 118,720 8 16
Duluth-Superior 148,560 8 14
Fan Claire 106960 10 12
Fl Pae: 122,030 9 18
Encign.Garden Cite 16870 13 18
brie 185270 10 18
bugene 132680 J2 22
Fureka 51.260 10 20
Evansville-Henderson 216,930 9 16
Fargo - Valley City 160,350 6 13
Flint-Saginaw

Ray City ABBHO 14 23
Florencr, Ala 33,420 Wd 13
Hlotence, S.C 29,111 12 17
3] "m'gr 64.040 5 15
b1 Myere 38050 15 22
Fi. Smith 93740 10 12
Ft. Wavne 237000 15 25
Freano 225,770 21 29
Glendive 1,280 2 6
Grand Junction.

Montrer 51.180 6 13
Grand Rapids

Nalamaroo 5U8210 14 21
Great Falle 55,990 8 17
Green Ray 371,180 1] 19
Greensboro-High Point

Winston Salem 490,960 15
Greenville-New Repn.

W achington 26820 12 15
Gerenville Spaianburg.

Asherille 615320 10 16
Corren wood 560 11 17
Harlingen Wedaco 8900 ] 12
Harrishurg. Pa 12270 16 25
Harrisonburg 102,750 | 12
Hartfond &

New Haven 1.025.440 11 2
Hattiedhurg 12,720 13 19
Hays-Goadland 67810 13 15
Honoluta 166,070 4 4
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Total per cent color Total per cent color
Market tv homes 2,66 2-3/67 Market tvhomes 2/66 2-3/67
Houston 601250 13 21 Meridian 114,100 8 16
Huntaville-Decatur 110280 nd 17 Miami-
Idaho Falls 64,59 14 25 Ft. Lauderdale 607,820 13 23
Indianaspolis 771270 16 25 Milwaukee 618850 13 23
Jackeon, Mies 271,480 11 18 Minneapolis-
St. Paul 724,780 6 13
Jackson, Tenn. 97.360 6 9 Minot 41,400 3 7
Jacksonville 263,030 9 19 Miesoula 59,500 10 16
Johnstown-Altoona 1075250 10 17 Mitchell-Reliance 61,040 3 11
Joneshoro 128670 7 15 Mobhile-Pensacola 283,790 12 18
Joplin-Pitteburg 173280 10 15
Monroe-El Dorado 209590 10 18
Nansas City 629300 8 14 Monterey-Salinas 918730 20 24
K'lamalh Falle %)8% 14 21 Vlontgomery 172,390 9 17
Knoxville 2_19'460 10 17 Muncie-Marion 128440 21 30
La Crorse 156430 8 13 Nashville H9130 7 14
Lafayette, Ind 57,400 16 26 New Orleans 438060 12 22
New York (weekly) 5,535.310 11 17
l.afavette, La. 209680 13 17 Norfolk-Portsmouth-
l.ake Charles 85640 15 18 Newport News 337,200 7 16
Lancaster-1larrishurg- North Platte-
lebanon-York 573960 18 26 Hayes-McCouok 58500 11 16
|l ansing 544120 17 25 Odessa-Mindland-
Laredo 14400 3 8 Monahans 11570 19 29
Las Vrpas 5,500 22 33
gy o Moen = 9 Oklahoma City 385030 11 15
& s e & Omaha 331990 8 15
Lincoln & Orlando.
Ila~!ing.~~|\'o‘arne) 2-328.’0 10 16 Davtona Beach 377,330 15 20
E fadle ok Ottumwa 99030 11 14
Pine Blufl 299910 10 b Paducah-Cape Girardeau-
Harrisburg 306,060 9 14
Las Angeles 3468410 22 29 Panama City 136480 9 17
Louisville 428630 12 15 Parkersburg 43,420 9 17
Lubbock 121390 22 35 Pembina 24,300 1 7
Lufkin 18.720 8 112 Peori 213330 13 21
Macon 118340 8 14 Philadelphia 2199940 14 22
Madizon 276,620 11 22
L T 1117620 10 17 Phaenix 333970 12 18
Nliapbalo AR SE Pittsburgh 1298420 12 18
Marquette 66.610 8 11 Portland.
Klasoy CitF Poland Spri 1040 113
Austin Boshemter  2ha® 8| 15 Porlland Ore. 535750 15 21
Presque Isle 24,130 6 10
Medford 61,670 15 23 Providence 1508310 9 17
Memphis 506320 8 14 Quincy-Hannibal-
Keokuk 140,060 12 21
Raleigh-Durham 365,030 8 14
Rapid City 64,320 5 11
Peacock history e L
The NBC peacock was born Ric""‘°"l‘)i' w000 7 12
11 vears ago bul didnt come R:::::Z ik angal ni
into full bloom until November Roand\e Ligtkburk 304"790 9 15
7. 1966. That was the day Rochester, N.Y. 36559 11 20
NBC telecast every scheduled Rockford 224760 13 24
program in color, the first net- 505“"”'(::"'5‘:’31' 6(7)1';:;?) ;‘: '2;2‘
9 . sacramento-dtockion d b
work 1o do so. . . St Joseph 188760 7 12
The peacock lead-in runs 12 St 1 ouis 829590 10 16
seconds and appears from 20 Salisbury 56080 8 14
to 27 time- dailv——nearh
6.700 times a vear. Salt Lake City 281700 15 . 20
Before choosing the now- San Antonio 372320 10 15
. . San Diego 348.190 21 28
famous bird. NBC-TV experi- San Franeisco.
mented with a variety of Oakland 1406140 18 23
syvmbols-——butterflies. rainbows. Santa Barbara 188030 22 27
even the American flag. Com- Savannah 117.880 11 14
posed of six colors, the current :";‘"le'T‘“'“""' 6??"?38 l:‘ fg
hird i< the second version. ’5;:::‘1'."” 303330 10 17
Sioux City 147,300 11 15

(Continued on page 66)
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... or why the Norelco PC-70 3 Plumbicon tube color
camera is a better buy than any 4-tube color camera.

To begin with, it's a bargain in the keep-the-sponsors.
happy department. With the PC-70, performers do not turn
green or magenta, even when moving against a dark back-
ground. Nor do white doves, white knights or high-flying
washing machines. The PC-70 has virtually eliminated the
dangers of lag. But 4-tube cameras invite lag. For one
thing, they must use a 4-way light split which*‘robs"’ light
from RGB channels to **feed''the luminance (4th)channel.
For another, their optical systems are too
complex (more complex optics mean still
more light loss)




The picture speaks for itself.

The use of three tubes instead of four motivated the only
original color camera design in the industry: the first prac:
tical application of the "contours-out-of-green™ principle
to provide sharper edges in the vertical as well as horizontal
direction

Instead of a space-consuming fourth tube and its com.
plex associated circuitry, the PC-70 improves sharpness
electronically—to almost any degree you desire. Because
of the low frequency characteristic of the vertical aperture
correction, you produce a sharper image on the home
receiver (not just on the studio monitor), in color and mono-
chrome. You profit from greater long-term economy . ..
far less optical, circuit and operational complexity.
There are more reasons why it's the *'$73,000

bargain.”

Your video-men and cameramen will find
the PC-70 to be as simple to operate as an
8mm movie camera. (Well, almost.) This is a
result of the 3-tube concept. Another reason:
the PC-70's unique 3-way beam split prism.

Because of it, there are no shading controls to fuss with,
(Some 4.-tube cameras require as many as 16!) There are
no set-up controls required at the camera head. All are at
the Camera Control Unit where they can be adjusted in the
quiet control room—instead of the hectic and noisy studio!

For your maintenance-men, the PC-70 means adjusting
and maintaining one less of everything that may need their
attention: optical channels, deflection yokes, focus coils,
deflection and processing amplifiers. The PC-70 saves
time. And time still means money.

For color or monochrome, in bright lights or shadows,
in the studio or on remote, the PC-70 picture stays sharp,
natural, rich in detail and easily matched from one camera
to another.

The Norelco PC-70.

A bargain any way you look at it.

Write today for a detailed brochure. Contact us—or our
representative, Visual Electronics. To help you verify
everything we've said, we'll include our references: a list
of stations that now use Norelco Color Cameras. Two of
the three major networks do.

“A viewer commented recently
that KXTV has the ‘cleanest’ pic-
ture in town. This layman
summed up in a word the supe-
rior sharpness of our picture, the
realistic color saturation and bet-
ter signal-to-noise ratio we get
with the Norelco 3 Plumbicon
tube color camera. In the final
analysis, it's the viewer we have
to please. The Norelco camera
does that, so we're pleased too:
we're buying more PC-70s.”

KXTV, y alif 3

B PHILIPS BROADCAST
/Vore/co EQUIPMENT CORP.

299 Route 17. Paramus. N ) 07652« 201/262 7300

*Registered trade mark for television camera tubes




Local color (From page 63)

Total  per cent color

Market tvhomes 2/66 2.3/67

Sioux Falls
South Bend-Elkhart

174,810 6 12
262,050 16 25
Spokane 287,260 15 22
Springfield, Mo. 176,700 8 13
Springfield-Holvoke 398,220 11 18

Syracuse 563,480 11 19
Tallahassee 173,200 12 15
Tampa-

St. Petersbur;
Terre Haute
Toledo

490,650 14 22
220,070 9 20
422,850 13 22

Topeka

Tri-Cities, Tenn.-Va.-
(Bristol-Johnson
City-Kingsport)

141,350 9 13

196,620 9 14

Tucson 153,230 13 19
Tulsa 386,900 9 15
Tupelo 66,600 nd 8
Twin Falls 33,430 9 20
Tyler 123,830 7 14

Utica-Rome
Waco-Temple
Washington, D.C.

232440 10 18
154,500 9 15
1,524,940 9 16

Watertown 71,820 8 17
Wausau-Rhinelander 144,000 9 11
West Palm Beach 266,320 14 24
Wheeling-

Steubenville 995,620 11 18

Wichita Falls-Lawton 165670 12 20
Wichita-Hutchinson 268,280 10 18
Wilkes Barre-

Scranton 384,820 16 24
Williston 31,260 5 9
Wilinington 180,420 11 18
Worcester 180,130 15 22
Yakima 150,640 14 25
Youngstown 277,050 20 25
Yuma 32,180 14 19
Zanesville 50,810 15 22

nd = No Data for Feb. '66—Area Changed

The ad syndrome

“When a Nasser can per-
sonally lose one of the most
disastrous wars in modern his-
torv and be acclaimed a great
and victorious hero through-
out Egypt by the simple means
of turning off the radio trans.
mitters, doesn’t il often shock
you lo realize the harm we may
be doing by virtue of having
the world’s greatest system of
electronic communications
turned on?”

—leremy Gury, senior vice
president and creative directtor
of Ted Bates & Co., decrying
the conformity amidst adver-
tisers in a speech to the Adver-
tising Club of Los Angeles.

66

Selmakers (From page 38)

million project to expand the pro-
duction of rectangular picture tubes
at their Lancaster, Pa. plant). Picture
tubes also became brighter while
there were strides made on improv-
ing the color camera.

Perhaps of even greater signih-
cance was the fact that the buying
public of 1965 was more ready than
ever before to take a “chance” on
color television. The former fears of
inferior quality, adjustability and
plain  old reliability no longer
shrouded the marvel of color tv.

Greater acceptance

Public exposure to color television
had been greally increased and
what’s more, people were viewing sets
that were technologicallv superior to
anvthing they had seen before.
Coupled with all this was the sulrle
psychological key that with all the
color shows being broadcast. the
average viewer began to feel that he
was missing something if he wasn’t
seeing il in color.

