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1 first
crease in early-
'ening information
cgramming in

e Twin Cities...

{STP NEWS
O’CLOCK REPORT

This flexible half-hour is a new communications concept, live and in color, Monday
through Friday on Channel 5.

Anchored by veteran newsman Bob Ryan, the KSTP NEWS 5 O'CLOCK REPORT
presents hrief summaries of late news developments but concentrates on coverage in
depth of “special interest” areas: agriculture, arts, law, medicine, religion, science,
education and more—the Twin Cities' first regular television coverage of these areas.

The entire, award-winning KSTP NEWS staff participates with the specialist in each
field reporting in his area.

The KSTP NEWS 6, 10 and Midnight REPORTS remain as scheduled.

Represented Nationally by Edward Petry & Co.
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COLORFUL

San Diego’s Sports Station

X San Diego Chargers Professional Football

K Notre Dame Football X AFL Highlights
X San Diego State College Aztecs Football

X Auto Racing K Golf % Boxing % Skiing

% San Diego’s Most Comprehensive Sports Coverage

COMPLETE COLOR PRODUCTION FACILITIES

KCST €) TV

San Diego California
BASS BROADCASTING DIVISION

Mel Wheeler — Presidant

The
Represented by % Hollingbery

Company

KFDA:TV, Amarillo, Texas e KFDW-TV, Clovis, New Mexico KFDO-TV, Sayre, Oklahoma e KAUZ-TV Wichita Falls, Texas
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WISN-TV’s newsfilm,

" Just
Another

Duyll

Apoignant Christmas story, filmed by our Chief Photographer, Mike Crivello, has won 1st place
d@the best TV general newsfilm in the world at the World Newsfilm Festival in London. It's the
lrest in a long string of awards for this feature and for our news department.

11968 alone, WISN-TV newsfilm photographers won 27

Mjor awards. That is a record, we daresay, few, if any, stations
irthe country can challenge. And it's proof, beyond doubt, that
wen it comes to the Milwaukee market,
ecellence in TV news means WISN-TV.
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The Class of '68

As the new year gets under way, we’d like to pass
out a few summa cum laudes to programs that have
received high marks from the television audience
this season. These really were the class of 1968.

Because of their popularity (and the popularity of
dozens of others), NBC is:

[] The top-rated television network
during prime-time (7:30-11:00 ET).

[J Prime-time leader among viewers
ages 18-49 (by a 14% margin over
the second most popular network).

L] The only network with larger
prime-time audiences than in the
previous season (an increase of 7%).

[1 The network presenting three of
the five most popular weekly programes.

[J The network that has presented 14
of the 20 most popular Specials.

Source: Nielsen Television Index. Season-to-da te computed from respective starting
-dates of each network, through week of Dec. 16-22 (last full-week national Nielsen
estimate of 1968). Audience estimates subject to qualifications available on request,




Laugh-In

Most Popular
Adventure Program

Bonanza

Most Popular
Movie Night

'NBC Monday Night
at the Movies

Most Popular
New Star
Diahann Carroll
as Julia

Most Popular
) \_"ariety l’_rogram ]
The Dean Martin Show

Most Popular
Family Special

Heidi
(Nov. 17)

Most Popular
__Specia)
Bob Hope

Most Popular
Comedy Program
Rowan & Martin's
Laugh-In

.
Most Popular
Musical Special
Elvis
(Dec. 3)
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Then join the experts

v a 'rh.e informed Q;%.f‘*
professionals on h e
Wall Street and in the
financial community who

read and rely on The Magazine Of
Wall Street.

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

Special studies include stock split
candidates, mergers, newcomers to
the Big Board, earnings reports,
new scientific and technological dis-
coveries, GNP, consumer buying,
capital spending . .. probing behind
the figures to give you expert in-
terpretation,
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Controls
omputefs
‘c;ommuniahonl

* Company
profiles

® Market trends

® Charts and
tables

i o Special columns

on Washington,

Taxes, Specula-

tion, Inquiries.

2

The Magazine =~
of Wall Street

120 Wall Street
New York, N. Y. 10005

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

Name

Address
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2] COMPUTERIZED TIMEBUYING—SNARE FOR SELLERS?
Not one but two proposals have been made recently, but there

are no /I()S(IIIII(IS (Lpp(u'enl.

spot agency.

pinpointing consumer behavior and attitudes

236 new products and services, up

24 TED BATES: COMPUTERS SHOULD BE SEEN AND
NOT HEARD
While automation has its place in media, i’s people who
male the difference ar the nation’s “largest”
26 A CONSUMER IN EVERY PIGEON-HOLE
Psychographies-
s allracting great interest but its application to media plan-
mng is in dispute.
26 BUREAUCRAT AT THE FCC
H. Rex Lee, newest Commissioner, has never worked outsid.
the U.S. government, looks like a middle-of-the-roader.
30 THIRD QUARTER SPOT NEWCOMERS
Spot scores heavily, with
a fat 75 per cent over 1967’s third quarter,
DEPARTMENTS

8 Publisher’s Letter
Report to ihe readers

9 Letters to the Editor
The cusiomers always write

13 Tele-scope
Whats behind the scenes

15 Business Barometer
Measuring the trends

19 Newsfront
The way it happened

31 Viewpoints
A no-holds-barred column

32

10

41

59

60

Film/Tape Report
Round-up of news

Wall St. Report
The financial picture

Spot Report
Digest of national activity

One Buyer's Opinion
The other side of the coin

In the Picture
A man in the news

In Camera
The lighter side

Television Age is published every other Monday by the Television Editorial Corp-

Publication Office: 34 N. Crystal St., E. Stroudsburg,
1270 Avenue of the
Controlled circulation

tising and circulation offices:
York, N. Y. 10020. PL 7-8400.

Pa. Address mail to editorial, adver-
Americas, Rockefeller Center, New
postage paid at New York, N. Y.

Television Age, January 27, 1969

‘_—




!

‘felevision
Age

Wi, XVi No. 12
Editor and Publisher
S. J. Paul
]
Editorial

Etorial Director: Alfred J. Jafle
Maaging Editor: Bill McGuire
Fn Editor: Tom Summers

¥ancial Editor: A. N. Burke

Sd Writer: Mark Chait

Wshington Correspondent: Jay l.ewis
Ftorial Assistant: Sue Bricker

9
Advertising

Arertising Director: Norman Berkowitz
Etern Sales: Marguerite Blaise

®
Sps Service Director: lee Sheridan
®

I'duction Director: Fred Lounsbury
(:ulation Director: Evan Phoutrides
Hiness Office: Miriam Silverman

®
Branch Offices
Midwest

Paul Blakemore, Jr.
6044 N. Waterbury Road
Des Moines, Towa 515-277-2660

South

Herbert Martin
Box 3233A
Birmingham, Ala. 35205
205-322-6528

United Kingdom

I'. A. Smyth & Assoc.
35 Dover Street
London, W. 1, England

h:mber of Business Publications
Audit of Circulations, Inec.

BPA

BEVISION  AGE is published every  other
Ynday by the Television Editorial Corp.
litorial, advertising and circulation office:
LD Avenue of the Americas, Rockefeller
(Gater, New  York, N.Y. 10020. Phone:"
£2) PLaza 7-810. Single copy: 50 vcnls.'
Yorly subscription in the U.S. and pos-
stions: $9; Canada: $9; clsewhere: $]5.|
ETelevision Editorial Corp, 1969. The en-
h contents of TELEVISION AGE are pro-!
ted by copyright in the U.S. and in all
dintries signatory to the Bern Convention
U to the Pan-American Convention,

Levision Age, January 27, 1969

KBOI-TV Boise

Leads from 9 am to Midnight (Sunday thru Satur-
day) with 569, share of audience.*

KBOI-TV Boise

Leads in the Afternoon with 71, share of audience
|2 to 4 pm (Monday thru Friday)*

KBOI-TV Boise

Leads in Prime Time 6:30 to |0 pm (Sunday thru
Saturday) with a share of audience of 54%.

KBOI-TV Boise

Has one of the finest news staffs in the Mountain
States. For example, the news period at 5:30 pm
has 67%, share of audience (Monday thru Friday).

* Average quarter-hour share of audience.
Source ARB March 1968

» KIBOR

TELEVISION

KBOI-TV Boise, ldaho

REPRESENTED BY
KATZ TELEVISION

ACOS RILATE
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The

Technique

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 caimeraman.

This book is the first compreheasive
study of the modern film camera
in all its forms, from 70mm giants
to the new Super 8s. Comparative
material is included on virtually all
film cameras available from the
U.S.A,, Britain, France, Russia, 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

»
|

| 1270 Avenue of the Americas
| New York, N.Y. 10020

|

|

|

| Gentlemen: |
Enclosed find $ for  copies of “The :
!

|

|

|

——

Technique of the Motion Picture Camera.”

| State .......... ... . Zip .. ...... I
| Add 50¢ Pper copy for postage and handling. |

D.—————_——————_———_r
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Letter from the Publisher

Outlook for spot

There are good reasons to be optimistic about national
and regional spot these days—and that applies to the
long-term as well as the short-term picture. There is
practically universal agreement that spot billings will bhe
up in 1969. The consensus of major, independent reps,
as detailed in TELEVISION AGE’s Review and Forecast
issue (January 13, 1969), is that spot billings will rise
about 8 per cent.

While it is true that this represents a series of guessti-
mates, the prediction is basd on more than internal rep
calculations. Agencies were consulted about upcoming
budgets, many of which were firmed when the reps queried
their customers.

Furthermore, there are certain patterns that act as in-
dicators. The first quarter of this vear, for example, is
already deseribed as a strong one, one reason being healthy
network business. This often means overflow business for
spot.

Spot has already gathered momentum from a good year
m 1968. Based on “Business barometer” hgures for 10
months, spot gained about 12 per cent over 1967, The
second and third quarters were considerably higher than
the first and October ran higher than the 12 per cent
monthly average, 17.6 per cent up, to be exact.

The switch to 30s

One negative factor in spot’s future is the move to the
30-second announcement and the parallel decline in the
use of minute announcements. This reflects a drop in
the average amount of time purchased per brand.

However, for 1969, a least, the outlook for new prod-
uets is a healthy one. That, together with expected rate
increases, will more than offset whatever je lost by the
switching of 60s to 30s.

From the station point of view, another offsetting factor
is the genuine breakthrough in retail advertising, Led by
bellwether Sears, department stores in particular have
been increasing their tv expenditures at a remarkable rate.
As the new generation of department store promotion ex-
ecutives moves into power, this expenditure expansion will
continue.

Most important to spot’s future is a key marketing
development that is emphasizing local strategy. Part of this
is due to growing sophistication in marketing and part is
due to the increasing amount of information available on
local brand sales and shares. Whatever the reasons. spot
will benefit,

Cordially

/-W
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Letters

to the
Editor

EV keeps coming

was most interested in vour arti
J on the siatus ol educational tele-
vion and the problems it faces
(TV, you've come a long way, TELE-

von Acr, November 18, 1063,
pre 28
'he latest hreakthrough in the

id, of course, is the rate intercon-

o tion agreement and the expansion
sservice that began January L.

RICHARD MAGAT

Director

The Ford Foundation

New York

Vistward ho, commercials?

read with interest the Commer-
¢ls Issue of Television Age (Octo-
7. 1968). which was subtitled

There's
more fo

KVAL

~ than meets
the eye

Audience and related data based on estimates provided by
ARB/NSI and subject to qualifications issued by these services

Llevision Age, lannary 27. 1969

“What’s happening where the action
is.” It is apparent to me that you
are reallv forgetting “where the ac-
tion is” these davs, particularly since
most of the New York advertising
agencies have discovered the more
exciting commercial film producers
in Los Angeles. and also the new
musical sounds emanating from the
West Coast.

l.os Angeles happens to be the
home of such great award winners as
N. Lee Lacy/Associates, John Urie
& Associates and Murakami-Wolf.
These are just a few of the exciling
commercial film production houses
which have been contributing sig-
nificantly to an upgrading of the
commercial product. They are joined
bv other enterprising young com-
panies such as Wakeford/Orloff
Kaleidoscope Productions, Spung
Jugey Works, and of course the well
established firms such as The Peter-
sen Co., Film Fair, EUE-Screen Gems,
and Cascade Pictures.

I'red Wolfl recently won an Aca-
demy Award for the animated film
Box and he has carried his creative
instincts over to the commercial field
verv successfully. Chris Petersen of

[ ]
SALEM

EUGENE
L)

C0o0s
® BAY L ]

PORTLAND

(4
SPRINGFIELD

ROSEBURG

The Petersen Co. has incorporated
the snorkel camera into a great man
new and exciting commercials for
such sponsors as Plvmouth and
Hunts.

It is our own personal opinion
that commercial production has been
moving out to Los Angeles at a stead,
increase due io the extremely creative
production houses available to the
advertising agencies and their crea-
tive staffs, and also because of the
new sounds coming from arranger-
composers who have heen making
hits in the recording field.

Names such as Artie Butler, Peri
Botkin, Jr., and of course Jimmy
Webh have become extremely active
in the musical field, and they are re-
placing the work of manv of the
established jingle houses which are
fading into the sunset.

The activities of the film labora-
tories in research and development
have contributed to the great techni-
cal achievements at West Coasl pro-
duction houses.

HARLES H. STERN
President
Charles . Stern Agency. Inc.

l.os Angeles

KVAL DOMINATES

180,300 TV homes with an
effective buying income of
$1,956,187,000, the Pacific
Northwest's fourth largest
market . . . with 27 of the 30
most-viewed programs week
in and week out. No other
single media buy can deliver
more because of mountains
and duplication restrictions.

KVAL DELIVERS

a 5to 1 viewership lead in local news, prepared by
the market’s largest full time local news team . . .

proven feature programming with Mike Douglas,
Merv Griffin, live children's shows and the area’s
most respected public service department.
Check your current ARB or NSt Eugene.

THE ONLY SMALL NUMBERS ARE THE CPM...

Ask your HOLLINGBERY man.
damd ©' ART MOORE & ASSOC. in Seattle
and Portland.

KVALI|TV

EUGENE, ORE.

SATELLITES |

KCBY-TV, COOS BAY
KPIC-TV, ROSEBURG



..100%

~ transmitter
redundancy...
100%
transmitter
standhy...

Off-air time —even just when switching from
main transmitter to standby —is one budget-
spoiler that parallel operation can take care
cf once and for all. Qur paraliel VHF-TV's
have been logged at 150,000 hours of com-
bined operation — with less than 60 minutes
off-air!

But that's only one of the budget advan-
tages of parallel operation.

Consider initial cost. If you bought a 25KW
main and a 25KW standby, you would invest
about $279,000. Reduce the standby power
to 12.5KW and you would still spend about
$245,000. But a pair of RCA transmitters —
parallel mains for 25KW — cost only about
$237,000.

Consider day-to-day costs. In many areas,
operating costs, maintenance costs, power
costs, tube costs all drop markedly. (See
new brochure for substantiating data)
Consider performance. Parallel operation
assures 100% redundancy for full-time
dependability. By diplexing two transmitters
you gain a standby “hot” exciter that is
ready to go when needed. And. of course,
with RCA transmitters you deliver superior
monochrome and color pictures all the time.

We've worked out a number of standard
packages that meet most of the standard
requirements. For low-band systems, we
offer parallel 6KW, 12.5KW, or 15KW's. For
high band, channels 7-13, we offer parallel
SKW, 12.5KW or 25KW systems.

As soon as you're ready for “paralleling”
call your RCA Broadcast Represéntative.
Or write for our new brochure to RCA
Broadcast Equipment, Bldg. 15-5, Camden,
N. J. 08102.

Broadcast
Equipment







The results are in: *

for the
Rockford, lllinois

market
WCEE-TV’S
THE ONE!

34 Sha re- Sign On to Sign Off

Sun. thru Sat.

43 Share- 32V Noen

Mon. thru Fri.

41 Share- oo

Mon. thru Fri. ‘

37 Share- :rv-sem |

Mon. thru Fri

32 Share_ 6:30 PM—-10 PM

Sun. thru Sat.

R

P T —

*K

NOV. 1968 — ARB TELEVISION
AUDIENCE ESTIMATES — AVERAGE
QUARTER HOUR

CBS AFFILIATE / ROCKFORD - FREEPORT, ILLINOIS

Competitively Priced — See Meeker Representative

A LEADER - - - FULL COLOR FACILITIES - - - 439 COLOR PENETRATION IN METRO AREA
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:dia buying services? He loves them

Jutside media buying services are not in the least con-
Hversial to Doug Burch. He’s media director of the Wil-
. Harrell Agency, Westport, Conn., house agency for
Nlson Harrell International, military marketing spe-
lists and manufacturers of Formula 409 spray cleaner.
ﬁ‘l love them,” says Burch, who has been placing all of
¥ rrell’s multi-market spot tv through US. Media for
fout a year (the company is believed to have sunk about
45 million into spot last year.) Why is Burch big on
Y services? “They buy as well or better than I’ve ever
I:n able to buy,” he says candidly, “and I've been in
| & agency business for 20 years. Not only that,” adds
41 one-man media department. “but if I'm buying 85
| dirkets all by myself, come and see me in the hospital.”
| Burch draws up his plan, gives 11.8. Media his market
| I, together with grp requirements in each market, and
| Nat he has to have in terms of day parts, reach and fre-
| kency and demographics. The service goes in with his
| Jdget and. according to Burch, proceeds to buy at an
| kerage of six to eight per cent below what he could get
J 1: same avails for. U.S. Media bills him for gross time
i
|

| ¥d he pays them net, skimming his 15 per cent off the
1). “They do one thing for me,” he stresses. “they buy.
1 Y rest is up to me.”

| doolworth to spend big in television
| | The 40 major markets scheduled for F. W. Wool-
| Jorth’s big push into television this year embrace about
'\ 1300 of the variety chain’s 2,000 stores. Woolworth (es-
| fnated 1968 sales: $2 billion) has made about 10 60-
I %:ond color commercials to date. will gradually escalate
| § current rate of two a month.
| | Advertising director E. H. Hunt heads up the tv oper-
| ion. with broadcast coordinator Vie Incorvia handling
| lison between the company’s buying divisions and its
| Lency, Frank B. Sawdon. Inc., New York. Time is
| lught locally by Sawdon and pro-rated against the ad
{ *']ndgels of the stores in each market {no small task, that,
| hien vou consider the 250 Woolworth outlets in the New
| Drk market alone). Store managers are alerted four
| Jonths ahead to the merchandise slated for tv so they can
Jace their commitments. '
| Tt's estimated that between 20 and 25 per cent of Wool-
Hrth's ad money will go into tv this vear. Part of it will
1y for 100 per cent of a 60-minute Andy Williams spe-
nl scheduled for Mav 4 on NBC.

Iimeliness works for Shearson, Hammill

! While many brokerage firms have steered away from
llevision, trying to avoid the small new invester like the
jague, Shearson, Hammill is continuing to invest more
oney in spot tv. Their theme is. “lf vou want to know
that’s going on, ask Shearson, Hammill.”

The Wall Street firm last year spent $300,000 in a 26-
rzek buy in five markets: this vear has upped the bud-
1 by $150,000 and added two markets.

' Shearson is trying to attract the “young executive on

e 20.” They are attempting to lure the first-time inves-

vlevision Age, January 27, 1969
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tor, who they hope will stay with the company. Another
aspect of their advertising is to create an identity which
the public will equate with research and know-how.
The Shearson, Hammill approach is in contrast 1o
least one other major brokerage firm, Hayden-Stone,
which recently closed 10 of their 65 branches and an-
nounced they are going after the “larger investor.”

Group W: ‘considering further action’ on code

Westinghouse Broadcasting’s president Don McGannon
ot to talk to the NAB Television Board to protest the
relaxing of standards on intimate personal products but

“only after the board had already voted on the question.

It’s understood that the board tried to reach McGannon
in San Juan, where it was meeting, but couldn’t contact
him in time. The latest word from the station group is
that it is “considering further action.”

In a telegram to Charles Towers of Corinthian, Tv
Board president. on January 13, McGannon warned that
if the code revision were passed, “there would be little
purpose” in Group W’s continuing code membership.

Experimental cumes from Nielson

The A. C. Nielson Co. says it has developed a new
estimating procedure which may serve as a planning
tool to deliver four-week cumulative audiences on a per-
sons basis for any four-week period. Sample copies of the
survey, based on programs aired in October, 1968. have
been sent to National Audience Composition subscribers
for their reactions and assessment.

The new cumes contain program-by-program “person:
cumes” for all regularly scheduled evening and multi
weekly programs. Developed because Nielson feels agen-
cies want additional insight into demographics, the new
cumes will be subject to evualation and revision, depend-
ing on how much use clients can make of it.

The report is divided into three sections: program type
comparisons: once-a-week evening programs: and Mon
day-Friday daily programs. Eacl listing contains per
centages of households. total men, men 18-19, tota)
women, and women 18-49.

Network revenue up, P&G spending down

While an analysis of the recently released BAR net-
work figures for 1968 show advertisers spent only $55
million more on network television than the previous
vear, they also reveal some other interesting facts.

Topping the list is network tv’s largest advertiser, Proc-
ter & Gamble. which spent $10 million less in '68 then
its $112 million 1967 budget. General Foods showed a $6
million drop.

Cigarette advertising on television networks was down
by 13.9 per cent in 1968. In 1967 11.3 per cent of the
networks™ revenue came from cigarette advertising, but
the figure dropped to 9.4 per cent in *68.

Drug manufacturers sank an increasing amount of
money into network tv last year. While the industry
averaged increases of $2 million, Warner-Lambert led
the way with an increase of about $5.5 million.

13




CITY OF INDIANAPOLIS

RICHARD G. LUGAR, MaY R

December 6, 1968

Mr. James Hetherington

WFBM Stations

1330 North Meridian Street
Indianapolis, Indiana 46202

Dear Jim:

Thank you for your editorial entitled "Flanner House and Watkins Park #2'
dated November 27, 1968,

I deeply appreciate your original editorial, your giving me an opportunity

to reply, and your subsequent editorial. | believe that this type of
exchange offers one of the prime ways in which compliex issues may be
brought to decisions with full public knowledge. | am certain that the

final Park Board agreement is superior to anything which would have been
drafted prior to your editorial and my reply.

Sometimes, | realize that you are unaware of the good effects of your
editorials. | felt it only fair to point out that the constructive
points raised in your initial editorial led to a superior agreement and
many hours of discussion under the guidance and careful draftsmanship
of Mark Murphy.

Sincerely,
Richard G. Lugar
Mayor

RGL : mep

The station that serves best sells best.

the WFBM (i
STATIONS L

Television Age. January 27, 1969




Business barometer

de belated release by the Federal Communications Commission of 1967 revenue figures
for television allows an adjustment of 1968 monthly figures through October in-
stead of for the first half of the year, as has usually been the case. Also adjusted
in this report are monthly figures for 1967, of course.

Peliminary "Business barometer"” estimates were less than 1 per cent away from actual
FCC figures for both local revenue and network compensation. However, they were I
3.8 per cent lower than the FCC figures for national and regional spot. | |

lcal time sales totals reported to the FCC in '67 came to $364.8 million. The
"barometer" estimate came to 3362 8 million, a difference of $2 million.