The price was, of course, the touchy
factor. Manv customers couldn’t see
buying a color table model when, for
near the same price they could squal
a big black and white console smack
up against the bare living room wall.
The price had crept down somewhat
(thanks primarily to technology) and
for many other people the price ani
the time were right—enter the on-
rush of color set huvers. Total color
distributor to dealer sales more than
doubled in 1965 going from 1,366, -
301 10 2,716.618. By 1966 that figure
would more than double again to hit
1.702.463.

The big money-makers in the wav
of color stack up with RCA at the
head of the pack. Zenith scores sec-
ond, while third place is a fumble
among Moltorola, Magnavox. Admi-
ral, and Sears-Roebuck. The rest of
the line-up enlists Philco. General
Electric, Svlvania, Westinghouse and
Emerson.

Tv Digest noles heavier action in
the color portable and table model
field. (This year RCA bowed a 14-
inch screen, 24-lh. baby.) The pub-
lication credits this swing to the light-
er weight color units 1o the still rel-
atively steep price and large scale
of the consoles. Bob Whitehead. sales
trainer at G-E, reports that their 12-
inch screen “Portacolor” brings in

more than half their color tv sales.

Over at RCA on the other hand,
one executive maintains that consoles
are the big color sellers. People are
basically looking for a handsome
piece of furniture, he maintains, and
for this reason the average sale on an
RCA color unit is in the $535 price
range. The consoles rate first sales
place over at Magnavox essentially
because they serve as the “principal”
or “first set.” Here again, the selling
strength lies in cabinet appeal.

Two things are definite, prices
have gone up, some 3 1o 5 per cent
on the retail level (Westinghouse re-
ports having made no increments to
date). and, almost converselv, people
are buving more.

The viewing audience is. for the
most part, apparently at the level
where they recognize the inflationary
aspects of the time and they are,
quite frankly, willing to lay out the
extra dough to compensate for in-
creasing labor and material costs.
They are also darn tired of waiting
for prices 1o go down substantially.

Jack K. Sauter, executive vice
president. sales operations RCA Sales
Corporation, told dealers at the con-
sumer Electronics Show earlier this
vear that “facts and figures available
to us prove convincingly that while
sales may have suffered at some steps
in the distribution system. color tv
has certainly lost none of its appeal
in the eves of the consumer.”

Automatic the key

Just what is making color Iv so
appealing at the present time? The
kevnote here is ‘“automalic.” for
buvers show a decided preference
for remote control tuning, automalic
frequency control, adjustment fea-
tures such as the “"AFC Lock”/* Tun-
ing Eve,” pre-sel w/f channel selec-
tion and built-in antenna. There is
also the fact that in view of the all-
channel law requiring all sets to in-
clude both uhf and vhf stations. all-
channel color units are very attrac-
tive.

Variety among the inodels ac-
coutts for vel another aspect of the
color splurge. (RCA otlers about 55
models. Zenith between 30 and 35.
Magnavox reports 56.) Now shop-
pers can select portables, big screen
consoles, and comhination as well as
siereophonic units. Aesthetically
speaking, selection among cabinet

(Continued on page 70)
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Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, many
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industrv sales
of more than 6 million sets for 1968.
A modest gain in view of this year's
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
timistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for nexi
year are still nebulous, for they are
still anxiously awaiting the final out-
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the way
of variety and style.

Perfection vs. price

Manufacturers will continue their
technology, aimed in part lo conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved, but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible.
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair,

A classic although extreme case is
that of an unrealistic buyer who an-
nounced he would buy a 2l-inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
holdouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s h&w set might
break down beyond the realm of
jus:ifiable financial repair.

Tv sets are almost as much of a ne-

70

cessily as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in anv home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not very potent,
but there for consideration. This pos-
sibility is weak because technology
has already advanced so far on the
monochrome level that the longevity
of such a set is all but already de-
cried. And except in the most ex-
treme cases, service is «uick and
economical,

The second possibility, financial
solvency thrown out the window, is
the existence of the American insti-

Crime under glass

In an attempt to give the
public an honest look at itself,
WCKT-TV Miamj staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eves of
hidden cameras.

Working with police depart-
ments  from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin. president of both
Channel 7 and the Grealer
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
Kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response to such
crimes as purse snaiching,
robbing a jewelry store and the
Kidnapping of a little girl, all
in broad daylight, registered
nil. Those citizens who at-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy various culprits while
talking to the very men who
had plaved the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news directar, as he called off
the crime wave.

This blunt mirror of con-
temporary life will be held up
as Channel 7’s special Partners
in Crime, scheduled for Novem.-
ber 26.

tution of “keeping up with e
Joneses.” who by this time owg
colored tv. The pressures of sou)
stalus could mean a breakthroih
into added color sales, but here agy
the certainty is intangible.

At present there are no reportsi
breakthroughs on either of the c.
cial levels and in truth, the future §
color sales remains a matter |
time. [ |

The trouble (From page 37

(*The Closer He Gets. The Ben
You Look” commercials, whe;
light, heavily-exposed. and wash
pastels predominate.

Robert Margulies, vice preside
and director of commercial broa
cast production at Ted Bates. e
plained the trend by saying that fils
makers, afler long experimentatio
have found that pastels work bett.
n advertising communication th:
do harsh colors.

“Colors are now simpler, mo
natural.” said Marvin  Mitchnecl
co-creative director of David. Oksne
& Mitchneck. At Marschalk, befo
becoming one of the founders of th
new agency. Mitchneck had a hand i

the celebrated Talb commercial
Mitchneck meutioned that. far fron
confusing the image, the Tal

“Paislev-on-1aisley™ commercial wa
strongly keyed to monochrome value
and so came ofl clear and subtle it
both b&w and tint. “Colors in com
mercials tend to be softer now.
Mitchneck aoreed.

The right color

“Most of the experimentation is
behind us.” Margulies said. “The
main problem is to get everything
the right color in the negative, the
answer print, and the release prints.
We're not out of the woods vel.’

But the woods were far thicker
when the color explosion first star-
tled Madison Avenue. At that time
most film people thought in black-
and-white, as did mos! copvwriters.
As a result, much of the first wave
of tv color commercials were clum-
sily conceived and executed, and - -as
the early black and white commer-
cials tended to be talking print or
illustrated radio---the first color com-
mercials tended to be tinted mono-
chrome. like the black-and-white
family snapshots thar people used to
have tinted.

Television Age, December 4, 1967
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RUST CRAFT

experts in creative color select
the best in color broadcasting...

RCA TK-42'"Big Tube”’ Cameras and
TR-70 Highband Tape Recorders

In the Rust Craft business, finest color reproduction is most important
whether in greeting cards or broadcasting. RCA TR-70 highband
recorders are a perfect match for RCA TK-42 studio cameras, giving
Rust Craft stations an unbeatable combination in producing highest
quality color programs and commercials.

Medium market stations, like those in the major markets, demand the
best in color. The fact that many group-owned stations are ordering this
RCA color combination is an indication of the emphasis on quality.



Some rany Rust Craft artists at
work liz various stages in design
of ¢ oods and gift wrap. In all
thes ve use of color combina-
tion the appeal and sales of

Rust Craft proucts.

Creative color conination: TK-42 color camera and TR-70
highband tape recrder in operation at WROC-TV, Rochester,
0 . ft stations.

Why not prove the superiority of RCA
matched equipment for yourself? Call
your RCA Broadcast Representative.
Or write RCA Broadcast and Television
Equipment, Building 15-5, Camden,
N. J. 08102,

THE MOST TRUSTED NAME IN ELECTRONICS




Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, manv
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industry sales
of more than 6 million sets for 1968.
A modest gain in view of this vear’s
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
timistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for next
year are still nebulous, for they are
still anxiously awaiting the final out-
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the way
of variety and style.

Perfection vs. price

Manufacturers will continue their
technology. aimed in part to conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved. but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible,
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair.

A classic although extreme case is
that of an unrealistic buyer who an-
nounced he would buy a 21-inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
holdouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s b&w set might
break down beyond the realm of
jus:ifiable financial repair.

Tv sets are almost as much of a ne-

70

cessity as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in any home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not verv potent.
but there for consideration. This pos-
sibility is weak because technology
has already advanced so far on the
monochrome level that the longevitv
of such a set is all but already de-
cried. And except in the most ex-
lreme cases, service is quick and
economical.

The second possibility, financial
solvency thrown out the window. is
the existence of the American insti-

Crime under glass

In an attempt to give the
public an honest look at itself,
WCKT-TY Miami staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eves of
hidden cameras.

Working with police depart-
ments  from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin, president of both
Channel 7 and the Greater
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response lo such
crimes as purse snatching,
robbing a jewelry store and the
kidnapping of a little girl, all
in broad daylight, registered
nil.  Those citizens who at-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy various culprits while
talking to the verv men who
had plaved the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news directar, as he called off
the crime wave.

This blunt mirror of con-
temporary life will be held up
as Channel 7’s special Partners
in Crime, scheduled for Novem-
ber 26.

tution of “keeping up with &
Joneses,” who by this time owra
colored tv. The pressures of soq]
status could mean a breakihroy
into added color sales, but here ag:
the certainty is intangible.

At present there are no reports |
breakthroughs on either of the ¢.
cial levels and in truth, the future ¢
color sales remains a matter E
time. |
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The trouble {From page 37)
(“The Closer He Gets. The Bett

You Look™), commercials, whe
light, heavily-exposed, and wash
pastels predominate.

Robert Margulies, vice preside
and director of commercial broa
cast production at Ted Bates. e
plained the trend by saving that filt
makers, after long experimentatio
have found that pastels work bett
in advertising communication the
do harsh colors.

“Colors are now simpler, mo
natural,” said Marvin  Mitchne
co-creative director of David., Oksnt
& Mlitchneck. At Marschalk, befor
hecoming one of the founders of 1l
new agencv. Mitchneck had a hand i
the celebrated Tab commenrcial
Mitchneck mentioned that, far fro
confusing the image, the Ta
“Paislev-on-Paislev”” commercial wa
strongly keved to monochrome value
and so came off clear and subtle i
both b&w and tint. “Colors in com
mercials tend to he softer now.
Mitchneck agreed.

The right color

‘Most of the experimentation is
behind us.” Margulies said. “The
main problem is to get evervthing
the right color in the negative, the
answer prinl, and the release prints.
We’re not out of the woods vel.”

But the woods were far thicker
when the color explosion first star
tled Madison Avenue. At that time
most film people thought in black-
and-white., as did most copywriters.
As a result, much of the first wave
of tv color commercials were clum-
sily conceived and executed, and—as
the earlv black and white commer-
cials tended to be talking print or
illustrated radio-—the first color com-
mercials tended to be tinted mono-
chrome, like the Dblack-and-white
family snapshots that people used to
have tinted.
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ColorTran Lighting Equipment & Accessories
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COLORTRAN
QUARTZ KING LIGHTS
500, 650 and 1000 watt Dual quartz lights
or 650 and 1000 watt focusing quartz light
from spot to flood with fingertip control.
Lightweight. compact. Wide range of ap-
plications. Smooth even lighting, no hot
spots. fr. $33.90

COLORTRAN SOFT LITE
Shadowless “North Sky™ Illumination. Excep-
tionally smooth, even coverage. New type
reflector. No “filament sing”. From 750

to 4000 watts. fr. $79.00
@pj COLORTRAN
> COLOR DYNE
e DIMMERS
= portable, individual
clectronic dimmers

.-),-.cl

J Solid-state circuitary
utilizes a single siheen
symmetncal  swtching
device. Smooth. continuous dimming 1§
provided with instantaneous response. Each
dimmer has its own integral dimning con-
trol potentiometer. fr. $96.00

¢

Complete line ot quartz-todive bulbs in stock teom 300 watt - 1000 wealt,

WE'NEW SHOWROOM DEMONSTRATORS AVA“-ABLE Write for descnipnive h'rvray

COLORTRAN
SUPER-BEAM *'1000’
A 1K lensless “Quartz” light that apprcaches
the performance of a 2k fresnel-type umt.
Uses a single-ended, 1000 watt (3200° K)
Tungsten-Halogen “Quartz” frosted lamp,
120V, AC DC. Beam is well-defined with m
nimum “spill.” Variable full focusing con-
trol-spot to flood. $125.00

LQBM — 20 [
Double Broad

LQBM — 1000-W
Single Broad
with Four Way
Barndoors

COLORTRAN BROADS

Singles. Doubles Variable Focus Fixed
Focus. High performance quartz-iodine “fill *
lights for TV and motion picture studio
use. Designed for very wide powerful fill
light fr. $60.00

COLORTRAN
MULTI-BEAM *30”
A 30-Volt battery-oper- '/
ated quartziodine
light, extremely pow-
erful, lightweight and
portable with fingertip
full-focusing control
from spot to flood Focusing knob
and on off switcih on handle
$92.90

Colorlran 20-Volt Batter {
Paele (Portabli) avarlable \
for use with Multi-Beam
EH{t L1000

LOOK TO CAMERA MART FOR EVERYTHING
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PART | — Impending Inflation-Deflation Clash.

* Diverse inflationary forces at work — “cost-push”, “demand-
pull” and “monetary” inflation.

* Effects of the rising tide of prices for manufactured goods,
raw materials and services.

* Pressure of rising wage scales, fringe benefits, the 30-35
hour week demands, guaranteed annual wage.

* Pick-up in consumer spending — consumer credit vs. higher
taxes — social security deductions.

* Outlook for capital spending in view of expanding industrial
capacity — tax revisions — high interest rates,

* Inflationary distortions stemming from vast defense expendi-
tures and political goading for welfare schemes.

* Possibility of wage-price controls as Administration guide-
lines are shattered.

PART Il — Continuing And New Forces Shaping
Market Action — Security Values.

* Projecting influences in our “guns-and-butter” economy
governing market behavior — outlook for corporate profit
margins and earnings — consumer disposable income —
GNP — industrial production.

The Investment Book

of The Year—For 1968

e Efforts to spur economic resurgence while avojding thro
tling effects of tight money.

* Measuring relative strength of market support by our specié
study of fluctuating demand for stocks vs. sales pressure.

* Significance of wide spreads between bond and stock yield
— odd lot transactions — short interest — fund and institt
tional activity.

* Gauging the business outlook through the eight leadin
components of our famous Business Trend Forecaster.

* Our changing balance of payments position as a marke
factor.

PART Il — What To Consider For Successful Invest
ment And Speculation.

» Strategically placed industries looking to the year ahead

» Weighing the blue chips vs. performance stocks — income
producers vs. growth shares.

* Evaluating the new wave of conglomerates.

Selective investment in companies where management hasj
demonstrated flexibility, sound research and consistent
earnings growth.
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“INVESTMENT GUIDE
AND ECONOMIC PREVIEW”

By The Specialist Staff Of The Magazine Of Wall Street

— Of Utmost Practical Usefulness In The Significant Election Year Ahead
— Appraising Powerful Forces Shaping Trends In Business —In The Market
— Security Selections For Income — For Growth — For Portfolio Building

« Why keen discrimination is essential in choosing the right
kind of natural resource companies.

« Impacts of the new Kennedy Round agreements.

« Checking companies diversifying abroad — selectivity to
avoid political hazards — advantages of joint ventures.

PART IV — Strategic Investment Selections For
Varied Aims — Portfolio Building.

« Inflation hedges — industrial resource Ccompanies in an
unusually advantageous position.

« Special situations where research and expansion programs
are now starting to pay off.

« Selected companies outstripping their industries and likely
to continue their earnings growth.

o Planned Portfolios For !Investment of $10,000; $25,000;
$50,000.

PART V— Where U.S. Economy Stands — Where
it Is Headed Under Chaotic World
Conditions.

« Political, military and economic pressures in Vietnam and
the Far East — challenge to Mao in Red China — our stag-

gering commitment to lift Asian living standards — U. S
relations with Japan and the SEATO nations — Australia.

o Trade and diplomatic dealings with the European Common
Market — the outer seven countries — significance of Brit-
ain's new Anglo-European unity plan to replace Anglo-
American policy — where boom on the Continent is faltering
—NATO’s revised status.

o Russo-U. S. relations — efforts to prevent nuclear arms pro-
liferation — Sino-Russian split approaching a point of climax.
Aftermath of Red setback in the Middle East.

« U.S. entanglements in Israeli-Arab negotiations — trouble-
some Afro-American relations in Nigeria, Rhodesia, South
Africa and other independents with rampant spirit of
nationalism.

e Efforts to breathe new life into Alliance For Progress
throughout Latin America — Castro’s campaign of infiltra-
tion — what hope for trade expansion in the ABC countries,
Central American Common Market, Mexico.

o Canada —our biggest customer —rich in a bounty of
natural resources but ever in need of venture capital.

« New status of gold, the dollar and the pound under latest
International Monetary Fund agreement — significance to
international trade.
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Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, many
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industry sales
of more than 6 million sets for 1968.
A modest gain in view of this year’s
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
timistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for next
year are still nebulous, for they are
still anxiously awaiting the final out-
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the wav
of variety and style. '

Perfection vs. price

Manufacturers will continue their
technology, aimed in part to conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved. but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible,
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair.

A classic although extreme case is
that of an unrealistic buyer who an-
nounced he would buy a 2l.inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
holdouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s b&w set might
break down beyond the realm of
jusiifiable financial repair.

Tv sets are almost as much of a ne-

70

cessity as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in any home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not very potent,
but there for consideration. This pos-
sibility is weak because technology
has already advanced so far on the
monochrome level that the longevity
of such a set is all but already de-
cried. And except in the most ex-
lreme cases, service is quick and
economical,

The second possibility, financial
solvency thrown out the window, is
the existence of the American insti-

Crime under glass

In an attempt to give the
public an honest look at itself,
WCKT-TV Miami staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eves of
hidden cameras.

Working with police depart-
ments  from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin, president of hoth
Channel 7 and the Greater
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
Kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response to such
crimes as purse snatching,
robbing a jewelry store and the
Kidnapping of a litile girl, all
in broad daylight, registered
nil. Those citizens who al-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy various culprits while
talking to the very men who
had played the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news irectar, as he called off
the crime wave.

This blunt mirror of con-
temporary life will be held up
as Channel 7’s special Puartners
in Crime, scheduled for Novem-
ber 26.

tution of “keeping up with s
Joneses,” who by this time owrn
colored tv. The pressures of soq
status could mean a breakthrovh
into added color sales, but here agn
the certainty is intangible.

At present there are no reports
breakthroughs on either of the cr
cial levels and in truth, the future §
color sales remains a matter §
time. ]

The trouble (riom page 37

(“The Closer He Gets, The Bett
You Look™), commercials. whe:
light, heavilv-exposed, and wash
pastels predominate.

Robert Margulies, vice preside
and director of commercial broa
cast production at Ted Bates, e
plained the trend by saving that fils
makers, after long experimentatio
have found that pastels work bett
in advertising communication th:
do harsh colors.

“Colors are now simpler, moi
natural,” said Marvin  Mitchnecl
co-creative director of David, Oksne
& Mitchneck. At Marschalk, hefoi
becoming one of the founders of th
new agency. Mitchneck had a hand i
the celebrated Tab commercials
Mitchneck mentioned that. far fror
confusing the image. the Ta
“Paislev-on-Paislev” commercial wa
strongly keved to monochrome value:
and so came off clear and subtle i
both b&w and tint. “Colors in com
mercials tend to be softer now.’
Mitchneck agreed.

The right color

“Most of the experimentation is
behind us.” Margulies said. “The
main problem is to get everything
the right color in the negative, the
answer print, and the release prints.
We're not out of the woods vet.”

But the woods were far thicker
when the color explosion first star-
tled Madison Avenue. At that time
most film people thought in black-
and-white, as didd most copywriters.
As a result, much of the first wave
of tv color commercials were clum-
silv conceived and executed, and—as

the early black and white commer-

cials tended to be talking print or
illustrated radio—the first color com-
mercials tended to be tinted mono-
chrome, like the
family snapshots that people used to
have tinted.

Television Age, December 4, 1967

black-and-white




By chance, color tv became general
at a time when the worlds of art,
fashion and graphics were abandon-
ing nuances and reverting to strong
primary colors. But advertisers blew
the whistle on excessive color use
where it became apparent it was over-
powering the sales message.

Color has led to a significant in-
crease in the number of tape com-
mercials. especially since the advent
of the high-band vtrs with their
greater color fidelity. One immedi-
ate advantage is that the director
sees color the moment it's applied.
and can change it or whatever on the
spot.

Wider lighting

The wider gamut of lighting prac-
ticable with the highband color vtr's
has also amplified the range of
moods and effects that can he exe-
cuted on tape.

Whether on film or tape. admen
say. color has added immeasurably
to the impact of tv advertising. “Col-
or makes it more lifelike.” said Sam
Scali, creative director of Scali. Me-
Cabe & Sloves. Scali added that it's
just as easy to make a color com-
mercial as it is to make one in black-
and-white: *‘all it takes is more mon-
ev and time.”

As for writers. it scems they re
thinking in polvchrome these days.
Hooper White. vice president at Leo
Burnett, Chicago. said. “Writers are
becoming aware of the emolions in
colors. and what color can do to con-
vey emolion. Color is changing their
ideas. They're specifving certain
colors to enhance certain emotions.”

Above all. creative people have
been learning to simplify. White said.
“Somelimes we've worked just with
whites. Sometimes we've shot just the
product in color, the rest in black
and white. as in a number of recent
Kellogg commercials.

“Our main effort is to keep the
commercials from looking like pie-
ture postcards. We've found we can
get softer, warmer tones outdoors as
well as with standard studia lighting.

“Using low. or single-source light-
ing with color. film-makers have been
able to obtain effects that in black-
and-white have looked like
mud.”

White noted that clients have be-
come more sophisticated in the mat-

would

(Continued on page 1)
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COLORTRAN
QUARTZ KING LIGHTS
500, 650 and 1000 watt Dual quartz lights
or 650 and 1000 watt focusing quartz light
from spot to flood with fingertip controf.
Lightweight. compact. Wide range of ap-
plications. Smooth even lighting, no hot
spots. fr. $33.90

COLORTRAN SOFT LITE
Shadowless "“North Sky” lllumination. Excep-
tionally smooth, even coverage. New type
reflector. No “filament sing”. From 750

to 4000 watts. fr. $79.00

@ji COLORTRAN

s COLOR DYNE
;'—,’ DIMMERS

=i portable, individual
s | clectronic dimmers.
' Solid-state circuitary
utilizes a single silicon
symmetrical swilching
continuous dimming 1S

© &

Smooth,

device. !
provided with instantaneous response. Each

dimmer has its own integral dimming con-

trol potentiometer. fr. $96.00

COLOATRAN
SUPER-BEAM “1000
A 1K lensless * Quartz” light that approaches
the performance of a 2k fresne' type Lt
Uses a single-ended, 1000 watt (3200
Tungsten Haiogen  Quartz  frosted 1amp
120V, AC OC. Beam 15 well detined wi b o,

nimum  spill.” Varble f 11 ~ L g oo
trol-spot to flood 33,2500
P
g

LQBM — 20 , ¥
Double Broad

LQBM — 1000-W
Single Broad
with Four Way
Barndoors

COLORTRAN BRGADS
Singles. Doubles. Variable Focus Fied
Focus. High performance quartz-iodine * fill”
lights for TV and motion picture studio

use. Designed for very wide powerful fifl
light. fr. $60.00

COLORTRAN -
MULTI-BEAM ‘30" f/d“
A 30-Volt battery-oper-
ated quartziodine
light, extremely pow-
erful, lightweight and
portable with fingertip
full-focusing control
from spot to flood. Focusing knob
and on-off switch on handle )
$9290

Colortran 30-Volt Dattery
Pacle (Portable) available \
for use with Multi-Beam
“30" $415.00

Complete line of quartz-iodine bulbs in stock from 300 wall - 1000 watl,
WE'NEW SHOWROOM DEMONSTRATORS AVAILABLE Write for descriprive literature.