The FCC network compensation figures totaled $245.9 million, as compared U

] " e |

lell‘;hozh§242?go:ieifionf:lg Revised Data—Spot. Local, Compensation Revenue |

A difference of 3.8 per |

cent separated the FCC |

total—$871.7 million— Spot Local Compensation
from the "barometer" esti- 1967 1968 1967 1968 1967 1968 H
mate of $838.5 million. January 562.8  $61.7 %244  $24.8 $19.7 8196 i
'e adjusted figures now show Fahrlory .1 88 24.8 202 192 A F
that for the first 10 March 81.1 83.5 31.0 24.1 214 214 (}
months of '68, spot revenue April 74.1 84.3 206 36.0 20.9 21.0 |
totaled $809.3 million, } l
as compared with $723.4 May 819 950 307 375 209 213 ]
million for the first 10 June 69.7 82.5 27.4 30.7 18.9 19.6
I
months of '67. The '68 July 601 701 244 301 202 202 t
figures are 11.9 per |
cent ahead of the year August 60.1 63.7 259 30.8 20.4 18.5 JI
before. If that rate Sepstamnbear 689 832 200 374 197 202 H.
held through the remainder =9
38.] 2. 21. 22.9 i
of last year, then Spot October 90.6 106.5 38.3 52.8 21.4 ’ r
ended the year at a November 36.3 1.5 22.1 | '
level of $905.6 million. December 62.0 379 21.1 : |
lcal revenue in '68 ran 19.6 Total $871.7 million  $364.8 million  $245.9 million [ '.ll
per cent ahead of '67, l]
with $342.1 million in
billings for the former I

rate of increase held up, the local total for '68 is $408.5 million. As
for network compensation, 10-month totals are $205.3 million for '68 and

yvear as compared with $286.4 million for the respective 10 months. If the '_
$202.7 million for '67, an increase of 1.3 per cent. ||1[

bwever, the spot and local increases for '68 may well turn out to be greater. M
October increases were well above the average for the year and the second
and third quarter increases for both spot and local were considerably over II‘-
those for the first quarter. I-|
. I-l
12Xt issue—a report on spot revenue in Nov ember. ||“lI

Wormation is tabulated by Dun & nrndureel)

l

4 copyrighted feature of TELEVISION ACE, Business Barometer is based on a cross-section of stations in all income and geographical categories
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lo you see what we see?

f u‘

Mst of our readers get the message every issue: television time is money.

W recognized this vital fact of television life from the day we began publishing ten years ago.

TF result?

T§ thousand executives who regularly reach for Television Age to get the buy and sell informa- TelevisionAge
tif they need to make the buy and sell decisions. e

YRl find it everywhere in television . . . from trend-measuring Business Barometer to trend- pra—

sding Telescope . . . from our Wall Street Report to our Spot Report. Fe

-
Itf the kind of editorial climate that makes your advertising all the more meaningful, because & _
T§:vision Age always means business.




Wh|ch WMC-TV news personallt
Is the mayor of Memphis?

The Honorable Henry Loeb, mayor of Memphis,
appears on Evening Report every weeknight
to answer questions from viewers.

PICK THE MAYOR and WIN A KEY TO THE CITY

I EVERY CORRECT ANSWER WINS AN OFFICIAL KEY TO THE CITY OF MEMPHIS.
I CONTEST CLOSES MARCH 1, 1969,

| NAME —— MY GUESS IS #_

FIRM.

CITy STATE. : ZIP

CLIP AND MAIL (‘”’
COUPON

10: W @ SCRIPPS-HOWARD BROADCASTING CO.
1960 UNION AVENUE
MEMPHIS, TENNESSEE 38104
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| 11’s marketing program

| |jometime next month Westing-

| hise Broadcasting Co. will begin
neasing bits and pieces of the fourth

\ \ve in a series of studies which now
itke up their Marketing Information
k.

IMIB is already a sizable store-

huse of information. A. W. “Bink”
[Innenbaum, senior vice president
fi marketing, planning and develop-
wat for Group W, figures there’s
wout 2 million raw facts in the pile.
|'s not making a big thing about the
bicar number; however, he points

l o, the vast amount of data available
pmits all kinds of analyses and
¢ ss-tabulations which often provide
usxpected insights into marketing
s cific products.

or example: It’s been found that

il isn’t the upscale, status-seeker
10's the best customer for the small,
f-eign car. IU’s the economy-minded,
pnetical type. The sophisticate buys
il yes. But he usually buys it used.
S0. why should Group W worry
wout  Volkswagen or Renault?
snply for the obvious reason that
ivou know something an advertiser
desn’t, you're going to have the ad-
ytiser’'s ear. And you might even
£l him some time.

laborate program. \|B, for all its
load dimensions, is only one part
 an elaborate marketing program
uich Dannenbaum has worked up
Ir the Group W stations during the
ist four years. lts impetus, he said,
ws a brief directive {rom WBC chief
bn McGannon to make the com-
jnyv “the most marketing-sophisti-
tted and research-minded organiza-
bn in broadcasting.”

In a systematic way, Dannenbaum
Is structured a series of recommen-
ttions and objectives for station
nnagement and personnel under
fur headings: (1) education, (2)
isearch, (3) contacts and (4) pub-
lity. advertising and promotion. A
nnual on these programs shows the
Iter only roughly sketched in but
le other three have detailed and spe-
ihe objectives.

MIB is one of 10 sub-programs
rlineated under research. Another

1
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o INewsfront

sub-program in that area, and one
which Dannenbaum has particular
pride in, is the consumer attitude or
concept panel.

This refers to a small group of men
or women who are gathered together
to talk in an ad-lib manner about a
specific subject, say, what they think
of bank credit cards. A moderator
leads the in-depth discussion, seeking
to direct it into fertile areas.

Tailored idea. The idea, of course,
is not new. But Group W has tailored
it to its own needs by (1) recording
the session at one of ils stations so
it can be played back for others, and
(2) bringing 1o the session agencies
and/or advertisers, who watch the
proceedings on closed circuit tv. As
a matter of fact, a session would not
be put on unless some important
business contacls were on hand; in-
deed, the idea of the panel is to give
advertisers and agencies insight into
marketing specific products.

In one case, a panel talking about
coffee, beer and soft drinks was
watched by representatives of nine
different companies. Since some of
them were naturally competitors,
three rooms were set up for CCTV,
with one beer, one soft drink and one
coffee company represented in each
room,

Since the client/agency viewers
can communicate with the moderator
via an earpiece-receiver, they are able
lo steer questions into areas they are
particularly interested in.

Caustic comments. [ one case, a
supermarket president heard some
caustic comments about his meats, a
product he had thought represented
the key quality image for his stores.
As a result, he brought back 80 peo-
ple, including store managers and
personnel from his meat supplier, to
view a replay of the session. He also
undertook a major campaign to up-
grade his operation.

Group W has about 40 of these
video tapes on hand. Most of them
cover banking and retail shopping
habits but they also get into gasoline
and automotive, radio management
and restaurants. Dannenbaum said

Group W has so much information
about bank credit cards (from MIB
and other sources as well as concept
panels) that a bank official once told
a Group W executive that the broad-
casting firm knew more about the
subject than the bank.

Also on file for the use of Group
W people and their prospects is a
series of 25 half-hour video tapes in
which one or more business or pro-
fessional men talk about a subject
they know.

Among the people and subjects re-
corded are Hugh Redhead, now chief
executive of Campbell-Ewald but at
the time of the recording vice presi-
dent in charge of marketing at the
Mellon National Bank and Trust Co.,
talking on “Selling Banking Serv-
ices:” Dr. Charles Hinkle, professor
at the Graduate School of Business,
University of Colorado, on “Market-
ing Research:” Dr. Seymour Banks.
Leo Burnett Co. vice president, speak-
ing on “Setting Marketing Goals and
Objectives;” and Bay E. Estes, vice
president of marketing at U.S. Steel,
also talking on marketing research.
along with two other executives from
the company.

The “education” aspect of Dannen-
baum’s marketing program combines
self-improvement and training. It in-
cludes seminars, formal education on
the individual’s own time as well as
on company time at company ex-
pense, making each salesman a spe-
cialist in two major advertising cate-
gories within a specified time, and a
marketing library.

In his marketing program manual,
Dannenbaum anticipates the objec-
tion that research and marketing
sophistication might sound egg-
headish. But he stresses he has gone
to great pains to make the program
practical.

Advertiser contact. He also points
to the importance of advertiser con-
tact. “True,” he writes, “despite
broadcast’s lack of direct rapport
with the advertisers, the growth of
broadcast billings has been spectacu-
lar. But who can project how much
: better the picture might have been
with that direct rapport!” k3
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Color it red,
green or blue
but above all—
color it true!

The rhyme may be pretty corny, but take our
word for it, the results you can expect with our
new Model 538 Chromax Masking Processor
aren’t. Whether it's Campbel| Soup Red, Oasis
Blue, or even Lucky Strike Green, Chromax
delivers true color fidelity from your telecine
chain.

The new CBS Laboratories development
electronically corrects color distortion caused by
optical color filter overlap and the response
characteristics of camera pick-up tubes. You get
true color fidelity — automatically — without
adding noise to the picture.

Come to think of it, you really don't have to take
our word for anything. You can call us collect
anytime (203) 327-2000 for details on how you
can try one in your PE-240 chain. If you're

not in too much of a hurry for a better color
picture, then write the Professional Products
Department at CBS Laboratories for more details
on this Masking Processor and others now

being designed.

PROFESSIONAL
PRODUCTS
% LABORATORIES

Stamford, Connecticut 06905
A Division of Columbia Broadcasting System, Inc

s
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e

s e AT

Television Age, January 27, 196




Television Age

JANUARY 27, 1969

Not one but tiwo proposals
have been made recently, but

there are no hosannas apparent

hevive been talking abont computerizing

tv spot titmebuying for vears and. pow. sud-
denly theve's not one but two proposals. That
wives the business plenty to digest. so that by
the time the votes are in some of the foggier
notions should be hlown away by the sharp.
cold winds of reality. What mav. hopefully. be
left will be a hard corve of practical ideas and.
possibly. a start on a viable syvstem to reduce
spot buving to a lean. eflicient process.

The tv advertising business has not only
been presented with two proposals but two
diffevent kinds of proposals. The American

Researeh Bureau. speaking for its parvent.

‘evision Age, January 27, 1969

Computerized
timebuying-
snare for sellers?

Control Data Covp.. has “gone for broke” with
an ambitions plan that envisages the bete noire

a central

of many broadeasters and  reps
hank of all station spot time available for sale
(though subject to station control).

Called TVX (for “Television Spot Ex-
change™). it would tie both agencies and reps
into an automated commumications network
and make them—or, at least those who invest
development funds—financial partners.

A. C. Nielsen Co. offers a much more mod-
est proposal that makes a play for rep support
by carefully and deliberately seeking to retain
traditional contact between huyer and seller.

n)l




Going under the initials TNT (for
“Teleprocessing in Timebuying”),
the Nielsen plan, unlike its competi-
tor’s, does not require outside money.
It, of course, does not need as much.
However, Nielsen considers TNT the
foundation for later expansion.

As curremly presented the Nielsen
system could be described as an auto-
mated tool to help agency buyers
evaluate and choose spot purchases
in a speedier and more effective man.
ner. Essentially the same service will
shortly be offered to reps.

Both plans came to light in De-
cember. Both promise savings in time
and money over present methods of
timebuying. Both say the system will
free timebuyers for more important
Planning and negotiation functions,

The fact that nobody has hailed
either system as the modern answer
to the complexities of buying spot is,
in itself, no final indication of hostil-
ity or indifference, though they do
exist. The proposals are complex, re-
quire considerable study and, any-
way, are offered as a means of elicit-
ing counter-proposals and sugges-
tions for improvement and change.

Probably the most controversial
aspect is the TVX plan for input of
station time inventory. Talk of a cen-
tral availabilities bank, aired on and
off in the past, usually gives reps the
shudders for, they say, if the buyer
has access to such data, you can kiss
‘the rep salesman good-bye. To most
broadcasters, the idea of storing their
inventory information outside i« ana-
thema.

Whether giving the station and rep
final control over what avails are sub.
mitted will ease these fears remains
to be seen.

Another controversial aspect of
TVX is the proposal that agencies
and reps ante up equal amounts to
develop the system, which could cost
an estimated $12 to $15 million to
set up.
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The money alone is not the only
issue here: there’s the question of
shares. Agencies traditionally hold
that media should bear the bulk of
the cost of providing information and
services to sell their wares.

As for TNT, it is geared. unlike
TVX, to handle its own audience data
exclusively. This leaves subscribers
to ARB out in the cold—unless, of
course, they would rather switch than

fight.
The niny griny

Then there are the questions of the
systems’ workings. Agreements would
have to be hammered out on the
kinds of information to be included
and how the information would be
handled. This is particularly true
with TVX, which, in its present form,
would be a joint ownership affair
between two sectors of an industry
whose interests clash at many points,

While it must be kept in mind that
changes could be made in the Sys-
tems, here, briefly, is how they are
initially described: First, TVX:

The data bank is initially loaded
with vast amounts of material—the
schedule of announcements and pro-
grams, station rates and ratings.

When the buyer wants avails, he
transmits to the central computer,
either by telephone or teletype, spe-
cifications of the campaign and mar-
kets that are desired. The speci-
fications would include such “con-
straints” as budget per market. gross
rating points, demographics desired.
and types of programming desired.

he computer then searches the
stored inventory in the applicable
markets for the campaign for those
availabilities which meet specifica-
tions. The avails chosen are sorted
out and transmitted to the proper
rep; avails would appear at the rep
office on a cathode ray tube. (They
could also be sent to the stations con.
cerned.) The avails can be ranked

__—

by key factors—epm, size of audi )
ence. etc. 1

At this point the rep does an "ed_‘gk
torial”™ job. He checks rates. Hj'
chooses what he thinks would be afi|
tractive to the agency as well as e
example. In other words, he performg}
into account what would be in the |
best interests of the station to sell
He can put together a package, fo
as he has always performed. :

But it is not necessary for the
rep to visit the agency personally i
even mail or phone the edited availsy |

There is nothing to stop the rep
from visiting the buyer, of coursey
and, in any important buy, he would
probably do so. But the system allow s
the rep to put the edited avails back
into the system to be transmitted to
the computer via phone or teletvpe
and thence to the agency, which r
ceives the avails market by market,
also on a computer terminal screen,

The buyer looks over the avails
and associated information, talks ta
the rep if he has not already done
so and then makes his choices. These
are returned to the computer, which!
prints out an order for the rep and-}r
a copy for the agency.

Now., the Nielsen system:

The proposed system would tie in
stations as well as reps, although
smaller stations would get overnight
service, instead of instantaneous com- )
munication. TVX also encompasses
a billing sub-system for calculating
and printing invoices.

TNT starts off in a familiar way.
with the agency phoning the rep for
avails. At about the same time, he
loads the specifications or “parame-
ters” of the buy into the computer,
using a cathode ray tube (CRT).
The variety of these is about the same
as TVX. The specifications are re-
lated to what is available in or can
be computed from a rating book plus
associated station rate information.
However, a specification could, say,

wn
=
e
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i any announcement above a cer-
o1 cost-per-1,000 or below a cer-
i audience level.

[he rep looks up avails in the con-
yitional way. There is no station in-
utory stored in the computer. a
diberate decision to maintain nor-
ol business practices, and, perhaps,
leve the rep free to develop his own
¢iputerized inventory system. When
il rep has decided on his offering,
f has it typed on a typewriter with
4 aper tape attachment (the attach-
1t would cost less than $100

‘he rep then sends the tape to the
firer. He could, of course, bring it

1 personally along with a written
) for a special pitch or explanation.
Flwould also be possible, under the
' T system, for the rep to transmit
t paper tape data directly to the

1puter.

Agency talks to computer

Inder the present proposal the
diney would transmit the paper tape
la to the computer. A program
It inte the system permits the
arney to query the computer along
I way to see what’s been submitted,
# market. This allows the agency to
W the computer as a record-keeping
1 ice, thus cutling the agency’s own
merwork. The information comes
lithe agency via CRT.

Next, the buyer would request from
I computer whatever rankings of
I proposed spots he wants. At any
4: time he could view two rankings
3 the CRT. These would show avails
dich meet specifications, as well as
tse that don’t. The buyer can also
b a “hard copy” (printout) of the
fhikmgs.

After making his selections, the
"i/el would inform the computer
Wich ones they are. The selected list
ifthen flashed back to him on the
ET. A device called a “cursor” per-
's the buyer to make changes, if

(Continued on page 49)
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TWO COMPUTERIZED TIMEBUYING PROPOSALS

W

American Research Bureau: TVX
Agency buyer transmits specifications
of campaign directly to central computer.
Specifications could include budget per market
gross rating poinis, demographics desired,
type of programming desired, etc.

Computer searches stations’ inventories
for availabilities
to meet specifications.

Computer also searches data bank
for applicable rep for
each station in markets specified.
sorts out avails and transmits to proper rep.

Rep checks avails, prices, etc..
“edits” them. can put together package
if he desires.

Rep returns edited list of avails,
and/or package to computer,
which transmits them to agency.

Agency looks over avails,
talks to rep directly about buy,
then picks avails and
transmits choices to compuier.

Computer prints out order to rep
with copy for agency.

@
0
¥

A. C. NIELSEN CO.: TNT
{gency buyer transmits specifications

of campaign directly to central computer.
Specifications could include budget per market.
gross rating poinis,
demographies desired,
type of programming desired, etc.

Buyer phones the rep for avails
in conventional way.

Rep chooses avails in conventional way.
has them typed on typewriter
with paper tape attachment,
sends tape to agency.

l;:‘vm'y transmits paper tape data to computer
can check status of avails submitted
as they come in.

Buyer can request various rankings
of avails, makes his selection,
ad justs prices and audiences if he desires.
informs computer of choices.

Buyer phones rep,
informs him of his choices
in conventional way and
receives confirmation of buy.
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Ted Bats: ”_

hile some agencies may be t The agency starts training sons
looking forward to the day compu ers potential staflers while they are sql
when the clatter of a modern com- in school. While attending local et/

puter will replace the noise, chatter sh ould be leges and universities, college st

and mountains of paper of a busy dents are given an opportunity |4
media department, Ted Bates media work in various areas of the T§|

executives look forward to the day seen and Bates media complex.

highly  paid, highly experienced Other students are recruited ¢!
buyers will work with a computer graduation by a Bates media v
in the back room only to alleviate nOt hea rd president who annually visits maj
some of the tedious paperwork. college campuses. .
Planning for tomorrow at Bales While automation These recruits then undergo !
which claims to be the largest agency . period of indoctrination that includil
in spot tv billings, includes develop- has its place working in all major departments
ing the media people who will work ) c e the agency.
with tomorrow’s techniques. in media, i’s [)(’0[)[!'

Because such a futuristic view re-
quires superior personnel down the

a good buver well, working him |

her) hard. and leaving plenty

The department believes in payift}
who make the difference :

l.inc. vouth al?d training are stressed at the nation’s “largest’ room for advancement. . .
in Bates media-program departinent. lhe department also prides itsel)

spot agency

John Kucera heads the radiv/tv division.

-
‘A

Harry Saz oversees the radio /tv bA
services division -

Justin Gerstle heads the media information
and anaolysis group of which lackie DaCosta
ts ussociate direclor.



plcoming change and new ideas.
i claims to be the first to merge
. edia and programming depart-
a1 into one unit. It pioneered a
sn of coordinating broadcast
wiases when it was made the
Jte broadcast buying agenc
es is so aggressive, it says,
se ideas and people move
gy through the highly stream-
media-program department.
4 its helm is Richard A. R. Pink-
alt senior vice president in charge
edia and programs, with well-
bled experience. lle is the former
o.cer of the Today and Tonight
»3, and was vice president in
e of network programs at NBC.
as also had extensive magazine
pience at Time. Inc.. and was a

director of circulation, and a mem-
ber of the board of directors of the
now defunct New York [IHerald
Tribune.

At Pinkham’s right hand is Sam
B. Vitt. senior vice president and
executive director of the media and
program (leparlments.

Sam Viu’s backgronnd

Vitt came to Bates in 1964 from
Doherty. Clifford. Steers and Shen-
field. where he was vice president in
charge of media-programming. Prior
to that he had been at Biow Com-
pany, Benton & Bowles and CBS-TV.

Under these two men are the six
units that make up the media-pro-
oram department. Three units
media, radio/tv and media relations

are directly concerned with client
servicing. Three others, called the
technical services, provide that ad-
vice, expertise and data needed by
the client services divisions.

The media unit, which does the
planning and most buving, is the
hub of the media-program depart-
ment. Since it is they who work
directly with the clients. the job of
the other units is to support the
media groups.

Information from the account
group is funneled through one of
seven media groups within the media
unit. Each group is headed by a
vice president and media director
(Messers Camerick. Gerstle, Green-
berg. Heller, Reichel, Sawyer, Staab)

Continued on page 56

it executive director media-program department; Richard Pinkham, media department head; lacl

macl. media budger administrator

E -

Gene Camerick., media director and head of media relations.




Rex Lee. newest FCC Com-
® missioner is a bureaucrat who
doesn’t mind being called one. At 58.
he has never worked outside the Fed-
eral Government. And, since 1936.
when he graduated from the Univer-
sity of Idaho and became an econo-
mist with the Department of Agricul-
ture. his government career has been
a steady upward curve.

Lee is not a bureaucrat in the
usual derogatory sense. In fact, he
got where he is today. at least par-
tially, by bucking government officials
bogged down in red tape and fearful
of innovating. He brings to the FCC
a reputation for a strong sense of pub-
lic dedication and a capacity for
making tough decisions. Regarding
the latter, he said:

“In government. vou are forced
to come up with decisions which help
some people and hurt others. This is
one of the big policy-making prob-
lems of the public servant. The im.-
portant thing is to make a decision
based upon what vou believe will be
in the public interest in the long
run.”

When Lee was named by President
Johnson last September to the FCC
vacancy left by Lee Loevinger. few
industry people had heard of him.
At the time of his appointment he
was assistant administrator of the
Agency for International Develop-
ment. Before that, from 1961-67. he
was Governor of American Samoa,
where he made his mark in establish-
ing what some observers bhelieve
to be the most advanced educational
television system in the world. For
this and other works in the string of
six islands which make up the U.S,
territory, Lee received the President's
Award for Distinguished Federal
Civilian Service. President Johnson,
in bestowing the honor, said Lee had
transformed what had been called a
“Pacific shum” into a “showplace” of
the South Seas.

Born on a farm near Righy, 1da.,
Lee worked in various capacities for
the Department of Agriculture until
1942 when he went with the War Re-
location Authority. From 1946 1o
1950, Lee was assistant director of
the Office of Territories with an in-
terruption in 1949 when he went on

28

loan to the State Department and
United Nations for a study of the
Arab refugee problem in the Middle
East. In 1950 he went to the In-
terior Department. first as Associate
and later as Deputy Commissioner of
the Bureau of Indian Affairs. before
going to Samoa in 1961. He is the
recipient of the Interior Department’s
highest award.

Seated behind a desk arrayed with
neat stacks of documents. Lee is busy
these days grounding himself in the
fundamentals of FCC regulation and
key issues currently before the Com-
mission. Although his first love is
ETV, Lee stresses he will not neglect
any area under FCC's regulatory
aegis,

Lee has already formed some opin-
ions about broadcasting and the
FCC’s role in regulating it. 1le is
watching television more now than
he did before being cut off from it in
Samoa and believes that on the whole
tv is doing a better jol. particularly
in the area of public affairs docu-
mentaries. But he adds that there js
a lot of “poor” programming and
much room for improvement.

More public affairs

Lee would like to see more public
affairs programming on both the net-
work and local level. “You have to
have a well-informed public.” But he
also feels that the entertainment side
of tv could stand improvement.

The big question in industry ¢ir-
cles, of course, is whether lLee will
side with the hard-nosed regulatory
positions of Commissioners Kenneth
Cox and Nicholas Johnson. Although
he refrained from commenting on the
controversial Cox-Johnson report of
last Summer which flaved the Com-

mission majority for making a
“sham” of FCCs license renewal

policies. Lee, in his first off the cuff
opinions, appeared to be a middle-
of-the-roader.

Television, he said, has a “areat
future.” It will improve “because the
public will insist on it,” Lee said, not
because of tougher mandates from
the Commission. Stations must fulfiil
their community service obligations.
but the FCC’s role in bettering pro-
gramming must be that of the en-

‘—— !

courager rather than the dictator, |

On the gnawing issue of CATYv, ¥
said he preferred not to get into p[;}!
ticulars but spoke of it in glowin
terms. | think catv will help cg
serve spectrum space, bring abgj
diversity in programming and pr
vide a lot more to the home of
future in the way of services.” he
said. But he stressed that it must b
“properly managed” so that log
over-the-air telecasting and catv ¢
be compatible and complementary {
each other.

Narrowing caTv down o ess
tials, he saw it playing two maj
roles: (1) improving the quality
tv station signals and (2) providing
the opportunity for more progran
ming channels and, particularly. fg
more local programming.

Asked about the controversy ovel
concentration of control in the ma
media. Lee said carefully: “The Cog
mission has a real challenge in wor
ing out an equitable solution whig
provides an excellence in service b
avoids monopoly control.”

Lee’s experience in Samoa demol
strates that he is an activist as g
administrator. Within three weeks [
his arrival there in 1961, he mad
the decision to set up the education
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| tial . as an FCC Cc
Problems in Soamoa M oy .
-l aid as well as perst
. k educalors wahe vreater use of
clas ns. He thinks that
] with madifications. a svstem similar
~ to the one he inauzurated 1n Samoa
W J l:. i‘ » 1t
M) ol as. wh iching is ham

pered not only by the poor quality
of the teachers but hv the cultural
of the sludents

\lthough he effected a revolution
of sorts in Samoa, Le not a fiery
eved crusader. Rather, he 1s a sea
soned veteran of the art of the possi

e. wl ] f ovatior [
policy  when thev appear practica
vl in the public interest. The broad
casting indusin h 1s Y oroun on
which 1o either fear or favor him at
this stage. lle undoubtediv will leave
a wmark during his tenure as a Com

Issioner, | an he that of
Line 1

H. Rex lLee.

newest Commissioner.
has never worked outside
the UN. government.
looks like «a

middle-of-the-roader

at the FCC
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| Third
quarter
spot
newcomers

Spot scores heavily

with 236 new products
and services, up a

fat 75 per cent from the
third quarter of 1967

pot television attracted a rous-

ing total of 236 new products
and services during the third quarter
of 1968—an increase of 75 per cent
over the same three months of 1967,
when only 136 new subjects made it
to the tube. Compared with 1968's
second quarter, the July-September
figures represent increases of 15 in
percentage and 74 in numbers.

Categories showing strongest gains
from the second to third quarier of
1968 included apparel items, which
almost tripled, and financial (banks
and brokers), which more than
doubled.

Four new cigarettes (three of them
filters) made their tv debuts in the
third quarter of 68, as against one
in the second quarter. Philip Morris
has two of the new entries. American
Tobacco one and Bravo Smokes one.

Here’s the complete list of third-
(juarter newcomers:
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APPAREL

Footwear
Bass, . H. & Co.
Bass shoes—men
Becek Industries, Inc.
A. S. Becl shoes—men and
women
Brown Shoe Co.
Air Step shoes—women
Genesco, Ine.
Valentine shoes—women
Hanover Shoe Ine.
Hanover shoes—men
Johansen Bros. Shoe Co.
Valley shoes—women
Kayser-Roth Corp.
Lady Bostonian shoes
U, S. Shoe Corp.
loyce shoes—iwomen

Notions
Dennison Mfg., Co.
Buttoneer button attacher

Ready-t0-Wear

Carter, William Co.
Carter’'s cotton knit
separates—children

Greeco  Brothers, Ine,
Southwick clothes —men

Hanes Corp.
Hanes sportswear—
children

Jack & Jill Togs. Ine.
Jack & Jill children’s
outericear

Jantzen, Ine.
Jantzen sportsicear—
family

Oshkosh I3 Gosh, Ine.
Oshkosh B Gosh work-
clothes—men

Salant and Salant Ine.
Mr. Thompson  sportswear
—icomen

Underwear Foundations
& Bras

Carter, William Co.
Carter’s sleepwear and
underwear—children

Haunes Corp,
Underwear—children

Kimberly-Clark  Corp.
Kimbies disposable diapers

lovable Co.
Lovable bras and girdles
distr.

BUSINESS, FINANCIAL
Books & Music

Hillerest  Announcements
Hillcrest invitations

Communications & Public
Utilities
Houston Lighting & Power
Co.
Houston Lighting &
Power Co.
International Telephone &
Telegraph Corp.

——

South Central Bell Tel-
phone System

Salt River Project
Salt River Project

Engineering &
Professional Services

Aladdin Upholstering Co.
Aladdin  upholstering

American Express Co.
American Express credi:
card service

Big Bonus Stamp Co.
Big Bonus stamps

Branigar Organization Inc
Branigar management
organization

Redd  Pest Control Co.
Redd pest control

Financial

Channing  Finanecial Corp
Channing AMutual Funds

Citizens & Southern Nationat

Bank of South Carolina
Citizens & Southern Nu-
tional Bank

Dominick & Dominick, Ine
Dominick & Dominick—
hrokers

Edwards, A. G. & Sons, In..
4. . Edwards & Sons—

hrolers
Empire Savings & lLoan
Assn,

Empire Savings & Lour

Assn.

First Wisconsin Bankshares
Corp.

First Wisconsin  National

Banl:

Govermmnent  Employees
Insurance Cos.

Government Employees

Financial Corp.
Hornblower & Weeks,
Hemphill Noyes

Hornblower & Weeks—

Hemphill Noyes brokers
Kentueky Finanee Co., Inc.

Capital  Finance loans
Marine Midland Corp.

Marine Midland Banks
National Commereial Bank &
Trust Co.

National Commercial Banh

& Trust Co.

National Securities & Re-
search Corp.

Investment funds
Southeast Bancorporativn
Ine.

First National Bunk o}

Miami

Fire Insurance

Financial General Corp.
Hawkey Security Insurance

St. Paul Insurance Cos.
St. Paul multi-cover plan
insurance

(Continued on page 51)
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The day after tomorrow

1st over the horizon there’s a revolution brewing in
hicommunication center of the American home—the
alision set. Despite the usual bumbling FCC approach
ahis complex medium. there are going to be big
biges in the next few vears, and advertisers better
lan well cet oriented to them before thev haul off and
aen.

ie changes, in order of their probable occurrence:
I catv will be operating in all major markets, not only
tiging diversified programming from long distances
sloriginating both programs and advertising; (2) Pay
lision; (3) Home movies purchased or rented and
lzed on the television set. What will all this mean
d e advertiser?

5 if the advertiser didn’t have enough trouble with
u2asing prices and decreasing audiences, which trans-
into higher cost-per-1.000 and decreased efliciency
'wemographics, television faces even further dilution.

true that clustering, piggvbacking. and increased
» positioning between shows must detract from the
thtion paid to commercials and, ergo, detract from
'k impact; but the real threat comes from the proba-
i1/ that a goodly slice of those 50 million homes out
hes will substitute new and different television viewing
oftheir traditional tv habits. caTv figures to be the
1% vehicle to accomplish this schism, by taking audi-
s awav from the network stations.

Take a second look, FCC

readyv. CATV has offered many homes zood signals

independent as well as network stations. In big

i it offers equal values even to UHF stations in places
fle natural obstacles lead 1o erratic signals.  Why
hi¢'CC cannot get it through their thick collective heads
hacarv is a boon to the public is puzzling even to the
"t dent’s blue chip commitiee. which had no trouble
cdiing that conclusion. This is another brilliant FCC
evion that goes along with the approval of the CBS
ol wheel and the freeze on television applications as

ic deterrents 1o progress in the communications in-

v,

(Tv is simplv a substitute for an individual putting
pt high antenna in order to bring in more television

tls. If the local stations offer proper fare, they
4t be materiallv affected. If they don’t, they cer-
ail7 won't deserve to have monopolies just hecause

" le geographical limitations of the medium. caTv
ids the programs stand alone. The more variety the
ellr, as far as the public is concerned. And why not?
g is the philosophy of free enterprise and, despite
hdivil servant minds of the FCC, that’s what viewers
rdntitled to have.

Vien a signal is sent through ihe air it belongs to
n¥1e who can pick it up by any means—including
"dqures from other planets (providing they are of
for intelligence). Further, if a caTv station wishes
) '.,“:Je or sell entertainment to its subscribers via wire
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it should be no business of the FCC’s and is certainly
an added pleasure to the subscribing homes.

One can’t help but conclude that an investigation of
the FCC should take place to see why they are suddenly
protecting stations—many of which are owned by con-
gressmen—against normal competition. And how about
Telstar sending signals that can be received by millions
of U.S. homes in each time zone without the need of
those greedy stations? Who will make that decision?

Regardless of the outcome of this battle, time will
see most of the sets in the U.S. connected by wire to
the point of origination, resulting in perfect reception
to multiple programming. The FCC may slow progress
up, but they can’t stop it.

After this schism, which will hopefully steer audiences
to educational programs as well as to local ones, it is a
natural step to pay television bv these same wires. lHere
there will be mostly sports events and first run movies
uninterrupted by the manv breaks that are spoiling the
continuity of this entertainment.

Who wouldn’t pay a dollar or two for the same movies
that cost three dollars a head, plus dinner and trans-
portation and standing in line and looking through a
heard when eventually seated? These same movies will
be free in a vear or so on regular television for those
who have to zo to the bathroom frequently. The now
money is for the immediacy and the unbroken continuity.

The last little Killer will be the built-in recorder or
playback unit in the tv console. Every major company
1s working on this little beauty and in a few years. walch
out! The main use will probably be to play back 8mm
programs rented or sold. Operation will be similar to
the cassette-phonograph thing. The programming will
range from highly selective fare. like how to raise tropi-
cal fish, to W. C. Fields’ classic movies.

i 4, - _ !
Is CATV getting ready 1o scoop up the marbles?

Because of the abilitv of this device to change a mass
medium into a selective one. the viewer will he able to
join a film-of-the-month-club and get any kind of tape
or film he wants. He will build a library, educate the
kids, teach himself a language. or do anything that
interests him.

Yes, the times are a changin’. The mass advertising
medium is going to be whittled into secments as sure
as you're rocking and reading here. Prices will be
adjusted. and time buying will be more complicated.
Crank up the computers. We're sure going to need ’em.

1.8
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H Rex lLee, newest FCC Com.
® missioner is a bureaucrat who
doesn’t mind being called one. At 58,
he has never worked outside the Fed-
eral Government. And, since 1936,
when he graduated from the Univer-
sity of Idaho and became an econo-
mist with the Department of \gricul-
ture, his government career has heen
a steady upward curve.

Lee is not a bureaucrat in the
usual derogatory sense. In fact, he
got where he is today, at least par-
tially, by bucking government officials
bogged down in red tape and fearful
of innovating. He brings to the FC(
a reputation for a strong sense of pub~
lic dedication and a capacity for
making tough decisions. Regarding
the latter, he said:

“In government, you are forced
to come up with decisions which help
some people and hurt others. This is
one of the big policy-making prob-
lems of the public servant. The im.
portant thing is to make a decision
based upon what vou believe will be
in the public interest in the lone
run.”

When Iee was named by President
Johnson last September to the FC(
vacancy left by Lee Loevinger, few
industry people had heard of him.
At the time of his appointment he
was assistant administrator of the
Agency for International Develop-
ment. Before that, from 1961-67, he
was Governor of American Samoa
where he made his mark in establish-
ing what some observers believe
to be the most advanced educational
television system in the world. For
this and other works in the string of
six islands which make up the U.S.
territory, Lee received the President’s
Award for Distinguished Federal
Civilian Service. President Johnson,
in bestowing the honor, said Lee had
transformed what had been called a
“Pacific slum” into a “showplace” of
the South Seas.

Born on a farm near Rigby, Ida.
Lee worked in various capacities for
the Department of Agriculture until
1942 when he went with the War Re.
tocation Authority. From 1946 (o
1950, Lee was assistant director of
the Office of Territories with an in-
terruption in 1949 when he went on
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loan to the State Department and
United Nations for a studv of the
Arab refugee problem in the Middle
East. In 1950 he went to the In-
terior Department, first as Associate
and later as Deputy Commissioner of
the Bureau of Indian Affairs, before
going to Samoa in 1961. lle is the
tecipient of the Interior Department’s
highest award.

Seated behind a desk arraved with
neat stacks of documents, Lee is busy
these days grounding himself in the
fundamentals of FCC regulation and
key issues currently before the Com.
mission. Although his first love is
ETV, Lee stresses he will not neglect
any avea under FCC’s regulatory
aegis.

Lce has already formed some opin-
ions about broadeasting and the
FCCs role in regulating it. He is
watching television more now than
he did before heing cut off from it in
Samoa and believes that on the whole
tv is doing a better job, particularly
in the area of public affairs docu-
mentaries. But he adds that there is
a lot of “poor” programming and
much room for improvement.

More public affairs

Lee would like to see more public
affairs programming on both the net-
work and local level. “You have to
have a well-informed public.” But he
also feels that the entertainment side
of tv could stand improvement.

The big question in industry cir-
cles, of course, is whether Lee will
side with the hard-nosed regulatory
positions of Commissioners Kenneth
Cox and Nicholas Johnson, Although
he refrained from « ommenting on the
controversial Cox-Johnson report of
last Summer which flayed the Com-
mission majority for making a
“sham” of FCC’s license renewal
policies, Lee, in his first off the cull
opinions, appeared to be a middle-
of-the-roader.

Television, he said, has a “oreal
future.” It will improve “because the
public will insist on it,” Lee said, not
because of tougher mandates from
the Commission. Stations must fulfill
their community service obligations.
but the FCC’s role in bettering pro-
gramming must be that of the en-

courager rather than the dictator.

On the gnawing issue of caTv. Lee
said he preferred not to get into pars
ticulars but spoke of it in glowing
terms. “I think catv will help cons
serve spectrum space, bring about
diversity in programming and pros
vide a lot more to the home of the|
future in the way of services.” he
said. But he stressed that it must he
“properly managed” so that local
over-the-air telecasting and caTv can _
be compatible and complementary to'!
each other.

Narrowing catv down to essen:.
tials, he saw it playing two major
roles: (1) improving the quality of
tv station signals and (2) providing
the opporlunity for more program-
ming channels and, particularly. for
more local programming.

Asked about the controversy over
concentration of control in the mass
media. Lee said carefully: “The Com
rission has a real challenge in work
ing out an equitable solution which
provides an excellence in service bu
avoids monopoly control.”

Lee’s experience in Samoa demon
strates that he is an activist as a
administrator. Within three weeks o
his arrival there in 1961, he made
the decision to set up the educational

Bureaucr
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tv.ystemn which won him aclaim. In-
stid of using tv as a supplement,
I, made it the core of Samoa’s
sarol svstem. He said he came up
¥1 the idea “out of desperation
blause of what he termed th
tzominable” conditions he found in
ih islands upon his arrival.

Problems in Samoa

uch was the cultural and educa-
tiral deprivation Lee discovered in
30o0a that the majority of the teach-
< had what was the equivalent of
i cond grade education on the U.S.
nnfand.

ee said that in making his de-
1on to set up an ETV system in the
snds, he had only one supporter,
4y that was his wife. ITis subordi-

nates and advisors were extremely
skeptical about the idea of teaching
via tv and, instead. had advanced
such propesals as doing away with
all the native instructors and hiring
teachers en masse from the States.

Lee kept the Samoan teachers but
relegated them 1o the role of proctors.
All teaching was done by tv. [or thi
task, Lee hired some 20 top-flight in-
structors with ETV experience from
the mainland. They were backed by
a bevv of prop men and technician:
to help Lee’s eflort 1o revolutionize
Samoa’s school system (rom grades
one through 12 and encompassing
from 8-9.000 pupils scattered over
the six islands.

Before his departure from Samoa,
Jl.ee had laid the groundwork for

Ly JAY LEW 1S

H. Rex Lee,

newest Commissioner,

looks like a

bringing pre-school age childven
{three-to-five-yvear-olds) under the ETvV
svstem. |n addition to the educalional
programs. Lee inserted two daily
newscasts for the edification of adult
Samaoans,

Lee believes that the U'.S. has only
scratched the surface of ETV’s poten
tial and, as an FCC Commissioner
he can be expected to push for more
government aid as well as persuade
educators to make greater use of tv
in the classrooms. He thinks that
with modifications, a system similar
to the one he inaugurated in Samoa
would be particularly effective in
ghetto areas, where teaching is ham
pered not only by the poor quality
of the teachers but by the cultural
gaps of the students.

Although he eflected a revolution
of sorts in Samoa, Lee is not a fiery
eved crusader. Rather, he is a sea-
soned veleran of the art of the possi-
ble. who will call for innovations of
policy when thev appear practical
and in the public interest. The broad-
casling industrv has no grounds on
which to either fear or favor him at
rhis stage. He undoubtedlv will leave
a mark during his tenure as a Com-
missioner, but it may not he that of
a branding iron. =

has never worked outside

the U.S. government,

middle-of-the-roader

at the FCC
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| Third
qguarter
spot
newcomers

Spot scores heavily

with 236 new products
and services, up a

fat 75 per cent from the
third quarter of 1967

Spot television attracted a rous-
ing total of 236 new products
and services during the third quarter
of 1968—an increase of 75 per cent
over the same three months of 1967,
when only 136 new subjects made it
to the tube. Compared with 1968
second quarter, the Julv-September
figures represent increases of 43 in
percentage and 74 in numbers.

Categories showing strongest gains
from the second to third quarter of
1968 included apparel items, which
almost tripled, and financial (banks
and brokers), which more than
doubled.

Four new cigarettes (three of them
filters) made their tv debuts in the
third quarter of 68, as against one
in the second quarter. Philip Morris
has two of the new entries, American
Tobacco one and Bravo Smokes one.

Here’s the complete list of third-
quarter hewcomers:
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APPAREL

Footwear
Bass, G. H. & Co.
Bass shoes—men
Beck Industries, Inc.
A. S, Beck shoes—men and
women
Brown Shoe Co.
Air Step shoes —women
Genesco, Ine.
Valentine shoes—icomen
Hanover Shoe Inc.
Hanover shoes—men
Johansen Bros. Shoe Co.
Valley shoes—women
Kayser-Roth  Corp.
Lady Bostonian shoes
U, S, Shoe Corp.
loyee shoes—women

Notions
Dennison Mfy, Co.
Buttoneer button attacher

Ready-to-Wear

Carter, William Co.
Carter’s cotton lknit
separates—children

Greeco Brothers, Ine.
Southwick clothes —men

Hanes  Corp.
Hanes sportswcear—
children

Jack & Jill Togs, Ine.
Jack & Jill children’s
oulterwear

Jantzen. Ine.
Jantzen sportswear—
family

Oshkosh B Gosh, Ine.
Oshkosh B Gosh worlk-
clothes—men

Salant and Salant Ine.
Mr. Thompson  sportswear
—women

Underwear Foundations
& Bras

Carter, William Co.
Carter’s sleepwear and
nunderwear—children

Hanes Corp.
Underwear--children

Kimberly-Clark  Corp.
Kimbies disposable diapers

Livable Co.
Lovable bras and girdles
distr.

BUSINESS, FINANCIAL
Books & Music

Hillerest  Announcements
Hillerest invitations

Communications & Public
Utilities
Houston Lighting & Power
Co.
Houston Lighting &
Power Co.
International Telephone &
Telegraph Corp.

e . L '

South Central Bell Te!-
phone System

Salt River Project
Salt River Project

Engineering &
Professional Services

Maddin Upholstering Co.
Aladdin upholstering

American Express Co.
American Express credi:
card service

Big Bonus Stamp Co.
Big Bonus stamps

Branigar Organization Inc
Branigar  management
organization

Redd Pest Control Co.
Redd pest control

Financial
Channing  Financial  Corp

Channing Mutual Funds
Citizen~ & Southern Nationa.
Bank of South Carolina

Citizens & Southern Na

tional Bank
Dominich & Dominick, I

Dominiclk & Dominick--

hrokers
Edwards, . G. & Sons, ln

1. 6. Ediwcards & Sons

hrokers
Fmpire Savings & loan
\ssn.

Empire Sovings & Loar

Assn.

First  Wisconsin Bankshare-
Corp.

First Wisconsin  Nationa:

Banl:

Govermnent  Employees
Insurance Cos.

Gorvernment  Employees

Financial Corp.
Hornblower &  Weeks,
Hemphill Noyes

Hornblower & Weeks—

Hemphill Noyes brokers
Kentueky Finanee Co., Ine

Capital  Finance loans
Marine Midland Corp.

Varine Midland Banks
National Commercial Bank &
Trust Cu,

National Commercial Banh

& Trust Co.

National Securities & Re-
search Corp.

Investment funds
Southeast Bancorporation
Ine.

First National Bank ot

Miami

Fire Insurance

Financial General Corp.
Hawkey Security Insurance

St. Paul Insurance Cos.
St. Paul multi-cover plan
insurance

(Continued on page 51/
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The day after tomorrow

ust over the horizon there’s a revolution brewing in
th communication center of the American home—the
wvision set. Despite the usual bumbling FCC approach
wthis complex medium. there are going to be big
ainges in the next few vears. and advertisers better
din well get oriented to them before thev haul off and
hipen.

he changes, in order of their probable occurrence:

| catv will be operating in all major markets, not only
hnging diversified programming from long distances
i originating both programs and advertising; (2) Pay
tevision: (3) Home movies purchased or rented and
ed on the television set. What will all this mean
tohe advertiser?

s il the advertiser didn't have enough trouble with
'preasing prices and decreasing audiences. which trans-
I3 into higher cost-per-1.000 and decreased efliciency
1 lemographics. television faces even further dilution.
tts true that clustering. piggybacking. and increased
[ positioning between shows must detract from the
dntion paid to commercials and, ergo, detract from
thr impact: but the real threat comes from the proba-
biv that a goodly slice of those 50 million homes out
the will substitute new and different television viewing
fo their traditional tv habits. caTv figures to be the
Wi vehicle to accomplish this schism. by taking audi-
ci's awav from the network stations.

Take a second look. FCC

lready. cAtv has offered many homes good signals
i independent as well as wetwork stations,  In big
ces it offers equal values even to UnE stations in places
whe natwral obstacles lead to erratic signals,  Why
HFCC cannot get it through their thick collective heads
16 Aty is a boon to the public is puzzling even to the
Pradent’s blue chip committee. which had no trouble
v& hing that conclusion. This is another brilliant FCC
Idsion that goes along with the approval of the CBS
av wheel and the freeze on television applications as
lisic deterrents to progress in the communications in-
oy,

ATV is simply a substitute for an individual putting
1 high antenna in order 1o bring in more television
ifals. I the local stations offer proper fare, thev
WOt be materially affected.  1f they don’t. they cer-
alv

won't deserve to have monopolies just because
he geographical limitations of the medium.  caty
nies the programs stand alone. The more variety the
b as far as the public is concerned. And why not?
Lh is the philosophy of free enterprise and. despite
hezivil servant minds of the FCC. that's what viewers
itentitled to have,

then a signal is sent through the air it belongs to
ubne who can pick it up by amy means—including
teures from other planets (providing thev are of
nbior intelligence). Further. if a catv station wishes
cinve or sell entertainment to its subscribers via wire
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it should be no business of the FCC’s and is certainly
an added pleasure to the subscribing homes.

One can’t help but conclude that an investigation of
the FCC should take place to see why they are suddenly
protecting stations—many of which are owned by con-
gressmen—against normal competition. And how about
Telstar sending signals that can be received by millions
of U.S. homes in each time zone without the need of
those greedy stations? Who will make that decision?

Regardless of the outcome of this battle, time will
see most of the sets in the U.S. connected by wire to
the point of origination, resulting in perfect reception
to multiple programming. The FCC may slow progress
up, but they can’t stop it.