LOOK TO CAMERA MART FOR EVERYTHING
YOU NEED FOR MOTION PICTURE PRODUCTION
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Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, many
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industry sales
of more than 6 million sets for 1968.
A modest gain in view of this year’s
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
limistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for next
year are still nebulous, for they are
still anxiously awaiting the final out.
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the way
of variety and style.

Perfection vs. price

Manufacturers will continue their
technology, aimed in part to conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved, but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible,
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair.

A classic although extreme case is
that of an unrealistic buyer who an-
nounced he would buy a 2l-inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
holdouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s b&w set might
break down beyond the realm of
jusiifiable financial repair.

Tv sets are almost as much of a ne-

70

cessity as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in any home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not very potent,
but there for consideration. This pos-
sibility is weak because technology
has already advanced so far on the
monochrome level that the longevity
of such a set is all but already de-
cried. And except in the most ex-
lreme cases, service is quick and
economical.

The second possibility, financial
solvency thrown out the window, is
the existence of the American insti-

Crime under glass

In an attempt to give the
public an honest look at itself,
WCKT-TV Miami staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eyes of
hidden cameras.

Working with police depart-
ments from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin, president of both
Channel 7 and the Greater
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
Kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response to such
crimes as purse snatching,
robbing a jewelry store and the
kidnapping of a little girl, all
in broad daylight, registered
nil. Those citizens who at-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy wvarious culprits while
talking to the very men who
had plaved the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news direclar, as he called off
the crime wave.

This blunt mirror of con-
temporary life will be held up
as Channel 7’s special Partners
in Crime, scheduled for Novein.
ber 20.

tution of “keeping up with he
Joneses,” who by this time ow a
colored tv. The pressures of sc

stalus could mean a breakthrog|
into added color sales, but here agin
the certainty is intangible.

At present there are no report.of
breakthroughs on either of the .
cial levels and in truth, the futurqf
color sales remains a matter yf
time. o
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The trouble (rrom page 37)

(“The Closer He Gets, The Beur
You Look™), commercials, whe
light, heavily-exposed, and washd
pastels predominate.

Robert Margulies, vice presidat
and director of comunercial brol
cast production at Ted Bates,
plained the trend by saying that fil
makers, after long experimentatii
have found that pastels work betr
in advertising communication th;
do harsh colors.

“Colors are now simpler, mc
natural.,” said Marvin  Mitchne
co-creative director of David, Oksr
& Mitchneck. At Marschalk, befo
hecoming one of the founders of t
new agency. Mitchneck had a hand
the celebrated Tab commercia
Mitchneck mentioned that. far fro
confusing the image, the T:
“Paisley-on-Paislev” commercial wi
strongly keved to monochrome valu
and so came off clear and subtle :
both b&w and tint. “Colors in con
mercials tend to be softer now.
Mitchneck agreed.

The right color

“Most of the experimentation i
behind us.” Margulies said. “Th
main problem is to get everythin
the right color in the negative, th
answer print, and the release prints
We're not out of the woolls vet.”

But the woods were far thicke
when the color explosion first star
tled Madison Avenue. At that tim
most film people thought in black
and-white, as did most copywriters
As a result, much of the first wave
of tv color commercials were clum-
sily conceived and executed, and—as
the early black and white commer-
cials tended to be talking print or
illustrated radio—the first color com-1
mercials tended to be tinted mono-
chrome, like the black-and-white
family snapshots that people used to’
have tinted.
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By chance. color tv became general
at a time when the worlds of art.
fashion and graphics were abandon-
ing nuances and reverting to strong
primary colors. But advertisers blew
the whistle on excessive color use
where it became apparent it was over-

wering the sales message.

Color has led to a significant in-
crease in the number of tape com-
mercials. especially since the advent
of the high-band vtrs with their
greater color fidelity. One immedi-
ate advantage is that the director
sees color the moment it's applied.
and can change it or whatever on the
spot.

Wider lighting

The wider gamut of lighting prac-
ticable with the highband color vir's
has also amplified the range of
moods and effects that can be exe-
cuted on tape.

Whether on film or tape. admen
say, color has added immeasurably
to the impact of tv advertising. ~Col-
or makes it more lifelike.” said Sam
Scali, creative director of Scali. Me-
Cabe & Sloves. Scali added that it’s
just as easv to make a color com-
mercial as it is to make one in black-
and-white: “‘all it takes is more mon-
ey and time.”

As for writers. it seems they’re
thinking in polvchrome these days.
Hooper White. vice president at Leo
Burnett, Chicago. said, “Writers are
becoming aware of the emotions in
colors, and what color can do to con-
vey emotion. Color is changing their
ideas. Thev’re specifving certain
colors to enhance certain emotions.”

Above all. ecreative people have
been learning to simplify. White said.
“Sometimes we've worked just with
whites. Sometimes we've shot just the
product in color. the rest in black
and white. as in a number of recent
Kellogg commercials.

“Our main effort is to keep the
commercials from looking like pic-
ture postcards. We've found we can
el sofler, warmer tones outdoors as
well as with standard studio lighting.

“Using low. or single-source light-
ing with color. film-makers have been
able to obtain effects that in black-
and-white would have looked like
mud.”

White noted that clients have he-
come more sophisticated in the mat-

(Continued on page 1)
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Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, many
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industry sales
of more than 6 million sets for 1968.
A modest gain in view of this year’s
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
timistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for next
year are still nebulous, for they are
still anxiously awaiting the final out-
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the way
of variety and style.

Perfection vs. price

Manufacturers will continue their
technology, aimed in part to conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved, but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible,
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair.

A classic although extreme case is
that of an unrealistic buyer who an.
nounced he would buy a 2l.inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
holdouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s b&w set might
break down beyond the realm of
jus.ifiable financial repair.

Tv sets are almost as much of a ne-
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cessity as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in any home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not very potent,
but there for consideration. This pos-
sibility is weak because technologv
has already advanced so far on the
monochrome level that the longevity
of such a set is all but already de-
cried. And except in the most ex-
treme cases, service is (uick and
economical,

The second possibility, financial
solvency thrown out the window. is
the existence of the American insti-

Crime under glass

In an attempt to give the
public an honest look at itself,
WCKT-TV Miami staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eves of
hidden cameras.

Working with police depart-
ments  from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin, president of both
Channel 7 and the Greater
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
Kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response to such
crimes as purse snaiching,
robbing a jewelry store and the
kidnapping of a little girl, all
in broad daylight, registered
nil. Those citizens who at-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy various culprits while
talking to the very men who
had plaved the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news director, as he called off
the crime wave.

This Dblunt mirror of con-
temporary life will be held up
as Channel 7’s special Pariners
in Crime, scheduled for Novem-
ber 26.

tution of “keeping up with thi
Joneses,” who by this time own
colored tv. The pressures of socie
status could mnean a breakthroug)
into added color sales, but here agai
the certainty is intangible.

At present there are no reports o
breakthroughs on either of the cru
cial levels and in truth, the future o
color sales remains a matier o
time. ]

The trouble (From page 37

(“The Closer He Gets, The Better
You Look”), commercials. where
light, heavilv-exposed. and washed
pastels predominate.

Robert Margulies, vice president
and director of commercial broad-
cast production at Ted RBates, ex-
plained the trend by saving that film-
makers, after long experimentation,
have found that pastels work better
in advertising communication than
do harsh colors.

“Colors are now simpler. more
natural,” said Marvin  Mitchneck,
co-creative director of David, Oksner
& Mitchneck. At Marschalk, before
becoming one of the founders of the
new agencv. Mitchneck had a hand in
the celebrated Tab commercials.
Mitchneck mentioned that. far from
confusing the image, the Tab
“Paislev-on-Paislev” conunercial was
strongly keved to monechrome values
and so came ofl clear and subtle in
both b&w and tint. “Colors in com-
mercials tend to be softer now,”
Mitchneck agreed.

The right color

“Most of the experimentation is
behind us.” Margulies said. “The
main problem is to get evervthing
the right color in the negative, the
answer print, and the release prints.
We're not out of the woods vet.”

But the woods were far thicker
when the color explosion first star-
tled Madison Avenue. At that time
most film people thought in black-
and-white. as did most copywriters.
As a result, much of the first wave
of tv color commercials were clum-
silv conceived and executed, and—as
the earlv black and white commer-
cials tended to be talking print or
illustrated radio—the first color com-
mercials tended to be tinted mono-
chrome, like the black-and-white
family snapshots that people used to
have tinted.

Television Age, December 4, 1967
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By chance, color tv became general
at a time when the worlds of art.
fashion and graphics were abandon-
ing nuances and reverting lo strong
primary colors. But advertisers blew
the whistle on
where it became apparent it was over-

excessive color use
powering the sales message.

Color has led to a significant in-
crease in the number of tape com-
mercials. especially since the advent
of the high-band vtrs with their
greater color fidelity. One immedi-
ate advantage is that the director
sees color the moment it's applied.
and can change it or whatever on the

spot.
Wider lighting

The wider gamut of lighting prac-
ticable with the highband color vir's
has also amplified the range of
moods and effects that can be exe-
cuted on tape.

Whether on film or tape. admen
say. color has added immeasurably
lo the impact of tv advertising. *“Col-
or makes it more lifelike.” said Sam
Scali, creative director of Scali. Me-
Cabe & Sloves. Scali added that it's
just as easv to make a color com-
mercial as it is to make one in hlack-
and-white: “all it takes is more mon-
ev and time.”

As for writers. it seems theyre
thinking in polyvchrome these days.
Hooper White. vice president al Leo
Burnett, Chicago. said. “Writers are
becoming aware of the emotions in
colors. and whalt color can do to con-
vey emolion. Color is changing their
ideas. Thevre specifving certain
colors to enhance certain emotions.”

Above all. creative people have
been learning to simplify. White said.
“Sometimes we've worked just with
whites. Sometimes we've shot just the
product in color. the rest in black
and white, as in a number of recent
Kellogg commercials,

“Our main effort is 1o keep the
commercials from looking like pie-
ture posteards. We've found we can
xcl softer, warmer tones outdoors as
well as with standard studio lighting.

“Using low. or single-source light-
ing with color. film-makers have been
able to obtain effects that in black-
and-white have looked like
mud.”

White noted that clients have he-
come more sophisticated in the mat-

would

(Continued on puge 1)
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Setmakers (From page 66)

designs and finishes prompts new
purchases. There are provincial, con-
temporary, modern, colonial, Span-
ish and Spanish-colonial styles, many
with heat and mar-resistant finishes
to further whet the consumer appe-
tite for color.

The big question now is where do
color sales go from here? Motorola
chairman Robert W. Galvin, presi-
dent of EIA, predicts industry sales
of more than 6 million sets for 1968.
A modest gain in view of this year’s
final projection of about 5.3 million,
a cautious one in light of 1966’ op-
timistic 7 million.