After this schism, which will hopefully steer audiences
to educational programs as well as to local ones, it is a
natural step to pay television by these same wires. Here
there will be mostly sports events and first run movies,
uninterrupted by the many breaks that are_spoiling the
continuity of this entertainment.

Who wouldn’t pay a dollar or two for the same movies
that cost three dollars a head, plus dinner and trans-
portation and standing in line and looking through a
beard when eventually seated? These same movies will
be free in a year or so on regular television for those
who have to go to the bathroom frequently, The now
money is for the immediacy and the unbroken continuity.

The last little killer will be the built-in recorder or
playback unit in the tv console. Every major company
is working on this little beauty and in a few years, watch
out! The main use will probably be to play back 8mm
programs rented or sold. Operation will be similar to
the cassette-phonograph thing. The programming will
range from highly selective fare. like how to raise tropi-
cal fish. to W. C. Fields' classic movies.

Is CATV getting ready to scoop up the marbles?

Because of the ability of this device to change a mass
medium into a selective one. the viewer will be able to
join a film-of-the-month-club and get any kind of tape
or film he wants. He will build a library, educate the
kids. teach himself a language. or do anvthing that
interests  him,

Yes. the times are a changin’. The mass advertising
medium is going to be whittled into seginents as sure
as voure rocking and reading here. Prices will be
adjusted. and time buying will be more complicated.
Crank up the computers. We're sure going to need ’em.
—.J.8.
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Film/Tape Report
‘i

CLAIROL’'S MULTI-IMAGE

“One problem with tv commer-
cials,” says Jose Ferro of Pablo Fer-
ro Films, whose company is a leader
mm multi-image production, “is that
it is often diflicult to get the viewer
to watch what you want him to pay
allention to. In a cigarelle commer-
cial with a beautiful girl and a hand-
some gentleman, the viewer will not
even nolice there’s a cigarette on the
screen.”

In a new commercial the New
York film house is producing for
Clairol Condition, they intend to use
a multiimage technique which will
pull the viewer’s eve to the section
of the screen that the emphasis is in.
Also, Jose Ferro claims that the 30-
second commercial, which is in pro-
duction, will have a strong emotional
attraction.

Pablo Ferro has had considerable
experience in the multi-image area.
Among his recent credits are all the
multi-image screen ellects for The
Thomas Crown Affair, and the new
opening logo for the Ed Sullivan
Shouw.

In the new Condition commercial,
the screen will be divided into five
sections. There will be one center
square with four rectangles around
it.

The opening shot will be a full
screen view of a man and a woman.
Following this, the camera pulls hack
and the surrounding rectangles are
seen. In each is a different view of
the original girl’s hair.

As the announcer describes the
eflects of sun. wind, teasing, and
shampoo on hair. the camera zooms
oul in a particular rectangle and
shows a medium shot of the girl in
the hair-destroying situation.

Next is a pouring sequence, fol-
lowed by a washing shol in which
the girl is using the product. All the
time thal aclion is progressing, each
section of the screen not involved
retains the original action through-
out until the action in
changes.

The production costs of a multi.
image commercial are about 50 per
cent higher than a conventional spot
due to increased editing time, opti.
cals, and the studio’s time spent in
planning the idea.

s section
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Shooling also takes considerably
longer for a multi-image commercial,
and the time required to produce the
oplicals may run seven limes longer
than a regular spot.

But with all this, production time
for a multi-image commercial may
be only a week more than for a con-
ventional ad.

While Ferro claims to have made
the first multi-image spot in 1963
for Beechnut, he feels that only now
is it becoming more important as a
production tool.

He is quick 10 point out that multi-
unage is not just a series of pictures.
In his mind a good commercial cre-
ales a visnal mood and stream which
carries the viewer along and actually
needs no narrator’s help to tell the
slory.

“It is easier to produce a bad
multi-image commercial then a con-
ventional one.” Ferro points oul.
“‘But the visual excitement the tech-
nique can generate surpasses every-
thing else.”

PLAYBOY'S THE WAY

Rayette-Faberge in looking for
new advertising methods at the local
level, is experimenting with sponsor-
ship of Playboy After Dark. The
company has purchased full-sponsor-
ship of the program, which is first
run and being distributed by Screen
Gems. in New York, Chicago, and
Dallas.

Rick Appleton. ad manager of
Rayette-Faberge, reported the reasons
for the experiment.

“We know what point-of-purchase,
direct mail, spot tv and other ly pes
of advertising can do. Now we want
to see how flexible a weekly local
program can be.”

Appleton believes the program can
be used in many ways. In addition
to running their own spots for Ray-
ctte and  Laberge products. local
stores may get into the act.

‘Since we own the show. we may
decide to run a commercial for a
store which is giving us some type
of special promotion.”

There are several reasons for
I‘aberge’s move into local program
sponsorship. First is the company’s
leeling that during the 1970’s svndi-
cation will become an increasing|

‘——

important  part of television p;;
graming. Faberge wants to have
Jump on the compelition whenIE
comes lo experience with using |
syndicated property. !

It's also expected that continui:
sponsorship of the program will .
slightly to flatten out the company
sales curve.

Faberge

picked Playboy Afs
Dark as their vehicle for launchi
into local programing because, “J
think the aura of Playboy and
Kinds of people who will walch
add up to the viewer we want 1o 8
tract.”
The program’s format is a p
taking place in three rooms of
“Playboy Mansion.” Hosted by Pl
hoy Magazine’s editor and publish
Hugh Ilefner, the series featuresh
large cast of allractive men
women joined each week by
name enlertainers, new lalenls
controversial newsmakers.
David Sontag is the executive |
ducer of the Plavboy Enterpi
series. The show is produced by Je
Goldstein and directed by D
Whitmore. Shooting of the initial
hours was completed before the s
made its debut. Video taping
done at CBS in Hollywood.

SIMPLIFIED SHOOTING

For the agency creative man who!
like to try oul an idea for a com
mercial on film, but who hasn!
mastered the maze of dials and kno
on conventional 16mm camera
there is hope yel.

The Bolex company has announc
the development of an automalh
focusing attachment called the A.L
system. Combine this with an aul
matic exposure system which h
been perfected for some time, ail
vou have a truly “automatic™ moi
camera.

For the film director camerami
who'd rather direct than shool, |
auto-focus camera will provide
opportunity lo spend more i
watching the action and not the dial

Because the new Bolex A.LE
focusing is controlled by infrat
light, the age old problem of tryi
to focus in low light level situati
is alleviated.

When shootine free. the s
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SARRA, INC.
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JAMIESON FILM COMPANY, Dallas

Calit. Avocado Advisory Board - Erwin Wasey

SANDLER FILMS, INC., Hollywood
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LOGOS TELEPRODUCTION CENTER, Arlinglon

Cheetos - Young & Rubicam

PELICAN PRODUCTIONS, INC., New York

Minnesota Federal Kerker & Associates

‘I‘i ) £
KING SCREEN PRODUCTIONS, Seattle
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ON THE WAY

A half-hour comedy series Aaron
Slick From Punkin Crick, is being
developed by Paramount Televi-
sion for CBS. The script is based
on a 1919 stage play filmed by
Paramount in 1952.

Four Star International, Inc.
has signed Robert Fallon Produc-
tions to produce two more in the
company’s series of hour-long holi-
day specials.

First to be taped will be a St. Pat-
rick’s Day special. to be followed by
an Easter special.

Fallon has just completed Four
Star’s Valentine's Day special.

Chamberlain-LeMaire, Lid.
and Universal City Studios, have
entered into an extensive non-exclu-
sive agreement to produce television
projects and motion pictures. The
pact includes the services of Richard
Chamberlain as an actor and George
LeMaire as producer.

Several projects are in develop-
ment and the first film will go into
production shortly.

The King Family will produce its
March special Holiday Cruise, en-
tirely aboard the S8 Lurline, Matson
liner, during its regular cruise from
Hawaii to San Francisco. The pro-
gram is distributed by North Amer-
ican Television Associates.

The one-hour special will be taped
during the five dayv voyage and will
feature all 40 members of the family.

Del Jack of Spectra Media will
produce and direct the special, the
seventh of 12 holiday programs be-
ing presented by the King Family
during the 1968-69 season.

Project 7 Productions has
finalized its plans for television proj-
ects in the coming vear.

NEW YORK
PLT=T120

FILM

OPTICALS

inc.

optical photography
aeral image
anamarphic photography
liquid gate
animation

——
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Now in development for 1969 are
three half-hour series: Arena, a
sports series; Halfway House, a day-
time strip serial; and Wheel of For-
tune, executive suite documentaries.

Also plotted are a group of spe-
cials including a series of four en-
titled The Americans and a single
special Comeback, dealing with
comebacks of famous personages
such as Richard Nixon, Patricia
Neal, and others.

Currently being completed is a
half-hour special, Helen Keller and
Her Teacher, a documentary dealing
with the humanitarian as a young
girl,

The videotape pilot of Sports Ce-
lebrity Quiz developed by Wright
Barlow Productions Ine. is sched-
uled to go hefore the cameras short-
ly.

The 30 minute game show is
played like foothall in which two op-
posing teams must answer questions
on all sports. Each team will be com-
posed of sports stars, active or re-
tired, a celebrity sports buff from
another field, a sports writer, and an
ordinary sports fan.

The company has also signed an
agreement with the National Hockey
League and Warner Bros.-Seven Arts
for the production of a one hour spe-
cial on hockey goalies, called No-
body Wants My Job.

AD MAKERS

ALVIN HAMPEL, copy chief, and
ROBERT C. WALL. JR., art director.
have been named senior vice presi-
dents of Young & Rubicam.

Hampel joined Y&R as a copywrit-
cr in the sales promotion department
in 1957 after having been previously
associated with Ralf Shockey & As-

for ROSES PRODUCTIONS

sociates and Amos Parrish & Cg
pany. He was made a copy supl
visor in 1962 and the following ye
was named vice president and ass
ciate creative director. He was g
pointed copy chiel in 1967,

Wall has been with Y&R sin
1948. He joined the agency aft
having studied at Pratt Institul|
After a period at McCann-Erickse
lie returned in 1958. He was
pointed a vice president and assog|
ate director of the art departmentj
1963 and art director in 1967, |

At Kenyon & Eckhardt Adverti!
ing, JOSEPH J. SOLLISH has be
named a vice president and associ
creative director. ERNEST W. EVER
has joined the agency’s Chic
oflice as creative director.

PHILLIP SCHULMAN, a creative {
rector at N. W. Ayer has been eleg
a vice president of the agencv. ¥

SCHULMAN

He joined the agency in 1964 f
the Evening Bulletin in Philadelpk
where he was art director in
newspaper’s promotion departm
Ilarlier he had been a free lance
signer in New York.

He was named a creative dire
in 1968.

ROBERT BRANDWEIN, an execu
art director at BBDO. has
elected a vice president of the age

Brandwein joined the agency
1960 as an assistant art director.
coming ‘an art director in 1962
an art group head in 1965,

Warren, Muller, Dolohowsky
enlarged its creative staff by ad
copywriter HAROLD FRIEDMAN an
trio of art directors—BOB GRIM!
STEPHEN BRYAN, and DAVID PERL:

Friedman joins the agency f
BBDO where he was a copyw
Prior to that he was with Salvi
Jaffee in New Jersey.

Grimaldi has been an art dir
at Papert, Koenig, Lois.
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¥ Invested in the Kodak ME-4 Proc-
tlor two reasons,” says Del Blumen-
e, Film Laboratory Supervisor for
Givd Rapids’ WOOD-TV. “One, we
~ited the dramatic impact of color
'@our news coverage. And, two, we
~ited to keep pace with our industry
wire the move is to full color.
Nhen we found we couldn't keep
‘'Y processor busy with news, we
'§ed doing a bit of local commercial
DA essing, Now we're working with
| 10 advertising agencies, local pro-
s, and one independent syndi-
d television show which originates
oly
he quality of our processing is
Y8 sold the commercial side of our
Yifress. The processor now works a

shift-arid

WOOD-TV
changed to

full color

and found profi

in the
advertising
business.

' &

If every day. The com-
mercial work is paying our color proc-
essing bills and then some. It's made
our switch to color film a lot more
livable."

The Kodak ME-4 Process is a great
investment. Processors are available

in many sizes, at many different prices.
Chemicals come from Kodak packaged
for easy use. And, Kodak experts help
set the system up and are available to
assist when needed. Call one of our
Regional Chief Engineers for more de-
tailed information. In Chicago, call
Dick Potter. In New York, Ray Wulf is
your man. John Waner is the one to
callin Hollywood. Get with it.

EASTMAN KODAK COMPANY

ATLANTA: 404/GL 7-5211
CHICAGO: 312/654-0200
DALLAS: 214/FL 1-322]
HOLLYWOOD: 213/ 464-6131
NEW YORK: 212/ MU 7.7080
SAN FRANCISCO: 415/776-6055




Bryam was most recently art di-
rector for Robinson, Donino & West.
Prior to that he was with Columbia
Records in a similar position.

Perl moves to WMD from BBDO
where he was an art director.

KENSINGER  JONES, senior vice
president and creative director of
D. P. Brother & Co. has been elected
a member of the agencv’s board of
directors.

Jones joined the agency a vear
ago, after more than 15 vears in
executive creative positions  with
Campbell-Ewald and Leo Burnett Co.

F. b, TILLETT, formerly vice presi-
dent of broadcast production at War-
wick and Legler. has joined Van-
Sant Dugdale. Baltimore as associate
creative director,

Tillett originally joined VanSant
Dugdale in 1955, and at the time he
resigned to join Warwick & Legler
a vear ago. was director of the broad-
caslt (|vpartment.

TALENT STABLE

Lloxvd  Oppenheim  and  Arnold
Christie have formed a new talen
agency. The new company will he

DIVORCE COURT

lands with

IMPACT

In market
after market

In Cleveland

DIVORCE COURT

sent
share up 22%
adults up 49%
women up 34%

over the program previously
in the time slot

on WIW-TV,

Monday through Friday,
1-1:30 p.m.

ARB: OCT. 1967 VS, OCT, 1968

“Divorce Court”

consistently delivers

more homes,

more women. Cherchez

. Les Femmes
30 Rockefelier Piaza

FILMS New York, N.Y, See page 53
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called  Oppenheim-Christie Associ-
ates. Lid. and will represent a “stable”
of announcers. actors and actresses
for radio and television commercials
and industrial films,

Oppenheim is the former head of
radio and music services at BBDO.
Christie was previoush radio and
music producer at the same agency.

The company will maintain offices

at 565 Fifth Ave.,, New York.

FOSTER & LEMOINE
I'red B.

Jacques  Lemoine and

Foster. Jr. have formed a partner-
ship for the production of television
commercials,

documentaries.

industrial  films, and

LEAIOINE FOSTER

The firm will be known as Foster
A Lemoine’s TVA Group. tne. It is
an outgrowth of the TVA
which Lemaine has operated  sinee
1962,

The new group is located at 1
Fast 16th St.. New York. where it
has its own shooting stage and

Group

stall- which includes three directors.
three cameramen, an editor. assistant
director. and supporting personnel,

CHICAGO PRODUCTION

A new commercial producer will
soon be set up on Chicago’s Near
North Side at 13 East Oak St

Founder of the
Gerald T,
company will bear,

creamzalion s
» rem ]
Rogers. whose name the

Rogers has most vecently been pro-
ducer and director a1 W ilding Ty
in Chicago. and was previoush as-
sociated with Dovle, Dane. Bernbach
and Young & Rubicam in New York.

TECHNICAL TOPICS

International Video Corp., ap |
Eleetric and Musical Industrig |
Ltd. have entered into an agreemey |
whereby IVC will sell EMI color ¢ !
cameras and broadecast equipmentj |
the LS, '

‘The first products to be introducg !
are a three-tube Plumbicon camen!
for broadcast use priced at abay!
$72,000: and a four-tube model thy
will sell at around $76.000,

EMI is a broadly based electronie
and entertainment group headquar
tered in London.

General Electrie has introduced
a  new  1000-watt  davlight-colore
Quartzline sealed beam lamp. whid.
will be used to supplement davligh
in motion picture and color tv work
The lamps are available with thee
diflerent beam spreads, varving fran
narrow spot to wide flood. and wil
be available early this vear. Th
lamps will fit existing PAR-64 lamy ||
holders.

Ronald AL Polster has been namel ||
general manager of the special prog |
ucts division for Ampex Corp. P
viously he was manager of marketin
services,

The Ampex special products dis
sion engineers and installs complelt
video and audio system for use I
broadcast as well as other applick

tions.,

RCA has announced the develop
ment of a VHF tv transmitter withd
two-to-one improvement in  perfof
mance specifications for better anl
more  consistant color  signals. TH
transmitter. which makes  extensiv
use of solid-state components, Wi
developed in cooperation with the
Westinghouse Broadeasting Co.

Three Group W stations will e
using the new 30-kilowatt units. the
first of which will be delivered eath
this vear.

ZOOMING IN ON PEOPLE

TED LANGENDORF has been named
as director of Goodwav’s radio antl
television broadeasting  division. I
hiz new post he will be rvspnnsihh’
for creating and marketing new tel®
vision programs for eventual nationd
svndication,

W, LLOYD BAaUMES has been afF
pointed  production coordinator fof
Paramount Television. In his ned
position he will function in a liaisol
capacity in the arca of visual produ®
tion elements.

Television Age, January 27,1



efore joining Paramount, Baumes
| w: associated with a design firm in

s Uizinnati.
OBERT M. STORER, president of
ieer Studios. Inc. has been named
Lirman of the Atlanta Creative
el for the 9th annual Interna-
tical Broadcasting Awards spon-
wod by the Tollvwood Radio and
evision Sociely.
JLIN CAMPBELL has been named
vie president and director of inter-
gonal sales for ABC Films, Camp-

CANPBELL

hel who has been director of foreign
~a, since last summer. joined ABC
Lils early last vear working in the
Lolon office. From 1960 1o 1908
ha as director of programs for Tele-
vism International Enterprises, Ltd.
MBERT R. GALLAGHER has been
wyinted to the newly established
pation  of manager, sales promo-
ia CBS Enterprises Ine. Gallagher
vil be responsible for the prepara-
ri(ﬁ of domestic and international
b promotion material and  will
ssne additional responsibilities in
heareas of advertising. audience
whotion. and  international  re-
§:h.

l

VIIC MAKERS TO DUB

Je Music Makers Group. Ine. is
stelishing a sound dubbing facility
nfew York to transform foreign
athage films to English, The com-
ar eurrently creates original music
orhe commercial. film. and enter-
ainent industries.

FEE-CINE FORMED

bnald R, Collins, engineering
lllimanu;_-mnenl consultant to Video-
ap Productions Ine. has formed
| Cine Ine. The company will he
nvved in importing and manufac-
utg equipment for the television
intbroadeasting industry.
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Noxell—Thera-Blem + SSC&B
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Pillsliury Co. - Campbell-Mithun

—

o' . g, ,,.“_: 5
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a

JEFFERSON PRODUCTIONS, Charlotte
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COMMERCIALS MAKERS

Pelican Films, Inc. has added
HOWARD SHALLER, RUBIN SHAPIRO
and ARTHUR JACKS to its sales staff.

Shaller and Shapiro were formerly
partners in an organization repre-
senting print photography. Jacks
originally joined Pelican in 1962 as
production manager, and recently
became a salesman/producer.

TONY SEINIGER has joined VPI as
executive producer and production
group representative.

SAY

SEINIGER

Seiniger comes to VPI from Di-
mension Productions, of which he
was one of the_founders in early
1966. Before forming the company
Seiniger had been with EUE since
1962.

DEAN O’BRIEN has been named vice
president and general manager of
N. Lee Lacy’s Los Angeles opera-
tion. Prior to joining NNL, he was
in charge of production at Pacific
commercials and VPI on the West
Coast.

STEVE BERMAN has been appointed
staff-ilm director at Cascade Pic-
tures of California. A graduate of
the Art Center in Los Angeles, Ber-
man was formerly with Sandler
Films, Inc.

THE DOTTED LINE -

Metromedia Producers Corp.
reports five new sales and and fifteen
renewals for Truth or Consequences.
The half-hour strip series is now sold
in a total of 109 markets.

New sales are: was-Tv Atlanta,
WTAE-TV Pittsburgh, wsm-Tv Nash-
ville, WXEX-Richmond, and KSOO-
TV Sioux Falls.

Renewals for the series include:
KING-TV Seattle, wBaP-Tv Fort
Worth-Dallas, wJBkK-Tv Detroit,
WMAR-TV Baltimore, K0co-Tv San
Diego, KMsp-Tv Minneapolis-St. Paul,
wcro-Tv Cincinnati, wow-Tv Omaha,

38

wwL-Tv New Orleans, KATv Little
Rock, WRIL-TV Peoria, WLOS-TV Ashe-
ville, WcEE-Tv Rockford, wzzMm-TV
Grand Rapids, and WNDU-TV South
Bend.

A special on Las Vegas has been
sold to Monsanto and six specials
pending sales. The Las Vegas show
will star Frank Sinatra, Frank Sina-
tra Jr. and Nancy Sinatra. It is slated
for telecast in the Fall.

INTERNATIONAL SALES

Warner Bros.-Seven Arts has
completed 37 television sales for ser-
ies and cartoons. Among the series
sold are; Mr. Roberts, Colt .45, Ha-
waiian Eye, Gallant Men, Surfside
Six, F Troop, and The FBI.

Included in the series sales were:
cFCN-TV Caigary, cJpc-Tv Dawson
Creek, cFRN-TV Edmonton, CKRs-TV
Jonquiere, ckws-tv Kingston, cFcN-
TV Lethbridge, cksa-rv Lloydmin-
ster, CHEX-TV Peterborough, ckPR-TV
Port Arthur, cFcM-Tv Quebec City,
CKMI-TV  Quebec City, CKRN-TV
Rovyn, cusJ-Tv Saint John, cjic-Tv
Sault Ste. Marie, cFTK-Tv Terrace,
cBWT-TV  Winnipeg, and cKOs-TV
Yorkton.

Sales of cartoons were completed
with: cFeN-tv Calgary, cFPL-TV Lon-
don, cHOV-TV Pembroke, cHsJ-TV
Saint John, cPQc-Tv Saskatoon.
CJCB-TV Sidney, and cKso-Tv Sud-
bury.

Several program purchases for
overseas television stations who are
represented in the U.S. by Charles
Michelson, Ine. are reported to
have been made.

The Michelson company contract-
ed for 26 weeks of Tarzan for their
Sampan network consisting of sta-
tions in Thailand, Philippines, Singa-
pore, Hong Kong, Malaysia, and
Korea.

“Additional purchases included the
Tony Bennett special and the Tijuana
Brass special, for use by the ABS.
CBN network in the Philippines.

Also contracted for were several
properties for the Television Inde-
pendiente De Mexico (TIM) network
in Mexico. These include the Doris
Day series, Carol Burnett show. Su-
perman cartoons, as well as the Tony
Bennett and Tijuana Brass upcoming
specials.

JOINT VENTURE

Gerald Schnitzer Productions has
concluded a production, sales, and

e

distribution agreement with K
West Films, Inc. a subsidiary
Trans National Communications Iy!
According to the agreement, E§l
West Films will represent the Schy
zer organization exclusively and §
gage in joint production, utiliz|
Schnitzer’s West Coast facilities,

CBS NAMES SAXE

Edward L. Saxe has been nami|
president of the CBS Television $
vices Division. Saxe will sucegl
Frank J. Shakespeare, who has g}
signed to become director of §
United States Information Agency |

In his new position, Saxe willlj}
in charge of the company’s caTv il
terests, foreign investments in telgj!
sion-related fields, worldwide disty

SAXE

gramming. and services to forelf
television operations. Saxe had b
vice president, operations and e
neering. of the CBS television
work since June 1967,

Saxe joined CBS in 1946, and ki
been with the company since. '

Taking over his duties in the opét
ations and engineering departmet
will be Drew Brinckerhoff. He
been with the company since 19
serving most recently as genefl
manager, CBS television netwoll
operations, New York.

BAY CITY EXPANSION i

Snazelle Productions Inc. is &
panding its San Francisco facilitl
located at 155 Fell St. The compatl
claims it can now provide complé
35mm services.

Chris Byrne has been appointed.‘
represent SPl Television Centél
production sales in the western st
He was formerly with San Franci
Business magazine.

—
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Saturday Evening Phoenix? The
Saturday Evening Post may be dead,
says Martin Ackerman, but the Sat-
urday Evening Post Co. will be built
“to new heights”.

Ackerman, who is president of
Curtis Publishing, which owns */; of
Saturday Evening Post Co., which
owns the Saturday Evening Post,
which is folding because it can’t get
enough ads to feed all its hungry
employees and creditors, sees LIN
Broadcasting as a brick on which to
start building something that might
one day be known as the house that
Martin built. Dig?

With the demise of the venerable
Post, the Saturday Evening Post Co.
will be left with no operations. Pub-
lication of its Holiday, Status and
Jack and Jill magazines was recently
taken over by Perfect Film and
Chemical Corp., of which Ackerman
is president.

The Post-LIN transaction found
the Saturday Evening Post Co. pay-
ing $3.5 million in cash for an in-
terest in Lin. Ackerman has now
become president of LIN. It was en-
tirely a deal between Ackerman and
Frederick Gregg, Jr., president and
chairman of LIN. The Saturday
Evening Post Co. has bought Gregg’s
80,000 shares. Two other Post Co.
directors, Milton Gould and Alfred
Driscol, have joined LIN’s board.
Ackerman 1is also a member.

Why pay more? But something else
must be involved. LIN’s stock has
dipped and soared between a low of
about 6 and a high of about 30 in
the past three years, which just goes
to show the market in general isn’t
quite sure that LIN is a good thing
or not. But even if we assume the
high is fair, Ackerman and interests
would be paying about $13 over the
odds. They may want a money maker
badly, but surely not that badly. The
conclusion is that they are either
buying somebody else out as well or
that they are picking up shares on
the open market.

In that event, we can look for
steady upward pressure on LIN stock
for a while, with the possibility of a
new high. Since the shares are pretty

40

high priced anyway, and the possi-
bility is no more than that, this
should not suggest LIN is ripe for
private purchase, but it would be
worth the while of current holders to
keep a close tab on prices and maybe
take a little profit at around 30.

One of Ackerman’s aides said that
FCC approval was not required, but
the commission isn’t sure that inter-
locking ownerships in media are de-
sirable. However, it apparently has
not taken strong exception in this
case. LIN, though it’s a fairly good
money maker (profits of about $1.7
million last vear on earnings of %25
million) isn’t a big factor in broad-
casting. Its six radio and two televi-
sion stations aren’t exactly a threat
to CBS, though Ackerman obviously
feels he can stimulate its growth.

Could have done worse. In any
event, Ackerman, Gould and Driscoll
could certainly have found worse
ways of spending $3.5 million. At
least this way they’ll get something
for it. It may be no more than coin-
cidence, by the way, though it’s cer-
tainly interesting: if Ackerman and
companv has kept the Post going for
another year, $3.5 million is exactly
the amount that would have gone
into the hole. It seems the Post would
have sold 850 pages of advertising
through the year. Ackerman has es-
timated break-even at about 1,000
pages, a loss of $400,000 with 950
pages, $1.9 million with 900 pages
and $3.5 million with 850 pages.

With the Post’s advertising on the
skids, it was little wonder the prin-
cipals decided to call it quits, even
though it meant the loss of a great
publication and a considerable
amount of power and prestige.

The Post’s problem was similar to
one being faced by other media: it’s
not sheer numbers that sell advertis-
ing anv more. The buyers want to
know what they’re getting. They
don’t want millions of readers, or
viewers, who are low on buying
power. They have to pay for the au-
dience, and they want to know that
they are talking to the right people.
Ackerman said as much the other
day. In retrospect, he wished he’d

pruned circulation more thoroughl

Anvway, here’s the Saturday Eve
ing Post Co. with about $12 millig
in cash (which bears no resemblan
to hay) and an eve out for furth
interest-bearing investments. Ack
man has announced airily that he
interested in newspapers, broadcas
ing and a few other things.

The logical move. |1 seems logic:
that the company would want to ad
to its broadcast outlets, since LIN 1
not near its tv quota. but it prob
ably wouldn’t want to get into expe
sive prime markets for a while. Th
leaves the small, privatelv owned
operations, and there aren’t to
many of them left. It would be n
surprise, though, to learn that Acke
man had been talking to Egmon
Sonderling of Sonderling Broadcast
ing, or Gross Telecasting, or mayb
even Rollins. He’s not a man to p!
his eggs in one basket.

But i’s hard to see how they could
get anything like the LIN deal. To
get working control of a broadcas‘
company with $8.5 million in cuf
rent assets for $3.5 million isn’t easy

For the salesmen, here’s anothe
thought: what will happen to all tha
advertising that would have gon
into the Saturday Evening Post’s 83
ad pages this year?

There’s a lot of money
around out there somewhere.

floatin

Television Age, January 27, 1



TELEVISION AGE

®or the first time. it's said. adver-
tisers will be able to find out their
fand shares in certain markets al-
st immediately after a survev.
RKO Television Representatives is
vering its clients what it calls a new
hd of marketing service. Consumer
fand Analysis. The first study was
tne in Los Angeles for the fourth
carter of 1968, and the results are
tw available. The study will con-
l.ue in Los Angeles and expand into
sw York, Hartford, Memphis. Bos.
r and Detroit.
C. E. Hooper, Inc., spent two vears
jeparing the analysis. Bill Harvey
i Hooper and Dick Hauschild, re-
sarch director of RTVR. then spent
s« months putting it into a workable
frm.
Hooper will survey 130 housewis ex
Ir week in each market (in the first
fady, 270 per week were used. but
ssmaller sampling is expected to be
:.st as eflicient). During a telephone
iterview, housewives are asked
vich brands of 13 product categor-
s they are currently using, and
hat were the last two brands thev
bught in each category. Some of the
‘legories chosen are coffee. deter-
ints, soft drinks and margarine.
From this information, Hooper
\n determine the brand share of
rery item in each category. This is
oken down into heavy, medium
d light users of a product, and
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a review of
current activity
in national
spot tv

total users. It is also presented in unit
form—how many cups of each brand
of coffee people drink each day, how
many tubes of toothpaste are used
over a certain period of time ete.

Brand shares are then broken into
demographics—working housewives,
nonworking housewives. men.
women. black. white, etc. A profile of
users of particular brands is also pro-
vided.

In addition to the brand shave, by
asking for the last two brands bonght
in addition to the one being used, the
analysis shows the advertiser where
his users are coming from and where
they are going to. From the user pro-
file, the advertiser can learn exactly
where his brand share is going down.
and he can adjust his promotional

Steve Charles

Murphy  buys  for
Plizer and Co. at LaRoche, MeCal-
frey and McCall, New York.,

REPORT

and merchandising approach sooner
than he ever could before.

Another aspect is that figures for
a shorter period of time can be
pulled out almost immediately for an
advertiser who wants to check a spe-
cific test or promotion,

Consumer Brand Analysis is avail-
able to any advertiser on an RKO
station who meets certain minimal fi-
nancial requirements. Any advertiser
who is interested can see one study.

"l think it’s time tv began to re-
late to what makes products move. It
shouldn’t just go by the numbers,”
said Tom Judge. vice president and
eeneral manager of RTVR. He feels
it's a ‘massive step forward,” which
should be expanded into all major
markets.

When Hooper originated the idea,
they planned to syndicate it, but that
didn’t turn out to be a practical way
to start. Judge feels, though, that this
may happen in the future.

Among current and upcoming spot
campaigns from advertisers and agen-
cies across the country are the
following:

American Cyanamid Co.
( Sullivan, Stauffer, Colwell & Bayles,
Vew York)

Commercials for BRECK hair coloring
will be seen in 80 markets beginning
February 10, Day, early and late fringe
and prime 30s and minutes will run until

41
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May 11 in an attempt to reach women.
Claudette Roman worked on the buy.

American Home Products

(fohn F. Murray, New York)

Eight markets will see commercials for
various AMERICAN HOME products
beginning February 1. Fringe and prime
minutes will be used until February 28.
Dave Rubin worked on the buy.

Beechnut, Inc.

(/. Walter Thompson, New York)
A 13 week buy for BEECHNUT baby food
is underway in six markets. Day 30s
are being used to reach young mothers.
Dorothy Thornton made the buy.

Best Foods, division of Corn
Products Co.

James A. Yergin has been elected
vice president-research at Group W
(Westinghouse Broadcasting Co.).
Yergin joined Group W 10 years ago
as assistant research director.

WDTV

COVERING A

VITAL

area of
Central W. Virginia

WDTV

FAIRMONT,
CLARKSBURG,
WESTON,
WEST VIRGINIA

John North ¢ Vice Pres. & Gen. Mgr.

@

ACHS & fa il

Represented by
Avery-Knodel
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(Dancer - Fitzgerald - Sample, New
York)

Two separate buys for regular NUCOA
have been placed. The first hreaks on
issue date in eight markets, Day and

fringe 30s will run until March 23. The
second buy begins February 17, and will
be running in 12 markets until April

13. Day and fringe 30s will be used.
Commercials for SKIPPY nuts will be
seen beginning February 3. Day 30s will be
seen in 11 markets until March 30,

and another 17 markets will be hit from
March 30 through June 1. Georgett:
Robinson and Marty Rosenberg

worked on both accounts.

A buy for SPIN BLEND starts February
10 in six markets. Day and fringe 30s
will run until April 6 in an

attempt to reach women. Georgette
Robinson placed the buy.

Combined line NUCOA breaks in 18
markets on issue date and runs until
March 23. Day and fringe 30s will be used.
A four week flight for HELLMAN'S
mayonnaise starts February 21. Prime
30s will run in 39 markets. Marty
Rosenberg placed the Nucoa and
lellman’s buys.

Brown & Williamson

Tobacco Corp.

(Ted Bates & Co., New York)

A buy for VICEROY cigarettes hreaks
shortly before issue date in 10 markets.
Early and late fringe and prime 3Cs
will he <ceen until May 11.

George Pafitis worked on the buy.
General Foods Corp.

(Benton & Bowles, New York)

Children are the target of a nine week
bhuy for POST ALPHABITS that
breaks issue date. More than 50 markets
will see 30s on the children’s Romper
Room shows. Bob Hinson made the buy.

(Continued on page 44)

Who made it?

Winners of the fourth annual
“TV  Critics Contest”, spon-
sored by waNs-Tv Columbus,
Ohio, have been announced.
Marianne Monahan of Need-
ham, Harper & Steers, Chicago,
and Richard Westhoven, Co-
lumbus & Southern Ohio Elec-
tric Co., Columbus, each won
the grand prize—a portable tv
set. There were 23 runners-up.
each of whom received a tran-
sistor radio.

The contest is a guessing
game of “who’s going to make
it this year?” Prior to the
opening of the CBS-TV season,
advertising personnel, tv crit-
ics and WBNs-Tv advertisers
were invited to predict which
category each of CBS’ new
shows would fall into: win.
place, show, scratch. November
ARB’s are used to determine
just where each show actually
winds up. '

Media Personals

BETTY MCCOWAN has joined Leslie
Advertising, Greenville, S. C,, as
media director. She had been media
department manager at Henderson
Advertising.

STEPHEN EISENBERG has joined
Ross Roy of New York as a senior
media buyer. He will be responsible

EISENBERG

for various Borden’s products.
Previously, he was with Ted Bates
& Co. as senior media buyer.

DONALD KAMINSKY has bheen pro-
moted to media director at Clinton
E. Frank, Inc., Chicago. He joined
the agency in 1967 as a media super-
visor. Prior to that he was associate
media director at Knox Reeves,
Minneapolis.

DON ALTOBELL has been appointed
media director at Doremus & Co.,
Philadelphia. Previously, he had
been a media buyer at Ramsdell-
Buckley.

H. Preston Peters (seated), chairmai
of Peters, Griffin, Woodward, pré
sents PGW account executive RO,)'
Terzi (second 1) with rep firm$
“Colonel of the Year” award for com
tributions to stations and advertiser
served by PGW. Looking on are Ar:

thur Muth (l.), vice president, 61
Robert Brady, treasurer, both 9

PGW.

Television Age, January 27, 19




(\Ine Buyer’s Opinion . . .

THE NEW LOOK—AND COST—OF JANUARY

The beginning of the year has historically been a time of optimism

i -and anticipation for man. Ever since the Gregorian calendan: was es-

| -ablished, people have had great hopes for the new year. So it is with

| he television industry. The past few years have seen the coming of
lanuary as a great hope for the networks, as they try to r’epl.a('e aby.smal
‘ailures with new programs and change other programs .I’nne periods.
| This has come to be known as television’s “second season.’
Unfortunately. the second season is here to stay. Television’s appetite
for progmmmi.ng is growing at such a rapid rate l!ml it is becoming
increasingly difficult for the networks to come up with new shows that
ast more than a couple of vears.

I With the arrival of the second season comes the second season rate
sard. This is a result of the process of analyzing competition, audience
Jow. sels in use, track record and a myriad of other variables when a
srogram is cancelled and a new one takes its place. All measuring and

| weighing is undertaken by different groups of people for diflerent rea-
sons. Programming people go through it when they attempt to find the
-ight formula for programming stations. Conscientious buyers do it when
they want to be sure the price tag is in the realm of credulity. So it is
‘hat sales management goes through this same process in pricing its
wares competitivelv. Now, a certain amount of optimism by a station is
anderstandable when it comes to anticipating new program ratings. But
’ld shows are cancelled and new ones substituted because the old shows
wre failures. If a program is a failure. it indicates that avails in or adja-
sent to it were inefficient. This is because costs were predicated on a level
f achievement which obviously was not met.

To keep a station competitive, the price of a time period is based
on what audience that time period delivers. The higher the rating, the
greater the cost. This is all fundamental. But what happens when an
avail in a new program is offered at $300 with an estimated rating of
20, and the show is a bomb with a 10? When it goes off the air in
January, nine times out of 10 its replacement is still offered at $300.
Nobody expects any bonus spots or rebates because of low ratings.
But is it too much to expect a station to be more realistic in pricing
that time period when its fills in with another new program—one that
was not considered good enough to make the first string in the Fall?
‘Not only is the station faced with the original variables for new pro-
gramming, but it is also filling a losing time period. This makes it even
tmore difficult to increase share. So after one failure, why is the same
|fprice charged? Probably because somebody will buy into it anyway.

[l The law of supply and demand is also an important consideration
|lin building a rate card. There’s heavier activity in major markets, and
| fthese are the ones that experience more frequent rate changes. There-
fore stations in these markets can afford 1o be less tolerant when pub-
tlishing new rate cards. Even though stations may not always be sold
‘out in primetime, it’s worth the gamble because the pressure is there,

The example set by the networks does not help the situation, either.
This January, ABC is keeping prices of their new programs at or above

the prices of the casualties. Would vou honestly expect ABC affiliates
to do otherwise?

The television industry has not been immune from creeping inflation,
i‘and costs keep edging upward. There are pricing areas, however,
where a more reasonable standard should be applied. Not only would

I this follow the basic tenets of economics, but it would also spare many

stations the indignities of culting rates when alert buyers read the sit-
‘uation and refuse to pay the premium.
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THINK

POWER a & s

Texas’ highest maximum
rated power . .. full color ...

THINK
POTENTIAL ...

Greater buying opportunity
reaches total market . . . not
available on any other
stationin area. ..

THINK
PROGRAMMING...

Stock Market . .. Business
and World News . ..
Children's Programs . ..
Spanish Programming. ..
Bullfights . . . '
Variety Shows . ..

Movies . ..

THINK

Covering Houston-
Galveston ... Texas’' richest
market.

N (JA# S
Full Color and Texas' highest
maximum rated power.

KVWV-TV

CHANNEL 16/ KVVV-TV
Executive Sales Offices at 1217 Prairie
Houston, Texas 77002

Represented by the Hollingbery Co.

|




SpOt (From page 42)

General Motors Corp.
(Dancer - Fitzgerald - Sample, New

York)

Two buys have been placed for
FRIGIDAIRE appliances, both going
into 35 markets., The first runs from issue
date to April 20; the second from
February 3 to March 23. Prime and fringe
minutes will be used to reach adults.
Mike Perkis worked on the buy.

Getty Oil Co.
(Smith- Greenland Co., New York)
An eight week buy for GETTY OIL

gasoline broke shortly before issue date
in 12 markets. Early and late fringe
and prime 20s and 60s are being used.
Sylvia Alles made the buy.

Gilette Co.
(Batten, Barton, Durstine and Os-

born, New York)

A 1wo week flight for the HOT ONE is
underway in 20 markets. Early and late
fringe and prime 30s are being used to

try to reach men. Alexander Chapulari

placed the buy.

Lehn & Fink, division of
Sterling Drugs
(Doyle Dane Bernbach, New York)

A buy for BEACON FRENCH wax broke
shortly before issue date in 35 markets.
In an attempt to reach women, 20s
and 30s will run all day until March 30.
Mike Gottisman placed the buy.

Lehn & Fink, division of
Sterling Drug

(Sullivan, Stauffer, Colwell & Bavyles,
New York)

A buy for LYSOL spray disinfectant
began shortly before issue date in 40
markets. Day and early and late

fringe 30s are being used till further
notice in an attempt to reach housewives.
Olga Hofiman worked on the buy.

Mennen Co.

(J]. Walter Thompson, New York)
Commercials for SOFT STROKE just

began in 40 markets. Early and late
fringe 30s will run for six weeks

in an attempt to reach men.
Dorothy Thornton is the buyer.

Norwich Pharmacal Co.

(Benton & Bowles, New York)
Adults are the target of a buy for PEPTO
BISMOL that broke just hefore issue
date. Day and fringe 30s and minutes
will be running for eight weeks in six
markets. Jerry Braet is the buyer.

Peter Paul, Ine.

(Dancer - Fitzgerald - Sample, New
York)

A buy for various PETER PAUL candies
is underway in about 50 markets. In an
attempt to reach families, 20s and 60s are
being used in early and late fringe and
primetime until April 12. Sylvia Parson
and Estelie Nisson worked on the buy.

(Coniinued on page 45)

Agency Appointments

GEORGE NUCCIO has been elected
a vice president at Batten, Barton,
Durstine & Osborn, New York.
Nuccio, an associate media director,
has been with the agency in various
positions since 1954.

JOouN F. woons has been pro-
moted to assistant account execu
tive at Needham, Harper & Steers,
Chicago. He has been with the
agency since 1967.

EDWARD R. McNEILLY has heen ap-
pointed executive vice president at
Doyle Dane Bernbach, New York.

MCNEILLY

McNeilly, who has been with the
company since 1955, is a director
and management supervisor.

WILLIAM  AlsTON  has  joined
Clinton E. Frank, Chicago, as a vice
president and account supervisor.
Previously he was at BBDO.

MICHAEL SHEA and RONALD CHEZ

Jones Scovern of PGW retires

Jones Scovern, vice president-
secretary and a director of Pe-
ters, Grithn, Woodward, Inc., has
retired after almost 30 vears in
the broadcasting industry.

He started his career at the St.
Louis Post-Dispatch, and in 1939
moved to radio station Ksb St.
Louis. A few years later, he went
to PGW as a sales executive. Al
PGW, Scovern moved up to sales
manager and then to various ad-
ministrative positions. He has
been active in Broadcast Pioneers
and other industry organizations.

At the company’s recent stock-
holders’ dinner, H. Preston Peters,
chairman of PGW, cited Scovern’s
contributions to the company.

have been appointed account ex-
ecutives at Albert Jay Rosenthal &
Co., Chicago. Chez had been
district manager for the Manage-
ment Publishing Group. Shea was
district manager for Forbes.

JUDIE QUESTEL has joined Berger
Stone & Partners as assistant ac-
count executive. She was previously
with Deyle Dane Bernbach.

BERNARD JAFFE has been named
senior vice president for marketing/
planning at Hicks & Greist, Inc,
New York. He had been a vice
president at Ketchum, MacLeod &
Grove.

JOHN GOAD has been promoted to
brand supervisor at Leo Burnett
Company, Chicago. He had been an
account executive with the company
since 1965.

STEVE POKRESS has been assigned
to the grocery products account
group at Carson/Roberts/Inc., Los
Angeles. He had been an account
supervisor at Erwin Wasey.

koY BOSTOCK has been elected a
vice president at Benton & Bowles,
New York. Bostock has been an
account supervisor at the agency
since 1964.

JOHN H. A. cross has joined Jack
Tinker & Partners as a partner. He
had heen an executive vice presi-
dent at Compton Advertising.

FRANK LARKIN has been elected a
vice president at Lewis & Gilman,
Philadetphia. He joined the agency
in 1964 as an account executive.

SCOVERN
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«ency media buyers are nol about
:“ln be displaced by either com-
uls ot timebuying services, ac-
or ng to Dominick Spoto, of War-
& Legler, Inc.. New York. Spoto

i2dia supervisor on Lehn & Fink
‘wucts Corp. and Pharmaco, Inc.

“here’s still an element of per-
onity in buying,” he said. ~Buy-
ngshouldn't be done only by the
upers.”

{mputers are an aid in the media
wl now. but Spoto doesn’t think
hell take over completely. certain-
v Ot within the next five vears.

i for the buving services. he said
he can be very effective for small
wcies not equipped to buy on a
imal level. Once an agency has

bstantial number of broadcast
ctts, however, they can do their
w! buving.

Cimebuving services have made
secies realize there's more to buy-
nghan a rate card. We can negoti-
tethe same as they can” said
‘p-().

I» considers programming an im-

DOMINICK SPOTO

portant factor in buying. The type of
show must not only be appropriate
for the product but have the right
demographics. as well. This, in par-
ticular. is something the computer
can’t do. he said. The personal factor
is still necessary here.

Spoto started his career as an esti-
mator at  McCann-Frickson. Three
vears ago he joined Warwick & Leg-
ler’s media departinent, and he plans
to stay in the media field.

The immediate future of media

Buyer’s Checklist

Bonus Affiliates

The following stations have been
ade available to NBC-TV adver-
sers on a honus basis since Sep-
mber. Not all are carrying 100
o cent of the schedule, The sta.
ons are: WCWB-Tv  Macon, Ga.;
rou-tv Raleigh: wirry Meridian;
ATU-TY  Augusta,  Ga.; KMIR-TV
alm  Springs:  KLaemv Lafayette,
| La.; K1co-ty Favetteville.

New Affiliates

! oweslety Fort Myers has become
|0 NBCTY affiliate, effective De-
- Lamber, 1908,

Rate Increases

' KGNCY Amarillo, from $425 to
L0, effective July 1. 1969,

Kssw-rv - Salinas-Monterey,  from

1350 to 8800, effective July 1, 1969,

; .
New Representatives

' Kvooty Tulsa,  has  appointed
| | cle-Rep its national sales represen.
| litive, effective immediately.

!0 KTReety Lafkin has  appointed
{

very-Knodel as national sales rep-
l

ssentative, effective immediately,

A .. -
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(From page 44)

Spot

Procter & Gamble Co.

(Dancer - Fitzgerald - Sample, New
York)

A buy for THRILL begins February 3
and rins through the end of the
contract year. Fringe and prime minutes
will be used to reach women. Sylvia
Parson made the buy.

R. J. Reynolds Tobacco Co.

( Dancer - Fitzgerald - Sample, New
York)

A 52 week buy for CAMEL cigareties

is underway in 60 markets. Fringe

30s are being used. Marty

Rosenberg is the buver.