The slack is possibly indicative of
an exhaustion of an audience that is
willing or can afford to bear the
price. Manufacturers’ plans for next
year are still nebulous, for they are
still anxiously awaiting the final out-
come of their big push this fall. Most
assuredly, they will continue to give
the public what they want in the wav
of variety and style.

Perfection vs. price

Manufacturers will continue their
technology, aimed in part lo conquer
that last frontier of the reluctant
buyer by reducing price. The head-
aches of better color fidelity will be
dealt with, probably not solved, but
met with nonetheless. For what holds
off this last buyer segment is an
issue of perfection vs. price.

They would, if financially feasible,
pay the high price for a “perfected”
set; they would also, it appears, buy
the current color units provided the
prices dropped to a level that they
felt was fair,

A classic although extreme case is
that of an unrealistic buyer who an-
nounced he would buy a 2I-inch
color set provided it wore the bargain
basement price tag of $150. In the
eyes of these potential purchasers,
the color unit is a decidedly inferi-
or product especially when compared
with monochrome sets.

What will win over these final
heldouts is difficult to ascertain, what
might prompt purchases is a matter
of speculation. Any change in the
perfection and/or price situation not
withstanding, there is the possibility
that a long holdout’s b&w set might
break down beyond the realm of
jus.ifiable financial repair.

Tv sets are almost as much of a ne-
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cessity as telephones on the American
scene and the breakdown of a fami-
ly’s main source of at-home entertain-
ment is a catastrophe in any home.

The purchase of a color set in lieu
of a defunct black and white one is
indeed a probability, not very potent,
but there for consideration. This pos-
sibility is weak because technology
has already advanced so far on the
monochrome level that the longevity
of such a set is all but already de-
cried. And except in the most ex-
lreme cases, service is quick and
economical.

The second possibility, financial
solvency thrown out the window, is
the existence of the American insti-

Crime under glass
=

In an attempt to give the
public an honest look at itself,
WCKT-TV Miami staged a three-
week crime wave pulling off
some of the most startling ca-
pers right under the noses of
local citizens, and the eves of
hidden cameras.

Working with police depart-
ments from Miami, Coral
Gables and Miami Shores, Sid-
ney Ansin. president of both
Channel 7 and the Greater
Miami Crime Commission.
manufactured a series of
crimes ranging from robbery to
Kidnapping with the unaware
and unhelpful citizenry as
extras.

Onlookers’ response to such
crimes as purse snaiching,
robbing a jewelry store and the
kidnapping of a little girl, all
in broad daylight, registered
nil. Those citizens who al-
tempted to get license plate
numbers did so incorrectly,
others swore they could identi-
fy various culprits while
talking to the very men who
had played the offenders.

“We weren’t prepared to find
out how apathetic people are,”
said Gene Strul, Channel 7’s
news director, as he called off
the crime wave.

This blunt mirror of con-
temporary life will be held up
as Channel 7’s special Partners
in Crime, scheduled for Novem.

ber 26.

tution of “keeping up with th
Joneses,” who by this time own
colored tv. The pressures of soci:
status could mean a breakthroug
into added color sales, but here agai;
the certainty is intangible.

At present there are no reports o
breakthroughs on either of the cru
cial levels and in truth, the future o
color sales remains a matter o
time. ]

The trouble (rron poge 37

(“The Closer He Gets. The Better
You Look”), commnercials, where
light, heavilv-exposed, and washed
pastels predominate.

Robert Margulies, vice president
and director of commercial broad-
cast production at Ted Bates, ex-
plained the trend by saving that film-
makers. after long experimentation,
have found that pastels work Detter
in advertising communication than
do harsh colors.

“Colors are now simpler. more
natural.” said Marvin Mitchneck,
co-creative director of David. Oksner
X Mitchneck. At Marschalk, hefore
becoming one of the founders of the
new agency. Mitchneck had a hand in
the celebrated Tab commereials.
Mitchneeck mentioned that. far from
confusing the image. the Tab
“Paislev-on-Paislev” commercial was
strongly keved 1o monochrome values
and so came off clear and subtle in
both b&w and tint. “Colors in com-
mercials tend to be softer now,”
Mitchneck agreed.

The right color

“Most of the experimentation is
behind us.” Margulies said. “The
main problem is to get everything
the right color in the negative. the
answer print, and the release prints.
We're not out of the woods vet.”

But the woods were far thicker
when the color explosion first star-
tled Madison Avenue. At that time
most film people thought in black-
and-white. as did most copywriters.
As a result, much of the first wave
of tv color commercials were clum-
silv conceived and executed, and—as
the early black and white commer-
cials tended to be talking print or
illustrated radio—the first color com-
mercials tended to be tinted mono-
chrome, like the black-and-white
family snapshots that people used to
have tinted.

Television Age, December 4, 1967
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By chance. color tv became general
at a time when the worlds of art.
fashion and graphics were abandon-
ing nuances and reverting to strong
primary colors. But advertizers blew
the whistle on excessive color use
where it became apparent it was over-
powering the sales message.

Color has led to a significant in-
crease in the number of tape com-
mercials. especially since the advent
of the high-band virs with their
greater color fidelity. One immedi-
ate advantage is that the director
sees color the moment it's applied.
and can change it or whatever on the

spot.
Wider lighting

The wider gamut of lighting prac-
ticable with the highband color vir's
has also amplified the range of
moods and effects that can he exe-
cuted on tape.

Whether on film or tape. admen
say. color has added immeasurably
to the impact of tv advertising. ~Col-
or makes it more lifelike.” said Sam
Scali, creative director of Scali. Me-
Cabe & Sloves. Scali added that it's
just as easv to make a color com-
mercial as it is to make one in black-
and-white: “all it takes is more mon-
ev and time.”

As for writers. it seems thev're
thinking in polvchrome these dayvs.
Hooper White. vice president at Leo
Burnett, Chicago. said. “Writers are
becoming aware of the emotions in
colors. and what color can do to con-
vev emotion. Color is changing their
ideas. Thevre specifving certain
colors to enhance certain emotions.”

Above all. creative people have
been learning to simplify. White said.
“Sometimes we've worked just with
whites. Sometimes we’ve shot just the
product in color. the rest in black
and white. as in a number of recent
Kellogg commercials.

“Our main effort is to keep the
commercials from looking like pic-
ture postcards. We've found we can
zet softer, warmer tones outdoors as
well as with standard studio lighting.

“Using low. or single-source light-
ing with color. film-makers have been
able to obtain effects that in black-
and-white would have looked like
mud.”

White noted that clients have be-
come morve sophisticated in the mat-

(Continned on page 71)
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RUST CRAFT

experts in creative color select
the best in color broadcasting...

RCA TK-42“Big Tube’” Cameras and
TR-70 Highband Tape Recorders

In the Rust Craft business, finest color reproduction is most important
whether in greeting cards or broadcasting. RCA TR-70 highband
recorders are a perfect match for RCA TK-42 studio cameras, giving
Rust Craft stations an unbeatable combination in producing highest
quality color programs and commercials.

Medium market stations, like those in the major markets, demand the
best in color. The fact that many group-owned stations are ordering this
RCA color combination is an indication of the emphasis on quality.




Some of the many Rust Craft artists at
work, illustrating various stages in design
of cards, party goods and gift wrap. In all
these, the creative use of color combina-
tions is basic to the appeal and sales of
Rust Craft products.

Creative color combination: TK-42 color camera and TR-70
highband tape recorder in operation at WROC-TV, Rochester,
one of the Rust Craft stations.

Why not prove the superiority of RCA
matched equipment for yourself? Call
your RCA Broadcast Representative.
Or write RCA Broadcast and Television
Equipment, Building 15-5, Camden,
N. J. 08102.

THE MOST TRUSTED NAME IN ELECTRONICS




The trouble (From page 71)

ter of color commercials. more aware
of color problems in packaging. Now-
adays. he said, clients “are more will-
ing to simplify their packages =o
they’ll look good in color.”

Samuel C. Zurich. vice president
and head of ercative services at \.
W. Ayer. New York. believes that
“color remains an asset precisely be-
cause it is not being used to promote
color. but to enhance the saleability
of the product.”

Larry Parker, vice president at
Kenvon & FKckhardi. observed the
emotional impact of color was com-
ing across as never before. Ile men-
tioned Maclean’s toothpaste as hav-
ing benefited especially from the use
of color: “We go in tight past the
nose, and the emotional impact of
those white teeth is strong.”

Parker said other notable examples
of emotional enhancement through
color were campaigns for menthol
cigarettes—"‘all that green. that sense
of openness and escape, very emo-
tional’—and automotive adverlising
—*“real grabbers with the colors of
the cars.”

For all the increased attention thal
color demands of agency production
staffs. there’s been no noticeable up-
staffing in the wake of the color ve-
volution.

Critical role

But it has made the role of the
production  house more  ecritical.
Mitchneck said that with color there’s
been more participation of the di-
rector and the cameraman in the
planning of the production.

Many studios added color special-
ists to their staffs, men charged with
expediting the timing of the prints.

T

Many of the smaller studios already

cost of commercials, with color alone
already adding, in Webber's estimate,
20 to 30 per cent more to the cost of
the commercial. He figures the aver-
age color commercial today  costs
from $16.000 to $18.000 (for a 60-
second film). In five vears. he pre-
dicts, this cost will jump by incre-
ments of five per cent per vear. to
the level of from $20.000 to 330.000
per OO-second spot.

So the color commercials of the
future will have to be better. It will
be harder to convince a client to run
a commercial just because its color
looks good in the screening room.

But now that color has become es-
tablished, the basic problem emerges
in even greater clarity: “What are
we going to say?” [ ]

W'obber (Continued from page 37)

One reason color so quickly lost its
miracle status could be that it was a
long-overdue miracle. what with the
war and the squabbling between RCA
and CBS over which system to use.
Color movies have heen around for a
yuarter-cenlury and color ads have
appeared in  magazines since  Cal
Coolidge's day. Television was really
a Johnny-come-lately to the land of
('()I(”‘.

Another reason could be thai color
television's arrival on the scene coin-
cides with the full flowering of the
Color Generation. Like. isn’t cvery-
thing color. man?

Color is a way of life to anvone
born after World War 110 and if
thev're a little blase about color. iU's
becauze they've alwavs lived in the
castle. No other generation in history
has been so totally saturated in color,
from the moment of hirth,

Kids of the Color Generation wear
pink-and-blue flonered diapers. eat

SETUPYOUR OWN CREDIT LINE INSTANTLY! GONTRACT FINANCING -

FOR CREATIVE COMPANIES- GIVES YOU THE CASH

FILM PRODUCERS! COMMERCIAL, INDUSTRIAL, STILL.
YOU NEEDTO DO THE JOB! A BRAND NEW AND

E in a sense had color specialists— bright green and orange haby foods.
r—) - artist-film-makers  endowed  with and have a feeling for primary colors
o d (T F] knowledge .('f ’('f’l"l' and what can he in their finger painting that would
[T > (T V] done with it. That’s one reason \\'l])’ shame a Van (;()gh.