Riviana Foods, Inec.

(Dancer - Fitzgerald - Sample, New
York)

Commercials for MAHATMA rice and
WATER MAID rice will he running
from February 27 through July, in

30 markets each. Fringe 30s and prime
105 will be used. Marty Rosenberg

made the buy,

Salada Foods, Inec.

(Norman, Craig & Kumunel, New
Yorlk)

Thirty markets are seeing conmercials
for SALADA tea. The buy runs until
March 22, using early and late fringe
and prime 205 and 30, Pamela
Holzenbeck  worked on the buy.

(Continued on page 47)

doesn’t hold any drastic changes, as
far as Spoto can see. He thinks the
idea of having marketing specialists
rather than brand buyers has both
advantages and disadvantages.

On the plus side is the fact tha
the buyers know their markets so
well and should be able to do a more
efficient job. On the other hand, he
feels that always buying the same
market can become boring. Also,
buyers should be familiar with mar-
kets and market problems around
the country.

Knowing the product and knowing

the market are equally important to
the buver and 1o the success of the
product. And, he said, any good
buyer who knows his product can
always learn the market.

Spoto and his wife live in East
Williston. Long Island. They have
three children, whom he calls his
“favorite hobby.” When he has time
to relax. he goes mostly for water
sports. Fishing and  water-skiing
rank highest. and, for quiet moments.
Spoto likes to read.

New SRA member

The David Carpenter Co.,
Atlanta, Ga., a regional repre-
sentative, has been voted into
membership in Station Repre-
senlatives Association, Inc. Cur-
rently, it is the only SRA
regional representative member
firm.

James Schiavone has been ap-
pointed vice president of KsAT-Tv San
Antonio. He had been general man-
ager al WWJ-AM-FM-TV Detroit since
1961. Ksat-Tv is owned by the Out-
let Co,
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Coming Soon!

1969 TEN CITY
MAJOR MARKET GUIDE

* New York * Atlanta

* Chicago * Dallas-Fort Worth
* Los Angeles * Philadelphia

®* San Francisco * St. Louis

Detroit

Minneapolis-St. Paul

Handy, pocket size.
Complete listings of:

Agencies News Services
Representatives Trade Publications
Networks and Groups Film Distributors
Television & Radio Stations Film/Tape Services
Trade Associations Transportation Facilities
Research Hotels

Restaurants

$1.00 rer copy
$5.00 ror 10

Makes the ideal “give-away” for stations, syndicators, station representatives.

Accurate, up-to-date, practical

(T

Television Age

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

Gentlemen :

Please send me . copies of the 1969
TEN CITY MAJOR MARKET GUIDE at $1.00 per copy

Order
;  $5.00 per 10 copies. g
NOw! E Name é

Address

City State Zip— ___——
D Payment Enclosed
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Rep Report

cHARD  KAPLAN has Deen ap-
jinted  director of rescarch and
ces promotion at CBS Television
litional Sales, New York. Kaplan
|d been manager of market re-
wch.

HAL protTer has joined the sales
Wff of Tele-Rep, Inc., Chicago. lle
d previously been national sales
mager for woca-1v Washington,

Spot (From page 45)

Sauter Labs

(McCann-Erickson, New York)

A six week buy for various SAUTER
LABS products broke shortly before issue
date. Prime 20s are being used in 26
markets and early and late fringe 30s
are being seen in 12 markets, in an
attempt to reach women. Abbey
Lester made the buy.

Stella 1°Oro Biscuit Co.
(Firestone Associates, New York)
A buy for BISCUITS begins on February

10 in 33 markets. Day, fringe and
prime 30s will run for five to seven weeks

Pepsi pours it in

About 50 communities and
100 individuals will be the high-
light of a six-figure spot cam-
paign by Pepsi-Cola Bottlers of
Delaware Valley. Pepsi and
WFIL-AM-FM-TV  Philadelphia
will  salute public service
achievements throughout 1969.

The project developed from
Pepsi’s awareness of its respon-
sibility to its community.

in an attempt to reach women. Steve l
Elgort worked on the buy.

=1 \ 7

—

-

KELLY

lso at Tele-Rep. paN KELLY has
en appointed director of research.
elly had been director of adver-
sing and promotion for Metro TV

e You’re only
: HALF COVERED
in NebrasRa...

Cheers for Boo

An adman’s work. like a

if you don’t use
KOLN-TV/KGIN-TV

nother’s is  never finished.
deter Boo. account executive at
‘essel. Sieafriedt & Moeller.
nc.. Louisville, can tell you
bout that.

One recent Sunday afternoon
t client of Boo's called him. in
irgent need of a clown. The
:Hent. a chain eatery. was open-
ng a new outlet. and the clown
vho had been hired to lure
roungsters in didn’t show,

With no obvious alternative,
300 hurried over to the restau-
ant,  painted  himself and v’\\
limbed into a clown’s costume. .
de had no experience and \
lidn’t even have time for a re-
earsal, but his act delighted ~—m 2

0th children and parents. The ‘_—_\J_._.:‘_I_,J‘
makeup and costume fooled
Fhe Folyer Hlabions
KOLN-TV | KGIN-TV

wvervone—even (. k. Fessel,
Ty RADIO
LINCOLN, NEBRASKA

oresident of the agency. didn't .
‘ - ¥ WKID KALAMAZOO-BATTLE CREEK
1500 FT. TOWER

You have to reach the right people if
you want to be influential in Nebraska.

You need Lincoln-Hastings-Kearney,
the state’s other big market. It's served
best by KOLN-TV/KGIN-TV, the of-
ficial CBS outlet for most of Nebraska
and Northern Kansas. Avery-Knodel
can reserve it for you.

re('ngnize llilll. WIEF - GRAND RAPIDS
. s WIFM. GRAND RAPIDS-KALAMAZOO
Boo's salarv for the job? A WWAM/WWTV-FM _ CADILLAC
hamburger, and lots of happy

rasion GRAND ISLAND, NEBRASKA
kids hanging on 1o him,

WHKIO-TY  GRAND RAPIDS-KALAMAZOO 1049 FT. TOWER

WWTY/ CADILLAC-TRAVERSE CITY
WWUP-TY  SAULT STE. MARIE
NOLN-TY / LINCOLN, NEBRASKA
KEIN-TV GRAND ISLAND, WEB

Avery-Knodel, Inc., Exclusive National Representative
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Success Story,
Baltimore Style!

BRAGER-GUTMAN’S
LEXINGTON ST. & PARK AVE MU. 5-2222

BALTIMORE 1, MARYLAND

December 13, 1968

Mr. Donald P. Campbell
General Manager

WMAR-TV

6400 York Road

Baltimore, Maryland 21212

Dear Mr. Campbell:

I wanted to take this opportunity to tell you of one
of the most successful promotions we have ever had at
Brager-Gutman's. Recently we ran three weeks of our "The
Woman's Angle" schedule to introduce the new Gold Star line
of Burlington Sheets

Sylvia Scott's sincere delivery of the selling message
was as dynamic and exciting as if she were in our store
personally! The sales were nothing short of phenomenal and
resulted in a 50% increase in volume for the month in our
Linen Department

We are proud and gratified of our assocliation with
Sylvia and look forward to continuing our successful
sponsoring of "The Woman's Angle"

Very truly yours

Morton M. Yablonsky
Vice President

SYLVIA SCOTT . . . “THE WOMAN'S ANGLE"
MONDAY THROUGH FRIDAY, IN COLOR, 1 P.M.

No Wonder....In Maryland
Most People Watch COLOR-FULL

WMAR-TV ©

CHANNEL 2, SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by KATZ TELEVISION

Television Age, January 27, 1%
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Timebuyfng (From page 23)
Jesired, in the information while it
is displayed on the CRT.

For example, the buyer could
change a price. Since the system uses
NS data to check out audience level§,
the buver could make his own esti-
mates of audiences. The system also
allows the buver to make seasonal ad-
justments in audience levels.

In placing his order. the buyer
goes through traditional channels,
which would normally be a telephone
call. The rep confirms the buy in the
' normal wav. When the agency re-
| ceives the confirmation, this is trans-
| mitted to the computer by the buyer.
| The system thus helps the buyer keep
| track of what has and what has not

been confirmed. as well as what has
and has not been ordered.

Finally, say the Nielsen people.
‘TNT simplifies upgrading of spots
!'and makes possible post-buy evalua-
tions at a fraction of current special
analysis costs.

Two concerted efforts

Though the Nielsen proposal is not
| nearly as ambitious as the CDC SVS-
tem, both represent significant efforts
toward systematizing spot buying.
Computerized systems of the past,
such as those of Broadcast Clearing
House and Central Media Bureau,
centered on paperwork, particularly
?nillin;:, and did not attempt to gét
nto evaluation of availabilities. It js
worth noting that none of these svs-
tems got anywhere and in the case of
One rep, Savalli/Gates, the legacy of
serewed-up paperwork left them husy
for months trving 1o !

g straighten
things out.

About 4 vear and a half ago an
on-line inventory control %\'clel?] was
A SYs g

Oﬂer'ed the broadcast industry by
M}decomp. Inc., headed bv Sam
"Yman, who alse was, and is. chief
"_f RDR Associates, parent of one of
“m("hu,ving middlemen. RDR Time
uying Services. While Mediacomp
%las some features of the computer-
ized timebuying proposals, it is bas-
Wallly a sales svstem for stations
and reps. It has heen shelved for lack
Of financing, according to the com-
Pany. However, it received little sup-
POI‘E :Iuring the Summer and Fall
of *67, when Wyman was actively
pushing it ' ‘
_A rep-oriented  system  is  now
Yeing developed by Cybernetic Ap-
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plications, Inc., a New York soft-
ware firm staffed by a number of
ex-IBM men and headed by Lou
Kresch. CAl installed The Katz
Agency computer operation, and has
worked on the H-R EDP setup.

The computer firm first proposed
their system, which involves the
storage of station inventory and as-
sociated information, last September.
About 15 reps were talked to, includ-
ing five group-owned. Morgan La-
marche. vice president in charge of
CATD’s proprietary systems division,
says some of the reps have been
favorable, some skeptical but will-
ing to be shown, and a few bent on
developing their own svstems—these
being. naturally, the cnes that can
afford it.

Lamarche, whose customer area
included reps when he was at IBM,
is still gathering information on spot
timebuying procedures for the pur-
pose of making a specific dollar pro-
posal. This may involve asking the
reps for development financing. The
question of rep ownership has been
discussed. but nothing definite has
been decided in that area.

The CAI proposal, which would
tie in stations and reps in a com-
puter-TWX-.CRT network,  would
maintain separate files for each rep.
The CRT aspect plays an important
part in the svstem (Lamarche points
out that CAI has a solid background
in visual display terminals), giving
the rep flexibility in querving the
computer. The system.
would not involve égencies.

Thus the ARB and Nielsen sys-
tems are new in approach and de-
tails. Both are touted as speedy and
accurate and both are said to assure
that all criteria specified will be tak-
en into consideration in the process
of choosing avails. No reason now,
it’s said, for either agency or rep
Management to worry about whether
buyers or salesmen overlook some
key criteria in the rush to get a cam-
paign on the air.

As for speed, Dr. Peter Langhofl,
president of ARB and a former Y&R
research chief, estimates that TV\
will permit a multi-market buy to be
completed in 24 hours.

however,

The CDC proposal would involve
a three-way partnership of itself and
about 10 to 12 agencies and reps as
a minimum. Dr. Langhoff said he is
seeking “parity of investment” from
buyers and sellers so there would be

a “parity of power.” While he said
CDC wants agencies and reps to
control the system, other avenues of
financing are available. “We could
take it to Wall Street.”

He figures development costs,
which would be borne by the invest-
ors, would amount to about $12 to
315 million and estimates that it
would take two and a half to three
vears to put TVX “on line.” The
investors. of course, would benefit
from any profits that would accrue
from other agencies and reps buying
the service.

Details of the CDC system and the
financing have been explained in de-
tail to at least nine potential parti-
cipants—five agencies (Ted Bates,
BBDO, J. Walter Thompson, Y&R
and Leo Burnett) and four reps
(Blair, Katz, Metro Tv Sales and
RKO Television Representatives).

As for Nielsen, so far TNT has
been shown to five agencies and an
advertiser—Compton, Bates, Esty,
Dovle Dane Bernbach, Y&R and Gen-
eral Foods.

Reaction is guarded

Open reaction to the proposals has
been cautious for the most part be-
cause of the fact they are still under
study, and some of the firms which
have been exposed to the systems pre-
ferred to talk off-the-record.

At Y&R, one of the two agencies
which saw both proposals. Warren
Bahr, executive vice president and
director of the media department,
finds the “overall idea™ of TVX “ex-
cellent” but the dollar involvement
“scary.” Because of the profit aspect,
Bahr sees equal investment by buy-
ers and sellers as a logical approach.

Bahr is not saying, however, he ap-
proves of the system as described
or that Y&R should necessarily par-
ticipate. TVX is currently being
evaluated by a task force of the
agency Steering Committee.

What Bahr approves of is the ef-
fort to find a more eflicient way of
delivering availabilities and shrink-
ing the time lapse between the sub-
mission of avails and confirmation
by the rep. Also, he likes the idea of
a central svstem taking over certain
accounting and estimating proce-
dures, certain basic audience calcula-
tions and certain telephone transac-
tions between buyer and rep.

Bahr is not floored by the com-
plexities of automating spot timebuy-
ing. He thinks it’s feasible to comput-
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erize much of the process. But he
sees a major barrier in cost. “These
things never cost less, they always
cost more.” But, he added, "You
may get more and that’s the name of
the game—making better judgments,
being able to afford better people
and being more competitive.”

Feeding the computer

He also sees a problem in convinc-
ing stations to put their inventory
into a central computer and says that
if some do and some don’t, the latter
might be at a “disadvantage.”

A system like TVX, Bahr says, will
not necessarily cut down on face-to-
face buyer-rep relations. “A sales-
man will still want to explain the
qualities of his stations.”

As for the Nielsen proposal, the
Y&R executive puts it in another ball
park. “What they’re doing is selling
the agency various Kinds of analy-

ses.”

Two agency media executives,
both negative about TVX insofar as
its value to the agency is concerned,
felt it would help the broadcaster
most. Hence, they said, he should
pay for it. But one of them was not
sanguine about the possibility of its
actually being put into operation.
“The rate card situation alone
'« a terrible problem.” he said.
“We've tried to computerize rate

Any challengers?

The new consulting engineer
at wsms-Tv Fort Lauderdale

claims he has more broadcast- |

ing experience than anyone else
in the world.

Raymond F. Guy, who
joined the station when it went
on the air last month has
worked in the field since 1921.
At that time, he was employed
as an engineer and announcer
at wiz Newark, the second sta-
tion to go on the air. Guy says
that the other people employed
at the first two stations are long
since retired or deceased.

He has written engineering
textbooks and papers, and has
worked for the Voice of Amer-
ica. In the last few years, Guy
has been a consulting engineer
to the governments of the

| United States, South Vietnam
and Morocco, and to FM and tv
clients in the U.S. and the
. Philippines.
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cards for years and we haven’t suc-
ceeded yet.” He said that “maybe”’
Nielsen would get its system off the
ground in 10 years and couldn’t pre-
dict when an operation like TVX
would be feasible.

The other executive said that,
while he didnt regard TVX as too
complex, by the time it’s in opera-
tion “we'll be automated ourselves.”

The “benefit” to the rep. he said,
was that it would “almost eliminate”
salesmen and thus cut their costs.
“The reps should favor such a svs-
tem. 1f they don’t get involved, their
otations will sell eventually to the
advertiser directly. This system gives
the reps a role. They're crazy if they
don’t see it.”

One rep who doesn’t see it is Tom
Judge, head of RKO Tv Represent-
atives. 1 don’t think the husiness
is ready for it. 1t ignores certain fac-
tors, one of them being that the pur-
pose of the reps is to most effective-
Iy market their stations’ inventory.”

Group reps, Judge said. don’t de-
liver avails in the classic sense.
“They offer sales presentations: they
<ell schedules and the reason why the
schedules meet the needs of a prod-
uct. They want to control what the
agencies buy. They don’t want the
agencies Lo select from whatever’s
available.”

The RKO rep couldn’t see enough
stations participating to make TVX
a going thing. “The only way the
svstem could ever function is if all
the major market stations partici-
pated. 1 doubt if the o8os would get

imolved.”

Machine buying?

Judge is wary about both the CDC
and Nielsen proposals because thev
~offer the agencies an easy way 1o
cut manpower and do their buving
by machine. Sure. with computerized
timebuving. the salesman would still
be involved. but buvers can easily
sav, ‘I'll call you later,” and then
not call.

Another rep disputes the
agency contention that sellers would
benefit most from a svstem like TVX
is John Dickinson, executive vice
president of Harrington, Righter &
Parsons. He savs, “These joint
services tend to be buyer-oriented.
But they can’t serve two masters.
The rating services are a good ex-
ample. The fact is that you handle
things differently when vou buy and
when vou sell.” ' '

\\'hn

As a specific example. he ci
the ranking of spots by a criterig
like cost-per-1.000. “The avails
all stations in a market might be
interlaced. What  good would  that
do us when were trying to sell &
pachage. when were tniing to g
bevond cost and demographics and
sell the acceptance of a station?”

Dickinson thinks the idea of ston
ing station inmventory data is heing
made obsolete Iy changes in spal
buying practices. “The premium o
fixed positions is not as preat as il
used to be. The trend is toward rots
tion.”

Most reps feel that some Kind @
computerization in spot timebuying
is bound to come. James Jurist, vio
president in charge of administra
tion for John Blair A Co.. is one 0
those impressed by the computer’
potential. “1f a clerk can do ity th
computer can do it.”" The key to wha
will be computerized. he savs, s et
nomic justification.

Keeping an open mind

Blair is studyving the CDG pr
posal. and Jurist says the firm
keeping an open mind on the que
tion. “It's an idealized model at th
point. Flesh has to be put on tl
skeleton.”

So far. he it hasn’t bet
Jdemonstrated that it will =ave mone
but. like YSR> Bahr. Jurist lea
to the view that computerized sy
save mones

~a\Vv -,

tems often dont
provide new capabilitie and infe
mation.

Blair is also studving an evalt
tion of its test of an on-line rep-#
tion svstem conducted last vear Wi
wean-rv Portland. Me. The test |
been suspended and. savs Jurist,
worked. The question now is oné
economic. not technical. feasibilit

Considering the wide differen
of opinion about the two comput
ized timebuving svstems. parlit‘ul
Iy the CDC proposal. it seems
to sav there’s rough sledding aht
for any broad-scale. industrv-w
operation.

It appears quite possible that b
ers and sellers will develop their ¢
computerized operations before p
zing into one another. And it we
not be at all surprising if reps
agencies come to the conclusion !
real computerized timebuving
not walk until it learns how to cF
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| wcomers (From page 30)

National Assn. of Insurance
Agents
Florida Assn. of Inde-
pendent Insurance Agents

Industrial Machinery
Sullair Corp.
Sullair air compressors

Life Insurance
American United Life In-
surance Co.
American United Life
Insurance
National Trust Life Insurance
Co.
National Trust Life In-
surance .
Union Life Insurance Co.
Union Life Insurance

Office Furniture,
Accessories & Misc.
Swingline, Inc.
Swingline office supplies

Schools & Colleges

Linkletter Enterprises
Linkletter Dance Studios
Motel Managers Training
School, Inc.
Motel Managers Training
School—correspondence
West Coast Trade & Business
Schools
West Coast Trade &
Business Schools—
residential

Steamship, Truck &
Other Freight

Arpin, Paul Van Lines, Inc.
Paul Arpin Van Lines
moving services.

DRUGS, TOILETRIES

Cold Cough & Sinus
Remedies

American Home Products Co.
Dristan childrens' cough
syrup

F&F Labs, Inc.
F&F antiseptic throat aids

Cosmetics Combination
Copy
Arden, Elizabeth
Elizabeth Arden cosmetics
DeLeon Labs, Inc.
DeLeon cosmetics
Strange Labs Co.
Strange cosmetics

Creams & Lotions

Foremost McKesson, Ine.
Albolene Mist after-bath
spray skin softener

Sunbeam Corp.
Facemaker complexion kit

Drugs & Toiletries,
Retail

Rexall Drug & Chemical Co.
Republic Rexall drug
Stores

Hair Products

Arden, Elizabeth
Elizabeth Arden Salons

Beecham Group, Inc.
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Finally Free anti-dandruff
shampoo
Beecham Group, Inc.
Venture Blue Liquid hair
dressing
Bristol-Myers Co.
Score hair cream
Chesebrough-Ponds, Inc.
Sure Control hair con-
ditioner
Gillette Co.
Toni protein hair con-
ditioner
Mennen Co.
Eclipse hair coloring—men
Minnesota Mining & Mfg. Co.
Scotch hair-set tape

Medical Appliances &
Equipment

Boulevard Electronics, Inc.
Hydro-Jey whirlpool bath

Medications,
Miscellaneous

Thompson Medical Co.
Ban Smoke gum

Physical Culture

Holiday Health Clubs
Holiday Health Clubs

Shaving Soaps, Lotions &
Men’s Toiletries

Colgate-Palmolive Co.
Palmolive Rapid Shave
menthol
Palmolive Rapid Shave
menthol-lime

Gillette Co.

Gillette self-heating
shaving cream

Toilet Goods,

Miscellaneous

Chesebrough-Ponds, Inc.
Ponds Dreamflower talc

Georgia Pacific Corp.
Coronet facial tissues

Vitamin Preparations &
Tonics

Smith Kline & French Labs

Vitime vitamin capsules

FOODS, BEVERAGES
Appetizers Snacks & Nuts,

McKee Baking Co.

Little Debbie snacks
National Biscuit Co.

Chipsters potato snacks
Pet, Inc.

Red Seal Tortilla Chips

Bread & Rolls

August Bros. Bakery
August Bros. bread

Deans Baking Co.
Rhodes bread distr.

Hood, H. P. & Sons, Inc.
Kitchen Window frozen
bakery products

Ward Foods, Inc.
Diet Rite bread

Zinsmaster Baking Co.
Zinsmaster bread

Cakes Pies & Pastries

Interstate Bakeries Corp.
Round the Clock snack pies

Candy & Gum
Estee Candy Co.

Estee diet sweets

Cereals
General Mills
Clackers cereal
Quaker Oats Co.
Captain Crunch cereal/
Crunch Berries
Ralston Purina Co.
Chex sugar frosted cereal

Citrus Fruits
Paramount Citrus Associa-
tion
Paramount Citrus
Association

Condiments, Pickles &
Relishes

Cates, Charles F. & Sons,
Inc.
Cates pickles

Cookies & Cracker;
Keebler Co.
Hunts Snack Pack canned

Desserts & Dessert
Ingredients

General Foods Corp.
Birds Eye Cool & Creamy
frozen puddings

General Mills
Betty Crocker ready-to-
serve puddings

Norton Simon Inc.
Hunts Snack Pack canned
desserts

Flour & Prepared Baking
Mixes & Ingredients
Pillsbury Co.
Pilisbury coffee cake mixes

Fruit Juices
Ocean Spray Cranberries,
Ine.
Ocean Spray Grapeberry
Juice drink
Tropicana Products, Inc.

Trop-Cal-Lo fruit drinks

General Promotion
National Dairy Products
Corp.

Kraft frozen foods

Health & Dietary Foods
Bristol-Myers
Get Up & Go instant
breal jast

Ingredients,
Miscellaneous

Rich Products Corp.
Vee Va Rich non-dairy
jrozen milk

Macaroni, Spaghetti,
Noodle Products

Goodman, A. & Sons Inc.
Goodman’s noodles

Meats, Poultry, Fish

British Columbia Packers

Ltd.
Rupert frozen fish

Tysons Foods, Inc.
Tysons Pride frozen
chickens

Uncle Charlie’s Meat Co.
Uncle Charlie’s sausage

Worthington Foods, Inc.
W orthington luncheon
meats
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erize much of the process. But he
sees a major barrier in cost. “These
things never cost less, they always
cost more.” But, he added, “You
may get more and that’s the name of
the game—making better judgments,
being able to afford better people
and being more competitive.”