T - with the color revolirtion there's heen As it grew into the 005, the Color
g ‘0"5 a ll.()lillhlv(’ pruli.f(-ruli(m of  small Generation really swung into m-lh?n:
— Lad studios. You don’t have to be big to pumpkin-('olm‘t'll <heets  and  olive
== 0 . do a good color commereial. areen towels,

E s g l':x!)(-rim(-'nlulion in ‘ color : ill}(l. Hot pink stockings and ice Dlue
Py Q< e ('S‘)C(‘lil”?'. in m‘lvm’ taping—will in- detergents. .
(=] N“ crease. Gordon Webber (see separate Baby Dblue airplanes and  yellow

(- X7, 5 SQ story) remarked that there will be skvserapers.
E 2 <L OM a great deal of experimentation in Cerise Mustanzs (what ever hap-
- L v N' film forms in the next few vears. pened to Henry's l)l.m‘k l"(‘)rds.’b.
] S el T One factor compelling greater ex- Pink-flowered  toilet  tissue and
=] E g &M= perimentation is the ever increasing Day-Gio vinyl dresses,
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And psychedelic ties and colerful
LSD trips (only the psychiatrist’s
bills are in black-and-white).

Even the pavement at the bus stops
on crosstown Manhattan streets is
painted gold (the immigrant’s old
dream of America come true).

So, it’s little wonder in a freaked-
out colorful world like this that, to a
Flower Child, Johnny Carson or a
Crest commercial in color is no big

deal.

Less enthusiasm

For some of oldsters, raised on
black-and-white crystal sets, color tv
is still a gee-whiz proposition. But as
we die off or retire to colorful places
like the Bahamas or Bayonne, N.J.,
and the Flower Children move in, it’s
going to be like, Gee, Pops, what else
is new?

This tacit and casual acceptance of
color by the growing-up generation
may pose a problem for broadcasters
and advertisers in the years ahead.

Today, color tv—both programs
and commercials—enjoys about a 25
per cent advantage over black-and-
white in interest and memorability
(probably because the color sets are
largely owned by the old, gee-whiz
crowd of ex-crystal set owners).

Tomorrow—when the Color Gen-
eration comes of age and becomes
the primary viewers and buyers—
this advantage will almost certainly
disappear. For the Color Generation
is not only more sophisticated and
cool about color—they view all of life
that way.

Better educated

They are better educated. By 1975,
more than one-third of all Americans
will have at least some college train-
ing—25 million will be college grad-
uales.

They are knowledgeable about the
world—due in some measure to their
exposure to television since the age
of three.

They are serious-minded. Ideal-
istic, Concerned about civil rights
and the war in Viet Nam.

They’re critical of some of the
values of our society, including some
aspects of business and advertising.

And these better-educated Ameri-
cans are not watching telcvision—
color or black-and-white—nearly as
much as the rest of the country.
According to the Harris survey, the
non-college audience view television

Television Age, December 4, 1967

between 2.3 and 2.7 hours a day. The
college-educated audience spends only
1.5 hours a day at the set.

What this seems to say is that the
old color revoluticnaries—we broad-
casters and advertisers who brought
this bright fascination into being—
have to give the new Color Genera-
tion something more than color.

It seems to say, if we mean to real-
ize the great expectations of the new
medium as well as serve our own
economic ends—we must give the
new generation content as well as
color.

For if the generation now coming
to maturity isn’t looking at tv, isn’t
interested in the programs or the
commercials—then the miracle of
color will be as honey poured upon
the ground.

A few weeks ago, I was part of an
industry-advertising group that spent
two days on the campus of Miami
University in Ohio. We were there to
talk with the educators and students
about television commercials.

The most startling fact to come out
of two very illuminating days there
was that hardly anybody—student or

Who made

Campbell's Soup—"Fast Tomato”. BBD&O. Agency Producer: Bernard Haber, Produced lg'
MPO VideotroniCs, Inc., New York, Director: David Nagata. Camera: Leonard Hirschtield,

Who else?

MPO

See the hottest sample reel in the business. MPO Videotronics, Inc., 222 East 44
Street, New York, N. Y. 10017, (212) 867-8200/Also in Chicago and Hollywood
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teachers — looked at television. A
quick poll of students at one meeting
showed the average viewing time to
be less than two hours a week—main-
ly movies and football games. The
professors watched even less.

When asked why they weren’t
waltching, most of them said that, ex-
cept for sports and movies, nothing
interested them.

What did they think about the
commercials they did see?

There were too many of them.

They were boring.

There were too many interrup-
tions in programs for commercials.

Commercials insulted their intelli-
gence.

And they didn’t believe a lot of
them.

Content and Credibility

While it was obvious both profes-
sors and students spoke from a vast
amount of ignorance (that was why
we were there: to help improve their
understanding of advertising), the
experience was sobering.

If the attitude of these students is
typical—and from all the evidence
I’ve seen. it is—then television during
the next 10 years is going to nee(l
more than color to retain its pre-
eminence as the major mass medium.

It is going to need content and
credibility, as well as color.

Programs that satisfy the artistic
social and intellectual interests of a
maturing, more literate America.

Commercials that are not only col-
orful, but credible.

Commercials that invite involve-
ment and above ail—belief.

For. if the coin of credibility is de-
based, we diminish the eflectiveness
of the medium-—and no amount of

I’s a long time
The CBS New York 20-Year

Cluly now boasts 494 members,
including those recently in-
ducted. In addition, there are
some 290 members in various
company outlets across the
globe.

SYSTEMS
ENGINE‘ERING

FRANK A. ZOELLER
TELEVISION SYSTEMS CONSULTANT
20 Yrs. Experience
Box 366 @ San Carlos, Cal. 94070 e (415) 593-1751
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The Atlanta Advertising Club formed a new advertising education foundation
last month. The foundation was officially organized and chartered with an
initial trust fund grans of $10,000. Taking part in the ceremony to establish
the foundation were (front row, I. to r.) George Crumbiey, member of the
Ad Club’s board of directors; Don Heald. current president of the Atlanta
Ad Club and member of the board of trustees; and James Yandle, Ad Club
secretary; (back row, l. o r.) Dick Hodges, former president and member
of the board of trustees; and Jack Bolion, club vice president and head of
the recently namned fund raising commitiee of the Education Foundation.

miracle we all deserve to have it be-
come. With programs that ennoble
and inform as well as entertain, and
comunercials that are witty, urbane
artistic and maybe even sell.

Very soon now, Flower Children.

color is going to help.

There is one consolation: 10 years
from now the Color Generation will
be running the show.

After they have cut their hair and
washed behind their ears and abolish-
ed war and cleaned up the cities and it’s going to be all yours.
made all men brothers, they can take Good luck—and keep it flowering.
on television and make it the shining ]

Series of receptions at Avery-Knodel’s New York headquarters marked rep’s
appointment to handle WDCA-TV. Washington uhf indie. Viewing taped
highlights of station’s programming are, I. to r., David N. Simmons, A-K
eastern sales manager; Richard Close, spot tv supervisor, General Foods and
former vice president, NBC Spot Tv Sales, and Milton Grant, president and
general manager of the station. In rear is Alfred ]. Larson, A-K sales develop-
ment manager.
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Peport [rom $rds

Radio Programming Stalements

Programming statements will appear starting in October issues. Of the 1,200 re-
ceived to date, 500 will be inserted in October, 400 are scheduled for November, and
300 have been returned for editing because of inclusion of promotional language.

As you know, stations voluntarily submit statements. Some have refused, because
they say a statement in print cannot hope to capture their image, or their person-
ality, or their distinguishing characteristics. SRDS agrees. We are not seeking such
information. What we want are auditable statements which describe what the sta-
tions program on the air. We would very much like an expression from you.

TV Grid Raes

Approximately 100 TV stations do not now provide to SRDS all of their rate informa-
tion available for their stations. SRDS has called attention to this oversight and has
requested full disclosure of their rate structures to be reported routinely.

SRDS will publish all rate information submitted by the station, as it does for any
other medium.

Most advertising media demand prompt and immediate reporting of their rate struc-
tures in SRDS. We are only too willing to comply to assure all who evaluate media
the full rate information they are entitled to have as they want and need it. Please
tell us if this would be helpful.

Do you see “Report to SRDS Users?” This monthly news bulletin describing trends
in the buying of media and how SRDS is keeping up or a step ahead, will be sent to
you upon request—without charge.

Write to:

Slandard Rate & Dala Service, Inc.

national authority serving the media-buying function
5201 Old Orchard Road, Skokie, 1llinois 60076
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Tv in 1972

What will the US. and tv be
like five years from now in com-
parison with todav? These are the
predictions of Victor G. Bloede,
execulive vice president of Benton
& Bowles:

Population-—1967, 200 million;
1972, 215 million.

Retail sales—1967, $335 bil-
lion; 1972, $1460 hillion.

Retail food sales 1967, $75
billion; 1972. 8116 billion.

\d expenditures—1967, $17.5
billion: 1972. 824 billion.

Tv ad expenditures—1967. al-
most $3 billion; 1972, over $5
billion.

Color tv penetration—1967, 27
per cent; 1972, 67 per cent.

Ads in prime network time.
1967, three commercial minutes
per half hour; 1972 four com-
mercial minutes (as much as seven
minutes per half hour on daytime
network v

Primetime station break—1967
42 seconds: 1972, 60 secends.

optical photography
aerial image
anamorphic photography
liquid gate
animation

78

FILM OPTICALS INC.

KEY TO QUALITY

Clients (Continued from page 35)

when the shipment arrives he dis-
covers 25 of them are Cadillacs.

Will  color’s additional impact
mean additional charges to the ad-
vertiser? This was attempted in col-
or’s early history. but soon dropped.
Little is said publicly about the sub-
ject these davs but at the recent man-
agement/programming seminar of
Tv Stations, Inec, in New York,
Hugh Beville, vice president for
planning at NBC, told the gathering:
“As the bulk of the tv audience be-
comes a color audience. we can an-
ticipate the opportunity to price col-
or programming st a rate which will
reflect the added values which color
provides advertisers.”

This does not mean, however. NBC
is thinking of tacking on a surcharge.
It means, says David C. Adams,
senior executive vice president of
NBC, that “as more and more view-
ers see tv in color, its value increases
so 1v's circulation is worth more.”
The increase will be a gradual affair
Adams predicts, and there will he no

NEW YORK PL7-.7120

etlort to single out color as one factor
in the rates and attach a value 10 it.
It is likely this thinking will repre-
sent the norm among broadcasters as
color penetration increases.

Meanwhile, some skilled admen are
helping their clients take advantage
of color tv’s powerful leverage—
which, it is expected, must sway the
costs-too-much  holdouts. Like the
apparel industrv, for one.

According to one network spokes-
man, color tv’s courtship of the ap-
parel industry today is much like the
same situation with color tv and the
cosmetics industry four years ago.
At that time, according to one story
going around, the crusty board chair.
man of one of the major cosmetics
firms flatly declared, “I’'m not going
to put my money in color television.
Thev haven’t got enough control over
their colors. I’d rather show gray lip-
stick than the wrong shade of plum.”

He’s hip-deep in color tv today.
When his competitors all went to
color tv he couldn’t let them mo-
nopolize the medium’s sales power.

The skiliful user of color tv must
recognize the assets and limitations
of the medium. The novice adman
tries to use color tv the way he would
use a four-color magazine ad. It
won’t work. With print, vou can
speciflv match colors and, if the book
uses a good printer, you’ll get pretty
much what vou ordered.

But the extra power of color
can be turned to an advantage despite
its lack of final color control. A 1op-
notch example currently being seen
is Clairol’s “Innocent Blonde” which
features half-a-dozen Dblonde little
girls, all about six vears old, with
hair shades covering the entire range
of blonde childhood. The commercial
has universal appeal no matier what
color vou make the kids’ hair. The
idea was conceived by Shirley Poly-
kofl. vice president and associate cre-
ative director at IFoote, Cone & Beld-
ing.

The apparel industry amay get ideas
to use color tv from the l.ees Carpet
“Swatch” commercial which features
scores of diflerent color swatches of

Trade Paper Public Relations

for Local TV & Radio Stations

MORTON WAX
200 West 51st St., New York, N.Y. (212) Cl 7-2159
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rpet  being thrown into a multi- . isting level offers opportunities be-
ed heap while the voice-over tells The real thing yond the greater impact ?f commer- |
bewildered hor_nem?ker and her A replica of the ranchhouse cials and the higher audience levels ' ﬁ
sband, . . . 255 different colors. seen every Sunday night on among color homes. . =
5 chances to disagree. Okay now, Bonanza was the most l?eavily- Color set owners are nch?r and
d come out fighting.” Credit og : : better-educated. A Brand Rating In-
B ang come 5o visited attraction at the Arizona .
r the “Swatch” idea goes tc Gary State Fair. where it drew dex study for 1966 (reflecting data |
.yer, art director at Doyle Dane 25.000 visitors mainly adults, from December, 1965, when the -
.rnbach. The copy was by Rita Con- act,:ordinw o "managor Larry study was made among adult wo- g
r and was her final effort for Doyle ° c men) showed color set ownere with 7
ior to h el o Rupert. dian i of $9,264 com-
ane prior to her move last August The “open house” was a a median mcome s ] =
Wells, Rich, Greene. . pared with the national median of z
; joint venture of Lorne Greene, famili hich =
Among the most important efforts the program’s star, and NBC $6,287. Further, families W §
cash in on color are those current- Eme”r{ze: ’ planned to buy a color .set in the P
going on locally as stations selec- HEEE next two years had a median income S
ely wean important department of $8,630. .
ores away from newspapers by  also been taking advantage of color. The study also showed that a high-
Iping them tailor color tv adver- It is stores such as these that may  er proportion of color set owners
ing to their particular needs and be the channel through which the and prospective huyers attended high 0
costs the storas can afford. Net- major apparel manufacturers funnel  school and college than the general |
ork-owned stations are playing a money into color tv. “Jonathan level of women. )
y role shepherding retailers in tv Logan will go in through retailers,” These differences will obviously
istures: wes-Tv New York, work- says Interpublic’s Bunker. “The de- disappear as penetration .reaches
g with Abraham & Straus, part of  partment stores think local. They  broader levels. In the meantime, say 3
¢ Federated chain, and wymag-Tv  don’t want national advertising by broadcasters, they represent goqd
hicago with Carson, Pirie. Scott.  the apparel manufacturer.” reasons not to wait. Next year “"_“ £
ther Federated stores—Filene’s in While some advertisers wait for indicate whether advertisers take this =
»ston and Rich’s in Atlanta—have  increased color penetration, the ex-  to heart. = -
First October TvQ-Top 10 Evening Networl: Programs by Income -
Income Groups
Total Total Under  $5,000- ~ $7,000- $10,000
Sample Adults $5,000 $6,999 $9999 & Over
Ranlk Program Fam* ToQ** Fam TvQ Fam TvQ Fam TvQ Fam TvQ Fam _ TvQ =
I Walt Disney o5 12 85 3 83 1L 8 8 8 37 82 38 3
2 Family Affair 5 1 6 3 6 3+ 60 35 63 39 5i 3l
3 Saturday Night Movies 71 40 78 39 71 41 81 43 86 40 79 33 )
4 Garrison’s Gorillas 32 39 30 35 29 35 37 33 33 34 22 40
4 Mission: Impossible ' 39 67 37 606 39 65 37 72 37 63 34 o
. Bonanza 90 39 93 39 92 50 95 36 95 32 91 32
7 Gomer ’vle. USM.C. 31 38 81 32 87 39 88 37 85 22 78 29
7 Guns of Will Sonnett 31 38 31 30 35 36 38 26 29 26 23 29
9 Dean Martin Show 71 37 80 40 73 38 78 44 86 37 84 41
9 Flying Nun 52 37 45 21 44 30 56 19 48 26 35 19
Top 10 Evening Network Programs by Market Size
Market Size Groups ) S
Total 2 mil. . 50,000- Under
Sample & Over 2 mil. Yo mil. 50,0000 Rural
Rank Program Fam® TvQ** Fam TvQ Fam TvQ Fam TvQ Fam _TvQ  Fam  TvwQ
I Walt Disney 88 12 85 40 90 41 92 42 87 46 8 43 -
2 Family Affair 65 41 60 43 63 38 69 42 66 36 - 72 46
3 Saturday Night Movies 71 40 78 39 75 39 78 42 72 38 69 36 x
4 Garrison’s Gorillas 32 39 36 36 34 44 35 44 29 43 24 26 -
4 Mission: Impossible 67 39 65 10 68 41 72 39 67 37 65 38 :
1 Bonanza 90 39 85 31 89 36 95 43 93 41 93 49
7 Gomer Pyle, US.M.C. 81 38 75 36 86 31 87 40 89 40 87 46
7 Guns of Will Sonnett 31 38 28 32 33 43 38 43 31 35 29 37 ’
9 Dean Martin Show 71 37 74 10 71 43 75 33 73 33 65 31
9 Flying Nun 52 37 58 36 56 4 56 39 45 34 42 34
*Familiar—those who have seen program.
**TV(Q score—those familiar with program who say “it is one of my favorites.”
Copyright Home Testing Institute/TvQ, Inc., 1967. ;
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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
p— The Business of Broadcasting
station edited by Yale Roe, ABC-TV Network

Manageme™ Seventeen industry professionals examine the
S realities of operating a television station. All
phases of operation are thoroughly treated—
management, programming, news, advertising,
promotion, traffic, technical services, etec.
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 scripls, review questions. in-

dexed. $6.95

| et 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
[J WRITING FOR TELEVISION AND RADIO $6.95
NAINVIE - tar:: tabh - - 502 & - bbm il -1 2 o ADDRESS ||| 58: 2636 2 e 2 5% siein sl o slela
CITY .. i STATE ..........c.o..el. ZIP ..........

(Please add 50¢ per book for mailing and handling.)
[0 Check enclosed.

Teenage girls and tv

Of the 415 million appliances tha
teen-age girls will receive next yea |
as gifts, a hefty 700,0000 of them will |
be tv sets, according to a survey
from Seventeen magazine.

Parents provide the more than 12
millions gals between the ages of 13
and 19 with eight out of 10 cf their |
tvs, six out of 10 are given for no
special occasion as opposed to Christ-
mas or birthday presents.

The current teen owners can hoast
that 76.6% of their “privale” sets -
are portables and 7.4% are color.
And while 97.5% of the young ladies |
parents own sets (23.6% have both |
color as well as black and white)
11.8% of the teens tune in color only,
while 64.6% prefer to watch b&w
alone.

e

Off to the races

Station owner Jim Gilimore
is ofl to the races via his spon-
sorship of an Iudianapolis
racing car that has won prizes
for driver Gordie Johncock
and goodwill for Gilmore.

Known as the “Gilmore
Broadeasting Special,” the car,
when not setling records is
driven on personal appearance
tours for KODE-aM-TV Joplin
Mo., kcun-tv Tucson, Ariz.
wsva-AM-FM-TV  Harrisonburg,
Va., and weHdT Evansville. Ind.

Of human bondage

A viewer's poeticizing sent to Taft
Broadeasting’s  Birmingham, Ala-
bama stations was aired as a WKRC-
Tv editorial entitled A !History of
Mankind for the Past Forty Cen-
turies.

The blank verse read lik= this:

Bondage brings faith,

Faith brings courage

Courage brings liberty,

Liberty brings abundance,

Abundance brings selfishness,

Selfishness brings complacency,

Complacency brings apathy,

Apathy brings dependence,

Dependence brings bondage.

Accompanying the offering vzas the
author’s suggestion 1o “‘start any-
where in the eycle and you'll see that
it runs the full course and gets back
to the starting point.”

Television Age, December 1, 1967



n an attempt to use to best pos-
sible advantage the myriad in-
nation pouring in daily from
arch sources such as Nielsen,
itz and Simmons, J. Walter
ympson, New York, has created
ew executive position—manager
nedia planning—and filled it with
energetic and proven young man
Robert W. Welty.
n explaining his position, Welty,
o has been with JWT for nine
rs. reporls that the agency has
“nake sure that the best and
st marketing tools and analysis
tems are brought to bear in de-
oping account media strategy and
plementing them.”
Welty describes himself as the
al point for marketing information
it relates to media decisions. He
nts out that these decisions vary
m account to account and it would
nearly impossible to follow a gen-
| rule of thumb for all of them.

n his present capacity, Welty will
share the work load with nine
er associate media directors and
stafl of some 13 to 14 media
nners. These serve as assistants
the 10 associate media directors.
ere is, in addition to this task
ce. a broadcast department which
ndles network and spot buys as
I as a print buying group.
I'he key to the operation here is
erdependency for, as Welty in-
ates, the associate directors and
> planners work hand-in-hand with
> buying contingents.
Within their own group, the buyers
> given independence as far as
king on-the-spot buys goes. The
vers do have the authority to make
mediate purchases on most items
the medium demands. For they
ve learned that what might be
ailable in the way of buys before
nch is often gone before they finish
eir coffee.

he new manager of media plan-
ning admits, with a grin, to be
p to his knees” in computer op-
ations. Not that he minds, for

levision Age, December 4, 1967

In the picture

Welty indicates that the computer has
two distinct advantages to offer
agencies.

The first is the assimilation of ma-
terial and the second, an easing of
the work load, particularly for the
chap who used to have to push the
desk calculator.

That is not to say that everything
is coming up jim-dandy. Welty sees
a definite need to develop what he
terms “attitudinal” or psychological
standards above and beyond the basic
demographics of age and sex.

The current demography can be
misleading, he explains, insofar as
it is not really a precision indicator
of what a person can do. Taste and
personal behavior patterns, Welty ex-
plains, would be a better basis for
formulating marketing decisions. “I
would,” he continues, “like to see a
breakthrough in this area within the
next five years.”

The second area of potential dan-
@er related to computers, according
to Welty, is the need to supply the
machine with carefully thought-out
information. Marketing strategies
must be mulled over and discussed
in detail before being fed into the
machine.

roudly, Welty reports that J.

Walter Thompson is able to
take this bull by the horns. At least
once or twice a year, the media
people meet with the research account
executives and they hold information
review meetings to check against the
possibility of feeding invalid infor-
mation to the computer.

Present are Welty; Dick Jones,
media director; Marvin Antonowsky,
director of media research, and ac-
count executives for specific ac-
counts. Between them, they feel they
provide the computer with material
to enable it to work to the best of
its abilities with the help of the hu-
man element.

Welty makes it a point to get to
see as many media presentations as
possible. This, in his busy schedule,
generally averages out to about two
or three per week.

ROBERT W, WELTY
Fills new post at J. Walter Thompson

Media planning is becoming more
precise than ever before possible,
Welty says, essentially because as
the information grows, so does the
opportunity.

I n reaching this level of precision

the media people, with the re-
search data available to them, are
even now more thorough than in
the past.

Welty is a champion of color tele-
vision both as a viewer and as a
marketing strategist. Color tv is
good, he affirms, essentially because
it is a more effective means of com-
munication than a black and white
set.

Born in the small California com-
munity of Lodi, near San Francisco,
Welty went to school locally and
helped his mother operate their vine-
yard in his free time. Part time jobs
filled in his schedule until 1943, when
he went into the Armv.

After serving his term he went to
the University of Southern Cali-
fornia, majored in Business Adminis-
tration, and graduated in 1950 with
a B.S. degree.

His first “real” job was as media
buyer with Young & Rubicam in
Los Angeles and San Francisco,
where he handled such accounts as
Hunt’s Foods and Union Oil.