Feeding the computer

He also sees a problem in convinc-
ing stations to put their inventory
into a central computer and says that
if some do and some don’t, the latter
might be at a “disadvantage.”

A system like TVX, Bahr says, will
not necessarily cut down on face-to-
face buyer-rep relations. “A sales-
man will still want to explain the
qualities of his stations.”

As for the Nielsen proposal, the
Y&R executive puts it in another ball
park. “What they’re doing is selling
the agency various kinds of analy-

"

ses.

Two agency media executives,
both negative about TVX insofar as
its value to the agency is concerned,
felt it would help the broadcaster
most. Hence, they said, he should
pay for it. But one of them was not
sanguine about the possibility of its
actually being put into operation.

“The rate card situation alone
is a terrible problem,” he said.
“\We've tried to computerize rate

Any challengers ?

The new consulting engineer
at wsMms.Tv Fort Lauderdale
claims he has more broadcast-
ing experience than anyone else
in the world.

Raymond F. Guy, who
joined the station when it went
on the air last month has
worked in the field since 1921
At that time, he was employed
as an engineer and announcer
at wiz Newark, the second sta-
tion to go on the air. Guy says
that the other people employed
at the first two stations are long
since retired or deceased.

He has written engineering
textbooks and papers, and has
worked for the Voice of Amer-
ica. In the last few years, Guy
has been a consulting engineer
to the governments of the
United States, South Vietnam
and Morocco, and to FM and tv
clients in the U.S. and the
Philippines.
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cards for years and we haven't suc-
ceeded yet.” He said that “maybe”
Nielsen would get its system off the
ground in 10 years and couldn’t pre-
dict when an operation like TVX
would be feasible.

The other executive said that,
while he didn't regard TVX as too
complex, by the time it’s in opera-
tion “we’ll be automated ourselves.”

The “benefit” to the rep, he said,
was that it would “almost eliminate”
salesmen and thus cut their costs.
“The reps should favor such a sys-
tem. 1f they don’t get involved, their
stations will sell eventually to the
advertiser directlv. This system gives
the reps a role. They’re crazy if they
don’t see it.”

One rep who doesn't see it is Tom
Judge, head of RKO Tv Represent-
atives. 1 don’t think the business
is ready for it. It ignores certain fac-
tors, one of them being that the pur-
pose of the reps is to most effective-
Iy market their stations inventory.”

Group reps, Judge said, don’t de-
liver avails in the classic sense.
“They offer sales presentations; they
sell schedules and the reason why the
schedules meet the needs of a prod-
uct. They want to control what the
agencies buy. They don’t wan the
agencies to select from whatever's
available.”

The RKO rep couldn’t see enough
stations participating 10 make TVX
a going thing. “The only way the
system could ever function is if all
the major market stations partici-
pated. 1 doubt if the o8os would get
involved.”

Machine buying?

Judge is wary about both the CDC
and Nielsen proposals because thev
“offer the agencies an easy way o
cut manpower and do their buving
by machine. Sure, with computerized
timebuying, the salesman would still
be involved, but buyvers can easily
say, ‘I'll call you later, and then
not call.

Another rep who disputes the
agency contention that sellers would
benefit most from a svstem like TVX
is John Dickinson, executive vice
president of Harrington, Righter &
Parsons. le savs, “These joint
services tend to be buyer-oriented.
But they can’t serve two masters.
The rating services are a good ex-
ample. The fact is that you handle
things differently when you buy and
when you sell.”

As a specific example, he ¢
the ranking of spots by a criteri
like cost-per-1,000. “The avails of
all stations in a market might be
interlaced. What good would that
do us when were trying to sell a
package, when we're trving to ge
beyond cost and demographics and
sell the acceptance of a station?”

Dickinson thinks the idea of stor
ing station inventory data is being
made obsolete bv changes in spat
buying practices. “The premiumn on
fixed positions is not as great as it
used to be. The trend is toward rota:
tion.”

Most reps feel that some kind of
computerization in spot timebuying
is bound to come. James Jurist, viet|
president in charge of administra,
tion for John Blair & Co., 1s one o}
those impressed by the computer
potential. “1f a clerk can do it lhj
computer can do it.”” The key to wha!
will be computerized. he savs, is eco
nomic justification.

Keeping an open mind

Blair is studving the CDC pro
posal, and Jurist savs the firm i
keeping an open mind on the que
tion. “It’s an idealized model at thi
point. Flesh has to be put on th
skeleton.”

So far, he savs. it hasnt bee
demonstrated that it will save mone)
but, like YAR’s Bahr. Jurist leap
to the view that compulerized syt
tems often don't save money be
provide new capabilities and info
mation.

Blair is also studving an evalui
tion of its test of an on-line rep-t
tion system conducted last vear wil
wGaN-Tv Portland. Me. The test b
been suspended and. savs Jurist, ‘
worked. The question now is oné:
economic. not technical. feasibilify

Considering the wide different
of opinion about the two compule
ized timebuying svstems, particul?
ly the CDC proposal. it seems S
to say there’s rough sledding ahe
for any broad-scale, industry-¥
operation.

It appears quite possible that bt
ers and sellers will develop their ©
computerized operations before pl
ging into one another. And it wo!
not be at all surprising if reps @
agencies come to the conclusion U
real computerized timebuying
not walk until it learns how to ¢r8

Television Age, January 27,1
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ners (From page 30)

. ational Assn. of Insurance
. gents
Florida Assn. of Inde-
pendent Insurance Agents

dustrial Machinery
lair Corp.
Sullair wir compressors

ife Insurance

merican United Life In-
rance Co.

American United Life
Insurance

ational Trust Life Insurance
).
National Trust Life In-
surance

nion Life Insurance Co.
Union Life Insurance

fice Furniture,
Accessories & Misc.
~vingline, Inc.

Swingline office supplies

chools & Colleges

inkletter Enterprises
Linkletter Dance Studios
otel Managers Training
shool, Inc.

Motel Managers Training
School—correspondence
'est Coast Trade & Business
*hools

West Coast Trade &
Business Schools—
residential

teamship, Truck &

Other Freight

rpin, Paul Van Lines, Inc.
Paul Arpin Van Lines
moving services.

'RUGS., TOILETRIES
old Cough & Sinus
Remedies

merican Home Products Co.
Dristan childrens’ cough
syrup

&F labs, Ine.

F&F antiseptic throat aids
osmetics Combination
Copy

rden, Elizabeth

Elizabeth Arden cosmetics

teLeon Labs, Inc.
DeLeon cosmetics
trange Labhs Co.

Strange cosmetics

reams & Lotions

oremost McKesson, Inc.
Albolene Mist after-bath
spray skin softener
unbeam Corp.

Facemaker complexion kit
Jrugs & Toiletries,

Retail

texall Drug & Chemical Co.

Republic Rexall drug
Slores

lair Products

trden, Elizabeth

‘Eﬁ:ubeth Arden Salons
“echam  Group, Inc.
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Finally Free anti-dandruff
shampoo
Beecham Group, Inc.
Venture Blue Liquid hair
dressing
Bristol-Myers Co.
Score hair cream
Chesebrough-Ponds, Inc.
Sure Control hair con-
ditioner
Gillette Co.
Toni protein hair con-
ditioner
Mennen Co.
Eclipse hair coloring—men
Minnesota Mining & Mfg. Co.
Scotch hair-set tape

Medical Appliances &
Equipment

Boulevard Electronics, Inc.
Hydro-Jey whirlpool bath

Medications,
Miscellaneous

Thompson Medical Co.
Ban Smoke gum

Physical Culture

Holiday Health Clubs
Holiday Health Clubs

Shaving Soaps, Lotions &
Men’s Toiletries

Colgate-Palmolive Co.
Palmolive Rapid Shave
menthol
Palmolive Rapid Shave
menthol-lime

Gillette Co.

Gillette self-heating
shaving cream

Toilet Goods,

Miscellaneous

Chesebrough-Ponds, Inc.
Ponds Dreamflower talc

Georgia Pacific Corp.
Coronet facial tissues

Vitamin Preparations &
Tonics

Smith Kline & French Labs

Vitime vitamin capsules
FOODS, BEVERAGES
Appetizers Snacks & Nuts

McKee Baking Co.
Little Debbie snacks
National Biscuit Co.
Chipsters potato snacks
Pet, Inc.

Red Seal Tortilla Chips
Bread & Rolls

August Bros. Bakery
August Bros. bread

Deans Baking Co.
Rhodes bread distr.

Hood, H. P. & Sons, Inc.
Kitchen Window frozen
baleery products

Ward Foods, Inc.
Diet Rite bread

Zinsmaster Baking Co.
Zinsmaster bread

Cakes Pies & Pastries

Interstate Bakeries Corp.
Round the Clock snack pies

Candy & Gum

Estee Candy Co.

Estee diet sweets

Cereals
General Mills
Clackers cereal
Quaker Oats Co.
Captain Crunch cereal/
Crunch Berries
Ralston Purina Co.
Chex sugar frosted cereal

Citrus Fruits

Paramount Citrus Associa-
tion
Paramount Citrus
Association

Condiments, Pickles &
Relishes

Cates, Charles F. & Sons,
Inc.
Cates pickles

Cookies & Crackcr;
Keebler Co.
Hunts Snack Pack canned

Desserts & Dessert
Ingredients

General Foods Corp.
Birds Eye Cool & Creamy
frozen puddings

General Mills
Betty Crocker ready-to-
serve puddings

Norton Simon Inc.
Hunts Snack Pack canned
desserts

Flour & Prepared Baking
Mixes & Ingredients
Pillsbury Co.
Pillsbury coffee cake mixes

Fruit Juices

Ocean Spray Cranberries,

Inc.
Ocean Spray Grapeberry
Juice drink

Tropicana Products, Inc.
Trop-Cal-Lo fruit drinks

General Promotion
National Dairy Products
Corp.

Kraft frozen foods

Health & Dictary Foods
Bristol-Myers

Get Up & Go instant
break fast

Ingredients,
Miscellaneous

Rich Products Corp.
Vee Va Rich non-dairy
jrozen milk

Macaroni, Spaghetti,
Noodle Products

Goodman, A. & Sons Ine.
Goodman’s noodles

Meats, Poultry, Fish

British Columbia Packers

L.id.
Rupert frozen fish

Tysons Foods, Inc.
Tysons Pride frozen
chickens

Uncle Charlie’s Meat Co.
Uncle Charlie’s sausage

Worthington Foods, Inc.
Worthington luncheon
meats
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Zion Foods Corp.
Zion kosher meats

Milk Butter & Eggs
Borden, Inc.
Borden’s Lite Line low
calorie milk
Coleman Dairy Inc.
Coleman dairy products
Fairmont Foods Co.
Dairy Fair mill;
Sinton Dairy Co.
Sinton dairy products

Non-Carbonated Soft
Drinks

Foremost-MeKesson,  Ine.
Spakletts bottled drinking
water

Hinckley & Schmitt
Hinckley & Schmitt min-
eral water

Sunkist Growers, Ine.
Exchange orange base

Wagner Industries, Inc.
Wagner fruit drinks

Prepared Foods
McCormick & Co.
McCormicl & Schilling
Salad Supreme
Smucker, J. M. Co.
Smucker’s peanut butter
Stamper, F. M. Co.
Banquet frozen dinners

Sauces, Gravies

Campbell Soup Co.
Bounty canned complete
cooking sauces

Seasonings, Spices &
Extracts

Lawry’s Food Tne,
Lawry’s seasoning mixes

Lever Brothers Co.
Lipton Flavor Buase

Shortening & Fats

Fithert, J. H. Ine.
Mrs. Filbert’s diet mar-
garine

Soups
Borden Co.
Snow’s canned chowder

Sugars, Syrups & Jellies
Borden, Inec.
Bama jums & jellies

Vegetables

General Mills
Retty Crocker instant hash
hrown potatoes ]

GENERAL

Amusements & Mise,
Entertainment
Loews Theatres Ine.

Loews theaters

Apparel, Footwear &

Accessories
Fashion Bar

Fashion Bar apparel
Outlet Co.

Outlet Co.

;\rms & Ammunition
Federal Cartridge Corp.
Federal shot gun shells

Automotive Accessories &
Equipment
Bonded Transmission Centers
of America
Bonded Transmission
Centers
Grayson Rose Automatic
Transmission Co.
Grayson Rose transmission
service
Smith, Jack Corp.
Jacl: Smith transmission
service

Bicyeles, Motoreyceles
Kawasaki Group
Kawasaki motorcycle dealers

Boats & Motors
Chris Craft {industries Inc.
Chris Craft boats

Cigarettes

American Tobacco Co.
Double Eights filter ciga-
rettes

Bravo Smokes, Inc.
Triumph cigarettes

Phitip Morris, Inc.
Alpine menthol filter ciga-
rettes
Virginia Slims filter ciga-
rettes

Cigars & Tobacco
Conwood  Corp.

Cannon Ball tobacco

Scrap chewing tobacco
General Cigar Co.

Wm. Penn cigars
Parodi Cigar Co.

Parodi cigars

Food Beverages &
Confeetionary, Retail

Almac’s Inc.
Almac’s food

Hickory Farms of Ohio
Hickory Farm cheese store

Games, Toys & Hobby
Crafts

Apex Sales Co.
Apex toys

Heeter Corp,
Heeter toys

Levy Industries Ltd.
CCM shates & hockey
equipment

Twinpak Ltd.
Twinpal: toys

Household Furnishings &
Equipment
Libby Furniture & Appliance
Co.
Libby Furniture & Appli-
ance Co.
Mason’s
Mason’s household goods
Sakowitz Brothers
Sakowitz Brothers

Miscellaneous
AFL-CIO
International Assn. of Ma-
chinists
United Auto Workers
Union
Citizens for Humphrey-
Muskie
Humphrey-Muskie for pres-
ident & vice president

United Citizens for Nixon-
Agnew
Nixon-Agnew for president
& vice president

Motion Pictures

National General Corp.
National General motion
pictures

Pet Foods

Corn Products Co.
Kasco dog food

U. S. Tobacco Co.
Cadillac cat food

Viola Foods For Pets Inc.
Viole dog food

Real Estate
Development Services, Inc.
Lake Viking real estate

Restaurants
Dog N Suds
Dog N Suds drive-ins
Mr. Steak, Inc.
Mr. Steak restaurants
Pepper Tree Restaurant, Inc.
Pepper Tree restaurants

Retail Consumer Services
IFarm & Home Food Service,
Ine.
Farm & Home Food Serv-
ice
Minnic Pearl’s Chicken
System Inec.
Minnie Pearl chickens
Pilgrim Laundry Co.
Pilgrim Laundry

Retail, Misecllaneous
Bankers Securities Corp.

Richards, Miami
Federated Department Stores,
]Il('..

Roston Store
Gimbel Brothers, Inc.

Gimbels-Shusters
Jefferson Stores Inec.

Jeflerson Stores
Kohl's Department  Stores

Koll's
National Bellas Hess Inc.

National Bellas Hess
Reveo, D. S, Ine.

Revco discount drug cen-

ters
Ricl's Ine.

Riel’s Inc.
Samsons-Community  Appli-
ance

Samsons-Community Appli-

ance
Scot Super Stores

Scot Super Stores
Younker Brothers, Ine.

Younkers
Sunglasses & Eye
Glasses
Foster Grant Co.

Foster Grant sunglasses

Watches
Holzer Wateh Co.
Universal General watches

HOME & BUILDING

Appliances
Mitsubishi Group
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Mitsubishi eectric fans
White Consolidated Industnes
Pfh‘ri fton sfoves
Berbecur bquipment
Ameriran Home  Products

Corp
8 vard charcoal hghter

Building Materials
Alpha Portland Cement (o
tipha Portland cement
 Borden Brick & Tile Co
g Rorden hricks
Kirby Inldustries, Ine
i Mes Ter steel burlding deal

er

(leancre, Waves &
Polishes
Coissmer, barle (0
Blue Lustre rug champoo
Hagrits, W | & ~one 1ad
"d‘r!ls rug cdeaner
Morten International. fn
Simonig Fluff up rug <ham
poo
Notwich Vharmacal o
Janitar In A Dirum i leaner
Norwach Pharmooal €
Tevice Sprav and B uvh
Armour & (o
Hright Idea Roor uan
Morton International
Simoniz Non weufl hgd
floor wan

Deodorizers

Beg D Chenneal ¢ o
Bie U wir 11echener

- —— it S S

e . A A

rllmulnrr

Qittenden & Fasnim o
Permaluy turngur,

Mastercraft Farnitare Migrs
Macteriratt turniture

Heating, Plumbing. \ir
Conditioning
Cartwin }uel
Vann <pace hearere thome)
5 Mctraw Fodiaon
drene Cardde air ondigion
ng
Humhm. Industen Progre -«
& Bdocation bund
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Household \ccesanrics,
Miccellanecons
Beinardin I
Rernardin cnap 1ids
L Mader ok (4
| Macter o« thome
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’ Products
1218 aahe Corp

Coromer toiler & tae tal nis
Myre
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Pellon Corp.
Mightv Fipe cleaning
cloths

laundry Products
Amenian  Home  Products
Corp.
Easy off bleach
Coa~tal Chemical Corp.
Glouhite bleach
Corn Products Co,
Niagara fabric softener
~inelaar Mfg, Co
Deblie detergent

Records & Tape
Recordings
L\ Records
GOt records
laro Records
Jaro records
I'elerad Ine.
Crystal Corp. records

TRANSPORTATION &
AGRICULTURE

Agricultural Insecticides
“uurll. [ W & Sans
Hide insecucides

Animal Pest Control
Mon<anto Co.
Vonsanto mouse strips

Anti-Freeze & Additives
Hasting- Mfg. Co,
Casite additives

Automotive Parts &
\ccessories
Ha<tinga Mfg. Co.
Hasungs automotive prod.
lels
Maremont Corp,
Gabriel shock ahsorbers
Warner Patterson Co.
T arner Pattervon automo-
Htie parts

Car Cleaners, Waxes &
Polishes

Maorton  International
Master car uan

Car & Truck Tires

Atlas Supply Co
ftlas nires

Standard Wl o Of Tndyana
trierican tires bhatteries &
decessories

U mian 1]
Pure P'ride tires

Commervial I'rucke &
Vehicles
oot Ine

oot utiliy 1ehidle

t rop Machinery &
I quipment

White Mater Corp
Viver tarm equipment deal
I

Fertilizers & Seed
Treatment
}\"‘ | orp
Fairheld chemicals
~chultz Co
Schult: instant plant food
Simplot Industriee Inc.
] R. ~implot Co.

Wycon Chemical Co.
T ycon fertilizers

Fuels

Landmark Farm Bureau Co- (f

operatives I
Landmark Farm Bureau |
heating oil

Gasoline & Oil

Bonded 03l Co.
Bonded gasoline & motor
oil

Colorado Interstate Corp.
Derby oil dealers

Lerner Oil, Ine.
Lerner Rocket oil

Horticultural Services

Hector Turf & Garden Supply
Hector turf & garden sup-
]l/i«'s

Hotels & Resorts, Resort
I’romotion
Caesars Palace NHotel & Ca-
sino
Caesars Palace Hotel & Ca-
sino, Las Vegas
Hacienda Moter Hotels
Hacienda Hotel & Casino,
Las Vegas |
Netherlands National Tourist
Ofhee.
Holland resort promotion

Motor Homes, Mobile
Homes, Campers

Open Road Campers, Inc,
Open Road campers

DIVORCE COURT

lands with

IMPACT

In market
after market

In Milwaukee

DIVORtCE COURT
sen

share up 105% ¢

homes up 116%

women up 111% |

over the program previously -
in the time slot

on WITI-TV, P
Monday through Friday, i i
1:30-2 p.m, . "
angy 760 /ure 19ea ve ree /man teey
*“Divorce Court” ’

consistently delivers
more homes,
more women,

g 2o 7 W
'S

30 Rockefeller Plaza
New York, N.Y,




Psychographics (From page 27)

Ogilvy & Mather’s Fine maintains,
“The more classic demographic char-
acleristics are too superficial. Income
is not a good discriminant of be-
havior at current pay scales.”

Y&R’s Bond makes the detailed
case against demographics by ob-
serving that changes in sociely are
altering class lines. “What do you
call the man who pushes buttons in
an automated factory but earns $9.-
000 a yvear while his working wife
adds $6,500 to the family coffers?
Blue collar?” he asks.

He goes on to note that the 25-10-
34 age group enjoving salaries of
$10,000 a vear or more continues to
multiply at an ever increasing rate
and that three-fifths of such people
are neither prolessionals nor man-
agers.

Fine puts the need another way:
“First we started counting house-
holds, then we started counting noses,
now il’s time we started counting
souls. Demographics no longer sorts
out the market.”

Marketers also maintain that
demographics will be even less use-
ful in the future as population grows,
and affluence and education In-
crease. Another factor, say some, is
that a basic change may be taking
place in the nature of consumption
itself, a development related to our
affluent society. And that is. less em-
phasis on satisfying basic physical
and material needs and more on
satisfying psvchological and social
needs.

What can psvchographic studies
learn? The Denby report discovered
that “creatives” purchase almost
three times as many convenience ap-
pliances as “passives.” that they are
pleasure seekers who are more apt
to install extra car equipment and
to buy new cars early rather than
late in the model vear, are addicted
to party-giving and travel and spend
more on clothes.

Respondents also polled to learn
tv program preferences. There were,
of course, distinct differences be-
tween the tv lastes of the “creatives”
and “passives.” This information has
since been sold to a major adver-
tising agency and presumably will
be used to make program choices
for- those of its clients who have
products appealing to such high in-
come groups. To illustrate, were the
agency servicing an auto advertiser,

o4

it might well select programs favored
by “creatives,” who purchase cars
early, to get the jump on its com-
petition.

Kenyon & Eckhardt also uses
pvchographics to a great degree. Its
name for it is TAG (Target Attitude
Group), a computerized technique
for analyzing a great deal of infor-
mation on attitudes and behavior
elicited from product prospects.

Says Paul Roth of Kenyon & Eck-
hardt: “We try to find out what peo-
ple are like and what they want in
a product. We are not interested in
basic personality traits; these are
not related to the advertising prob-
lem.”

As in the Denbv study, the ques-
tions asked are analvzed and grouped
through factor analysis and inverse
factor analysis. Along with the psy-
chological information, TAG also
scoops up. though in smaller chunks,
media and marketing data.

How it helps K&E

“We are using psvchographics in
connection with our overall strategy
in media planning,” Roth observes.
“We've found patterns of tv show-
watching, a range of shows preferred.
It helps us strategically by centering
our buving intevest on program cate-
gories. Westerns, for example.

“It doesr’t help us much in terms
of tactics, by which I mean fixing on
specific programs. Our practice is
to purchase the program that gives
us the lowest cpm among the group
selected by our sample.”

Clearly, psychographics is in a
primitive stage as a media tool. Many
research and media executives see its
prime value in the field of magazines,
particularly in making a choice be-
tween two which seem to be similar.
Few of these executives think it has
any value in television program se-
lection.

Fine, a partisan of life style re-
search as a key to tv program choice,
notes that there are high- and low-
tension tv programs, each of which
seems to serve certain psychological
needs of viewers.

“Such programs seem to collect
different kinds of people, who may
have different product preferrences.
Psychographics should be able to tell
us a great deal about them. I can also
see it having a great influence on
syndicated programming and on the
stations themselves. Conceivably,

How it works

An example of how psycho-
graphics research operates is
offered by the study conducted
by Motivational Programmers
for Holiday. 1t should be kept
in mind, however, that the re-
search was designed to promote
the magazine.