He left the coast and Y&R in 1958
with his wife and one-year-old daugh-
ter to join JWT. He now has a house
in Wilton, Conn., and an eight-year-
old son. ]
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THE LIGHTER SIDE

In camer:

The New York Yankees have in-
creased the price of reserved and
box seats for the 1968 season. Re-
served seats will go from $2.50 1o
$2.75 and about half of the 19,000
box seats will be upped to $4 from
$3.50.

Gee, maybe that will keep down the
cost-per-1,000. on CBS-TV.

* # *

Johnny Carson, we’re told by
NBC-TV, received oodles of mail
when his turtleneck sweaters, which
he was to wear in his appearance at
Las Vegas, were stolen from his
rented car. Included in the mail were
many donated sweaters, among them
one from a writer who knit a while
version with one arm longer than the
other. The Tonight staff is returning
the sweaters whenever possible and
donating the others to charity.

They should have kept the while
one. It would be great for lohnny
when holding up products as he leads
Into « commercial.

* ¥ *

When Bob Hope was asked about
his opinion of Bing Crosby during
an interview for the recent NBC-TV
special, The Eternal Hope, he an-
swered, “l enjoyed every dollar of
our relationship.” The comedian also
explained the pleasure he ge!s out of
entertaining troops: “The kids greet
you like a paid-up relative.”

A recent kKNBC Los Angeles pro-
gram on its Survey series points out
that pedestrians in ancient Rome
were also endangered by traffic be-
cause of wild chariot drivers.

Sull, when you get down to it, it’s
safer cleaning up after horses than
breathing polluted air.

* * *

And while we’re on the subject, tv
star Shelley Berman points out that
in New York when you wake up in
the morning and it’s quiet, you can
hear the birds coughing.

* * *

One of the CBS-TV specials on
The 21st Century displayed a proto-
tvpe of a robot man which will walk,
move its arms, legs and fingers and
even recognize coloxs and shapes.
This 3400 000 contraption, being
built by the National Aeronautlcs
and Space Administration, is now
powered by hydraulics, which allows
it to copy human motion.

However, technicians at Wright-
Patterson Air Force Base are pre-
paring to link the robot to a bionic
computer, which will give it life-like
movements. Ultimately, Air Force
scientists hope 1o sever the robot
man from his bionic computer “um-
bilical” cords by fitting an electro-
chemical brain into the robot’s skull.

Perhaps, sav the scientists, when

“Oh, all right. If it will make you feel any better, keep your
fngers crossed when you say you like it better than Brand X.”
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the cord is cut and bionic man j.
born, he will then tell us what h ¥
plans to accomplish in the Z1st Cer
tury.

Our guess is the first thing /zeai
want to do is build a girl robot.

* * * .'

Not all the telephone polls tv slar
tions are airing these days are abou i\l
Viet Nam, Sen. Robert Kennedy &
Black Power or the right of teacher il
to strike. WNYS-TV Syracuse, for it
first poll, asked viewers whether o
not thev wanted to replace the liot
at the Burnet Park Zoo which ha
died. The vote was overwhelmingly
in favor of doing se.

When zoo dlreclor Chuck Chif *
confirmed reports that the zoo’s only!
other lion was dying from the same t_‘
disease that killed the first, the sta
tion launched “Operation Lion Hunt”
and is soliciting contributions to
coven dhe| cost of @ pair of black- ¥
maned African lions.

We dare the station to air a poll \
asking who is willing to contribute
money for two lions. ‘

* * *®

In the documentary about the Rus- |
sian Revolution, Ten Days That!
Shook the World, produced by Gra-
nada Television in partnership with
Novisti of Moscow and distributed
by Westinghouse. two sequences of
the coronation of Czar Nicholas II
are shown, the first films to be taken |
in Russia. These are the only two |
remaining after the Czar ordered the |
others destroyed because he disliked
the sight of himself on film.

It seems that this f[eeling was
shared by others.

o

* * *

Quoth Barry Nelson anent his i
Hollywood films appearing on tv: |
“Theirs is a fate thal is most com-
mon with the screen of the past, that
screen which refuses to close the i
door on its haleyon glories. 1 get the
shakes and I’'m haunted whenever
that smaller screen, which shows no
mercy, starts re-running wild.”

When the residuals start re-run-
ning wild, those shakes should calm

down.
Television Age, December 4, 1967 l
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'KSTP OFFERS NEW IN-STORE MERCHANDISING SERVICES

. For more than 12 years, KSTP TV and Radio have provided their FEATURE M ERCHANDISING SERVICE to
. thousands of advertisers. Now this successful service has been improved to do an even more effective merchan-
.~ dising job for grocery product advertisers where it counts . . . in the store.

In the 5-county metropolitan Twin Cities area (where more than lalf of all retail food sales in Minnesota are
" made) KSTP offers a variety of services in 200 top-volume chain and independent supermarkets to help sell
your product. Here’s what it offers:

e 72 days of guaranteed special end-of-aisle dump or bin displays set up, checked
and photographed (for proof of performance) by the KSTP staff.

e A KSTP Merchandising Hostess to sample or display your product for 12 days
during a 13-week cevele. The product may also be couponed at no service cost
to you.

e Promotion of your product to key personnel at store level in 75 stores during a
13-week cycle.

e Pre-survey reports for your product to determine the most effective merchandising
services.

e As always, FEATURE MERCHANDISING continues to check prices, facings,
levels, competitive information, floor displays, label deals and other pertinent
information, providing you with a checksheet report every 6Y2 weceks.

You may use 100% of one of the above services, or a percentage of cach of the above services as suits you best
during any period in which you qualify for this outstanding merchandising program. Also, couponing, shelf-
talkers, channel strips and other activities are still a part of this FEATURE MERCHANDISING plan designed
to add impact to vour advertising on KSTP Radio and Color TV.

For further details or testimonials call Juanita Johnson or s P TELEVISION 5

Promotion Manager Bill Davey at 645-2724, Minneapolis-

St. Paul, = ’ ' RADIO 15
MINNEAPOLIS * SAINT PAUL
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The New York Yankees have in-
creased the price of reserved and
box seats for the 1968 season. Re-
served seals will go from $2.50 to
$2.75 and about half of the 19,000
box seats will be upped to $4 from
$3.50.

Gee, maybe that will keep down the
cost-per-1,000 on CBS-TV.

- *

Johnny Carson, we’re told by
NBC-TV, received oodles of mail
when his turtleneck sweaters, which
he was to wear in his appearance at
Las Vegas, were stolen from his
rented car. Included in the mail were
many donated swealers, among them
one from a writer who knit a white
version with one arm longer than the
other. The Tonight staff is returning
the sweaters whenever possible and
donating the others to charity.

They should have kept the white
one. It would be great for Johnny
when holding up products as he leads
mnto a commercial,

# #* -

When Bob Hope was asked about
his opinion of Bing Croshy during
an interview for the recent NBC-TV
special. The Eternal lope, he an-
swered, “‘l enjoyed every dollar of
our relationship.” The comedian also
explained the pleasure he gets out of
entertaining troops: “The kids greet
you like a paid-up relative.”

A recent kNBc Los Angeles pro-
gram on its Survey series points out
that pedestrians in ancient Rome
were also endangered by traffic be-
cause of wild chariot drivers.

Still, when you get down to i1, it’s
safer cleaning uv after horses than
breathing polluted air.

* * *

And while we're on the subject, tv
star Shelley Berman points out that
in New York when you wake up in
the morning and it’s quiet, you can
hear the birds coughing.

* * »®

One of the CBS-TV specials on
The 21st Century displayed a proto-
tvpe of a robot man which will walk,
move its arms, legs and fingers and
even recognize colors and shapes.
This  $400,000 contraption, being
built by the National Aeronautics
and Space Administration, is now
powered by hydraulics, which allows
it to copy human metion.

However, technicians at Wright-
Patterson Air Force Base are pre-
paring to link the robot to a bionic
computer, which will give it life-like
movements. Ultimately, Air Force
scientists hope 1o sever the robot
man from his bionic computer “um-
bilical” cords by fitting an electro-
chemical brain into the robot’s skull.

Perhaps, say the scientists, when

“Oh, all right. If it will make you feel any better, keep your
fingers crossed when you say you like it beiter than Brand X.”
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the cord is cut and bionic man; 14
born, he will then tell us what &
plans to accomplish in the Z1st Ci.
tury.

Our guess is the first thing h
want to do is build a girl robot.

* * *

Not all the telephone polls tv a @
tions are airing these days are abo T}a*
Viet Nam, Sen. Robert Kenneciw
Black Power or the right of teache
to strike. WNYS-TV Syracuse, for !
first poll, asked viewers whether =
not thev wanted to replace the lis
at the Burnet Park Zoo which hi
died. The vote was overwhelming
in favor of doing so.

When zoo director Chuck Cli
confirmed reports that the zoo’s on (%
other lion was dying from the san
disease that killed the first, the st =
tion launched “Operation Lion Hun' ¢
and is soliciting contributions |
cover the cost of a pair of blac '}
maned African lions.

We dare the station to air a po
asking who is willing to contribui
money for two lions.

* W *

In the documentary about the Ru:
sian Revolution, Ten Days The
Shook the World, produced by Gre
nada Television in partnership wit
Novisti of Moscow and distribute
by Westinghouse. two sequences o
the coronation of Czar Nicholas ]
are shown. the first films to be taker
in Russia. These are the only tw
remaining after the Czar ordered thi
others destroyed lhecause he dislikec
the sight of himself on film.

It seems that this feeling wu:
shared by others.

* * *

Quoth Barry Nelson anent his
Hollywood films appearing on tv:
“Theirs is a fate that is most com-
mon with the screen of the past, that
screen which refuses to close the
door on its halcyon glories. | get the
shakes and I'm haunted whenever
that smaller screen, which shows no
mercy, slarts re-running wild.”

When the residuals start re-run-
ning wild, those shakes should calm
down.

Television Age, December 4, 1967
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/(STP OFFERS NEW IN-STORE MERCHANDISING SERVICES

‘or more than 12 years, KSTP TV and Radio have provided their FEATURE MERCI IANDISING SERVICE to
housands of advertisers. Now this successful service has been improved to do un even more eftective merchan-
lising job for grocery product advertisers where it counts . . . in the store.

n the 5-county metropolitan Twin Cities area (where more than half of all retail food sules in Minnesota are
nade) KSTP offers a variety of services in 200 top-volume chain and independent supermarkets to help sell
our product. Here's what it ofters:

e 72 davs of guaranteed special end-of-aisle dump or bin displays set up, checked
and photographed (for proof of performance) by the KSTP staff.

e A KSTP Merchandising Hostess to sample or display vour product for 12 days
during a 13-week evele. The product may also be couponed at no service cost
to you.

e Promotion of vour product to key personnel at store level in 75 stores during a
13-week evele.

e Pre-survey reports for vour product to determine the most effective merchandising
serviees.

e As always, FEATURE MERCHANDISING continues to check prices, facings,
levels, competitive information, floor displays, label deals and other pertinent
information, providing you with a check-sheet report every 6%2 weeks.

You may use 100% of one of the above services, or a percentage of eacl of the above services as suits you best
luring any period in which you quality for this outstanding merchandising program. Also, couponing, shelf-
alkers, channel strips and other activities are still a part ot this FEATURE MERCHANDISING plan designed
‘o add impact to your advertising on KSTP Radio and Color TV.

TELEVISION 5

RADIO 15
MINNEAPOLIS * SAINT PAUL

For further details or testimonials call Juanita Johnson or
Promotion Manager Bill Davey at 645-2724, Minneapolis-
st. Paul,
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