The first step in the pilot
phase was to develop the areas
to be investigated. These cov-
ered a wide range of activities,
interests and attitudes—politi-
cal, economic and
reading habits, tv viewing, pur-
chases of clothing, cosmetics,
travel, home furnishing and en-
tertainment, pleasure-seeking,
beverage consumption and a
multitude of other hobbies, do-
it-yourself activities and con-
sumption patterns.

The  analytical technique
used here is a statistical proce-
dure involving a two-step analy-
sis to determine attitude and
behavior segments in the mar-
ketplace. The first step involved
a factor analysis of variables in
the study. Here are the ten fac:
tors which emerged: home en-
tertainment  (alcoholic  con-
sunption ) ; knowledge of con:
venience appliances; passive
sports interest; pleasure-seek:
ing: solitary activities; anti-
war sentiments; automotive:
Republican orientation; intel:
lectual activities; child orienta-
tion.

The second step involved an
inverse factor analysis, or
more simply stated, a proce
dure for fitting together people
with a commonality in thei
factor scores.

Here they found people with
a high degree of interest in new
and interesting products an
brands. They thought of them
selves as imaginative, rathe
than self-controlled; had stron;
interests in political and civi
activities: socialized frequentl
and went out to theaters an
restaurants; were heavy magé
zine readers and lighter
viewers. They were called “crt
atives.”

The second segment wel
people the reverse of the firs

Television Age, January 27,
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“Properly conceived
sales messages,
strategically placed
iIn SRDS, motivate
buyers of advertising
to initiate placement

of schedules”

That is why 31.5% of all advertising pages placed by U.S. television stations are placed
in SRDS — why 43.2% of all pages placed by U.S. radio stations are placed in SRDS.*

In SRDS
YOU ARE THERE — selling by helping people buy.

*Advertising of broadcasters to promote time sales ip 24 business and
advertising oriented publications in the first nine months of 1968.

@ STANDARD RATE & DATA SERVICE, INC.

The national authority serving the media-buying function
v 5201 OLD ORCHARD ROAD SKOKIE, ILLINOIS 60076

levision, Age. lanuary 27, 1969
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Zion Foods Corp.
Zion kosher meats

Milk Butter & Eggs
Borden, Inc.
Borden’s Lite Line low
calorie milk
Coleman Dairy Inc.
Coleman dairy products
Fairmont Foods Co.
Dairy Fair milk
Sinton Dairy Co.
Sinton dairy products

Non-Carbonated Soft
Drinks

Foremost-McKesson, Inc.
Spakletts bottled drinking
water

Hinckley & Schmint
Hinckley & Schmitt min-
eral water

Sunkist Growers, Inc.
Exchange orange base

Wagner Industries, Inc.
Wagner fruit drinks

Prepared Foods
McCormick & Co.
McCormick & Schilling
Salad Supreme
Smucker, J. M. Co.
Smuclker’s peanut butter
Slam]x-er. F. M. Co.

Banguet frozen dinners

sauces, Gravies

Campbell Soup Co.
Bounty canned complete
cooking sauces

Seasonings, Spices &
Extracts

Lawry's Food Tnec.
Lawry’s seasoning mixes

Lever Brothers Co.
Lipton Flavor Base

Shortening & Fats

Filbert, J. 1. Inc.
Mrs. Filbert’s diet mar-
garine

Soups
Borden Co.
Snow’s canned chowder

Sugars, Syrups & Jellies
Borden, Inc.
Bama jams & rellies

Vegetables

General Mill:
Rettv Crocler instant hash
hrown potatoes i

GENERAL

Amusements & Misc.
Entertainment
Loews Theatres Inc.

Loews theaters

Apparel, Footwear &

Accessories
Fashion Bar

Fashion Bar apparel
Outlet Co.

Outlet Co

Arms & Ammunition
Federal Cartridge Corp.
Federal shot gun shells

Automotive Accessories &
Equipment
Bonded Transmission Centers
of America
Bonded Transmission
Centers
Grayson Rose Automatic
Transmission Co.
Grayson Rose transmission
service
Smith, Jack Corp.
Jack Smith transmission
service

Bicyeles, Motoreyeles
Kawasaki Group
Kawasaki motorcycle dealers

Boats & Motors
Chris Craft Industries Inc.
Chris Craft boats

Cigarettes

American Tebacco Co.
Double Eights filter ciga-
rettes

Brave Smokes, Inc.
Trinmph cigarettes

Phitip Morris, Inc.
Alpine menthol filter ciga-
rettes
Virginia Slims filter ciga-
reties

Cigars & Tobacco
Conwood Corp.
Cannon Ball tobacco
Scrap chewing tobacco
General Cigar Co.
Wm. Penn cigars
Parodi Cigar Co.
Parodi cigars
Food Beverages &
Confectionary, Retail
Almac’s Inc.
Almac’s food
Hickory Farms of Ohio
Hickory Farm cheese store

Games, Tovs & Hobby
Crafis

Apex Sales Co.
Apex toys

Heeter Corp.
Heeter toys

Levv Industries Lid.
CCM shates & hockey
equipment

Twinpak Ltd.
Twinpak toys

Household Furnishings &
Equipment
Libby Furniture & Appliance
Co.
Libby Furniture & Appli-
ance Co.
Mason’s
Mason’s household goods
Sakowitz Brothers
Sakowitz Brothers

Miscellaneous
AFL-CI1O
International Assn. of Ma-
chinists
United Auto Workers
Union
Citizens for Humphrey-
Muskie
Humphrey-Muskie for pres-
ident & vice president

United Citizens for Nixon-
Agnew
Nixon-Agnew for president
& vice president

Motion Pictures

National General Corp.
National Generul motion
pictures

Pet Foods

Corn Products Co.
Kasco dog food

U. S. Tobacco Co.
Cadillac cut food

Viela Foods For Pets Inc.
Viola dog food

Real Estate
Development Services, Inc.
Lake Viking real estate

Restaurants
Dog N Suds
Dog N Suds drive-ins
Mr. Steak, Inc.
Mr. Steak: restaurants
Pepper Tree Restaurant, Inc.
Pepper Tree restaurants

Retail Consumer Services
Farm & Home Fuod Service,
Inc.
Farm & llome Food Serv-
ice
Minnie Pearl’s Chicken
System Inc.
Minnie Pearl chickens
Pilgrim Laundry Co.
Pilgrim Laundry

Retail, Miscellancous
Bankers Securities Corp.

Richards, Miami
Federated Department Stores,
Inec.

Boston Store
Gimbel Brothers, Inc.

Gimbels-Shusters
Jeflerson Stores Inc.

Jeflerson Stores
Koh!’s Department Stores

Kohl’s
National Bellas Hess Inc.

Vational Bellas lless
Revco, D. S. Inc.

Revco discount drug cen-

ters
Rich’s Tnec.

Ricl’s Inc.
Samsons-Community  Appli-
ance

Samsons-Community Appli-

ance
Scot Super Stores

Scot Super Stores
Younker Brothers, Inc.

Younkers

Sunglasses & Eye
Glasses
Foster Grant Co.
Foster Grant sunglasses
Watches
Holzer Watch Co.
Universal General watches

HOME & BUILDING

Appliances
Mitsubishi Group
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Mitsubishi electric fans
White Consolidated Industries
L Perfection stoves
. Barbecue Eguipment
. American  Home  Products
Corp
8 izard charcoal lighter

Building Materials

Alpha Portland Cement Co.
Alpha Portland cement

Borden Brick & Tile Co.
Borden brichs

Kirby Industries, Inc.
Mes-Tex steel huilding deal
ers

Cleaners, Waxes &
Polishes
Grissmer, Earle Co.
Blue Lustre rug shampoo
Hagertv, W 0o & Sons Lad,
Hagerty rug eleaner
Morton International, Ine.
Stmoniz Fluff-up rug sham-
poo
Norwich Pharmacal Co.
Janitor-tn-A-Drunmt  cleaner
Norwich Pharmaecal Co.
Texvize Sprav and Wash
Armour & (o,
Bright ldea floor wax
Morton International
Stmontz Nonescuff  liquid
floor wax

Deodorizers
Big “D" Chemieal Co.
Big D wir treshener

Fumiture

Chittenden & Eastiman Co.
Permalux furniture

Mastercraft Furnite Mfgrs,
Mastercraft turmiture

Heating, Plumbing, Air
Conditioning
Carbwn Fuel Co,
Vann space heaters (home)
McGraw-Fdison
drene Circle air condition.
ing
Plumbing  Industry Progress
& Edueation Fund

Household Acressories,

Mivcellnneons
Bernardin. Ine.,

Bernardin snap lids
Master 1o k Co.

Master lochs (home)

Household Paper
Products
seorgn Pacihie Corp.,

Coronet tolder & Jacial 1is-
Slee s

“New IRTS program

A timebuying program for

sadvantaged  students  has

*n established by the Inter-
 Honal Radio and Television
ety Tt s expected to cet
iderway in mid-March for 13
ke

.d"” dge. January 27, 1969

Pellon Corp.
Mighty Wipe cleaning
cloths

Laundry Products
American  Home  Products
Corp.
Easy-off bleach
Coastal Chemical Corp.
Glowhite bleach
Corn Products Co.
Niagara fabric softener
Sinclair Mfg. Co.
Debbie detergent

Records & Tape
Recordings
GCA Records
GCA records
Jaro Records
Juro records
Telerad Ine.
Crystal Corp. records

TRANSPORTATION &
AGRICULTURE

Agricultural Insecticides
Boord, C. A, & Sons
Hide insecticides

Animal Pest Control
Monsanto Co.
Monsanto mouse strips

Anti-Freeze & Additives
Hastings Mfg. Co.
Casite additives

Automotive Parts &
Accessories
Hastings Mfg. Co.
Hastings automotive prod-
ucts
Maremont Corp.
Gabriel shock absorbers
Warner Patterson Co.
Warner Patterson automo-
tive parts

Car Cleaners, Waxes &
Polishes

Morton International
Master car wax

Car & Truek Tires

Atlas Supply Co.
Atlas tires

Standard Oil Co. Of Indiana
American tires batteries &
aceessories

Union Oil
Pure Pride tires

Commercial Frucks &
Vehieles
l:unl. Ine.

Coot wtility vehicle

Crop Machinery &
Lquipment

W hite Motor Corp
Oliver farm equipment deal-
£rs

Fertilizers & Seed
Treatment
FMC Corp
Fairfield chemicals
Sehultz Co.,
Schuliz instant plant food
Simplot Industries 'ne.
J. R. Simplot Co.

Wycon Chemical Co.
W ycon fertilizers

Fuels
Landmark Farm Bureau Co-
operatives
Landmark Farm Bureau
heating oil

Gasoline & Oil

Bonded 0Oil Co.
Bonded gasoline & motor
oil

Colorado Interstate Corp.
Derby oil dealers

Lerner Oil, Inc.
Lerner Rocket oil

Horticultural Services

Hector Turf & Garden Supply
Hector turf & garden sup-
plies

Hotels & Resorts, Resort
Promotion

Caesars Palace Hotel & Ca-

sino
Caesars Palace Hotel & Ca-
sino, Las Vegas

Hacienda Motor Hotels
Hacienda Hotel & Casino,
Las Vegas

Netherlands National Tourist

Oftice.
Holland resort promotion

Motor Homes, Mobile
Homes, Campers

Open Road Campers. Inc.
Open Road campers

DIVORCE COURT

lands with

IMPACT

In market
after market

In Milwaukee

DIVORCE COURT

sent
share up 105%
homes up 116%
women up 111%

over the program previously
in the time slot

on WITI-TV,

Monday through Friday,
1:30-2 p.m.

ARD:1 FEB./MAR. 1968 Vs, FEB./ MAR. 1967

“Divorce Court”
consistently delivers
more homes, '
Cherchez

more women. ) :
_ Le%Femmes'
30 Rockefeller Plaza
EILMS  New York, N.Y.
See page 36
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Psychographics (From page 27)

Ogilvy & Mather’s Fine maintains,
“The more classic demographic char-
acteristics are too superficial. Income
is not a good discriminant of be-
havior at current pay scales.”

Y&R’s Bond makes the detailed
case against demographics by ob-
serving that changes in society are
altering class lines. “Whal do vou
call the man who pushes buttons in
an automated factory but earns $9;-
000 a year while his working wife
adds $6,500 to the family coffers?
Blue collar?” he asks.

He goes on to note that the 25-to-
34 age group enjoying salaries of
210,000 a year or more continues to
multiply at an ever increasing rate
and that three-fifths of such people
are neither professionals nor man-
agers.

Fine puts the need another way:
“First we started counting house-
holds, then we started counting noses,
now it’s time we started counting
souls. Demographics no longer sorts
out the market.”

Marketers also maintain  that
demographics will be even less use-
ful in the future as population grows,
and affluence and education in-
crease. Another factor, say some, is
that a basic change may be taking
place in the nature of consumption
itself, a development related to our
affluent society. And that is, less em-
phasis on satisfving basic physical
and material needs and more on
satisfying psychological and social
needs.

What can psyvchographic studies
learn? The Denbv report discovered
that “creatives” purchase almost
three times as many convenience ap-
pliances as “passives,” that thev are
pleasure seekers who are more apt
to install extra car equipment and
to buy new cars early rather than
late in the model vear, are addicted
lo party-giving and travel and spend
more on clothes.

Respondents also polled to learn
tv program preferences. There were,
of course, distinct diflerences be-
tween the tv tastes of the “creatives”
and “passives.” This information has
since been sold to a major adver-
tising agency and presumably will
be used to make program choices
for- those of its clients who have
products appealing to such high in-
come groups. To illustrate, were the
agency servicing an auto advertiser,
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it might well select programs favored
by “creatives,” who purchase cars
early, to get the jump on ils com-
petition.

Kenvon & FEckhardt also uses
pychographics to a great degree. Its
name for it is TAG (Target Attitude
Group), a computerized technique
for analyzing a great deal of infor-
mation on attitudes and behavior
elicited from product prospects.

Says Paul Roth of Kenyon & Eck-
hardt: “We try to find out what peo-
ple are like and what they want in
a product. We are not interested in
basic personalily traits; these are
not related to the advertising prob-
lem.”

As in the Denbv study, the ques-
tions asked are analyzed and grouped
through factor analysis and inverse
factor analysis. Along with the psy-
chological information, TAG also
scoops up, though in smaller chunks,
media and marketing data.

How it helps KKE

‘We are using psvchographics in
connection with our overall strategy
in media planning,” Roth observes.
“We've found patterns of tv show-
watching, a range of shows preferred.
It helps us strategically by centering
our buving interest on program cate-
gories. Westerns, for example.

“It doesn’t help us much in terms
of tactics, by which | mean fixing on
specific programs. Our practice is
to purchase the program that gives
us the lowest cpm among the group
selected by our sample.”

Clearly, psychographics is in a
primitive stage as a media tool. Many
research and media executives see its
prime value in the field of magazines,
particularly in making a choice be-
tween two which seem to be similar.
Few of these executives think it has
any value in lelevision program se-
lection.

Fine, a partisan of life style re-
search as a key to tv program choice,
notes that there are high- and low-
tension tv programs, each of which
seems lo serve cerlain psychological
needs of viewers.

“Such programs seem o collect
different kinds of people, who may
have different product preferrences.
Psychographics should be able to tell
us a great deal about them. | can also
see it having a great influence on
syndicated programming and on the
stations themselves. Conceivably,

How it works

An example of how psycho-
graphics research operates is
offered by the study conducted
by Motivational Programmers
for Holiday. Tt should be kept
in mind, however, that the re-
search was designed to promote
the magazine.

The first step in the pilot
phase was to develop the areas:
to be investigated. These cov-
ered a wide range of activities,
interests and attitudes—politi-
cal, economic and social—
reading habits, tv viewing. pur-
chases of clothing, cosmetics,
travel, home furnishing and en-
tertainment,  pleasure-seeking,
beverage consumption and a
multitude of other hobbies, do-
it-vourself activities and con-
sumption patterns.

The Q analytical technique.
used here is a statistical proce:
dure involving a two-step analy
sis 1o determine attitnde and
behavior segments in the mar-
ketplace. The first step involved
a factor analysis of variables in
the study. Here are the ten fac-
tors which emerged: home en-
tertainment  (alcoholic  con-
sumption) ; knowledge of con-
venience appliances; passive
sports interest; -pleasure-seek—
ing: solitary activities; anti-
war sentiments; automotive;
Republican orientation; intel-
lectual activities; child orienta:
tion.

The second step involved an
inverse factor analysis, OF
more simply stated, a proce
dure for fitting together people
with a commonality in theit
factor scores.

Here they found people with
a high degree of interest in new
and interesting products an
brands. They thought of them
selves as imaginative, rathe
than self-controlled; had strong
interests in political and civk
activities; socialized frequentl
and went out to theaters an
restaurants; were heavy maga
zine readers and lighter t
viewers. They were called “crt
atives.”

The second segment wer
people the reverse of the firs

R
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“Properly conceived

sales messages,
strategically placed
iIn SRDS, motivate
buyers of advertising
to initiate placement
of schedules”

That is why 31.5% of all advertising pages placed by U. S. television stations are placed
in SRDS — why 43.2% of all pages placed by U. S. radio stations are placed in SRDS.*

In SRDS
YOU ARE THERE — selling by helping people buy.

“Advertising of broadcasters to promote time sales [pn 24 business and
advertising oriented publications in the first nine months of 1968,

STANDARD RATE & DATA SERVICE, INC.
v The national authority serving the media-buying function

5201 OLD ORCHARD ROAD SKOKIE, ILLINOIS 60076
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moreover, it could be of value to
UHF stations who are seeking to posi-
tion themselves in a market by find-
ing a new kind of audience for its
services.”

Another who looks kindly on psy-
chographics-cum-tv is Paul Chook
of Young & Rubicam, who feels a
study of the life style of documen-
tary viewers as compared to those
who favor lighter entertainment
might be profitable.

Psychographics as a media plan-
ning instrument has many difficulties
to overcome. Demographics are use-
ful because they cut across all media
and can be manipulated mathemati-
cally. This is not as easily accom-
plished in psychographics. The
agencies would first have to agree on
a large number of “standard” life
styles. The subjective interpretation
necessary would make for difficulty.

A basic buying change

It is generally agreed that demo-
graphics and psychographics could
be correlated so each would supple-
ment the other. Yet a fundamental
change might well have to be made
in tv buving practices, if psvcho-
graphics became important. More
emphasis would have to be given to
the selection of specific programs.

Psychographics directs advertising
toward superior prospects. Thus the

Tv goes to Ohio U.

[elevision-radio students at
Ohio University will have a
series of special lectures and
classroom discussions. Broad-
cast management leaders in-
cluding S. J. Paul, publisher
of TELEViSION AGE, will visit
the campus during January and
February to talk about what’s
happening in the industry.

Other lecturers are Donald
Perris, vice president, WEWS
Cleveland; Marianne Campbell,
director of community affairs.
Avco Broadcasting, Cincinnati:
Louis Ames, director of East
Coast programming, N. W.
Ayer & Son, New York; John
McClay, executive vice presi-
dent, Taft Broadcasting, Cin-
cinnati; Rod Warner, promo-
tion manager, WLw-C Colum-
bus: Richard Block, vice presi-
dent, Kaiser, Oakland

o0

media focus would naturally be on
reaching the right kind of viewer,
rather than on the gross rating points
delivered by the schedule. In buying
such network programs as movies.
the title would have to be specified.
something that is not always done
now.

Programs might have to be bought
on local stations, not scatter plans
or flights. And the here-today-gone-
tomorrow type of tv programming
might not provide sufficient time for
psychographing  these properties,
though program types. of course,
would be evaluated.

Yet another central issue is the
value of psychographics for consum-
er goods products. It is generally
conceded that it can be useful for
new products, luxury goods and ma-
jor appliances. But the research tool
may not have much value for such
commodities as salt and sugar, be-
cause they are generally part of other
products, nor for such mundane items
as laundry soap, which practically
everybody uses.

A question still wide open is the
usefulness of psychographics in the
study of such package goods as
toothpaste, hand soap, etc. Those
supporting psychographics point to
the wide variety of such package
goods items as hand soap—<cosmeltic,
cream, deodorant and low price bars
—all of which reflect various con-
sumers needs.

Moreover, as the population in-
creases and the market becomes fur-
ther segmented, advertisers may de-
cide that their real opportunity may
be the light user or non-user. This is
the kind of information that psycho-
graphics can give.

Searching for services

What some agencies are looking
for now are syndicated services
which do for psychographics what
has already been done for demo-
graphics. The greatest likelihood is
that such services will be created by
research firms already supplying
demographic information.

Simmons, for example, has re-
tained a consulting psychologist to
work on devising life-stvles which
can be incorporated in its existing
service. Kenvon & Eckhardt has
asked BRI to provide a similar serv-
ice. Though it is expected that even-
tually both services will provide such
material, it is obvious it will take
time to create il. L

Ted Bates (From page 25)

who has working under him a su
visor, assistant supervisors and
eral buyers. '

Each of these media directors
one or more accounts, and with
the responsibility for developi
with the account group and clies
the media planning strategy that
best serve the client’s aims. They
so coordinate for the account exe
tives, among the various media-pr
gram department divisions.

They also service Bates’ speci
buying assignments which includ
all Colgate broadcast buying (bo
spot and network): and for Pfiz
and Standard Brands the buving
network on an alternate quarter
basis.

On the Warner-Lambert accous
Bates buys specific markets on :
products, and they are also part
the Bristol Meyers buving pool.

John Kucera heads the radio/
division which is responsible for t
coordination and execution of .
network broadcast buving.

Unlike most agencies,
pointed out, Bates has gathered t
media and programming functic
into one group.

The change was made because !
transfer of programming devel
ment from the agencies to the 1
works began to erode any clear |
difference that existed between |
media and programming depa
ments. Because their main reason
existence was being absorbed by
networks. the programming deps
ments began to specialize in medi
job of negotiation and buying. A
result, the two groups began
duplicate the work that the other s
doing.

Because of Dick Pinkham’s W
background in media and netw:
programming, it was under his dir
tion that Bates moved toward
merger of the two groups. WI
some agencies put both groups un
one supervisor, Bates was the f
agencv lo join both groups opt
tionally.

“The result of this merger
three advantages,” Dick Pinkh
points out. “It gives us greater ¢
dination between radio-tv and me:
thus increasing our ability to m
quickly when time is of the escel
and, since all the elements invol
in media selection are directed i
one source, it gives us maxim

as w
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AUST READING

‘OR EVERYONE IN THE

JROADCAST INDUSTRY

BROADCAST MANAGEMENT

by Ward L. Quaal
and Leo A. Martin

A comprehensive exploration of all the management
functions of American television and radio.

Analyzes problems of audience, programming,
engineering, sales, profits, personnel, regulation.

$5.60 (paper)

$8.95 (cloth)

THER BOOKS OF INTEREST:

‘1 Color Television

llited by H. W. Coleman

.thorough examination of the com-
[nents that make colorcasting a vital

immunications force.
$8.95

2 The Technique of Television
loduction

tevised Edition)
[ G. Millerson
lvised and updated, this encvclo-
Idic textbook consolidates its position
i the standard in the feld.

$7.20 (paper) $13.50 (cloth)

3 Audio Control Handbook for
hdio and TV Broadcasting

Untains complete step-by-step direc-
tns and full explanations of everv
lase of audio control.

$7.95

4 The Television Copywriter
I Charles Anthony Wainwright

lthorough and practical examination
 the creative process from idea to

lished fim.
$8.95

S5 Writing For Television and
hdio

I Robert L. Hilliard

;l'ea].is‘tic, practical book on the craft
writing for radio and television.
$6.95
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T-6 Television Station
Management
edited by Yale Roe

Seventeen industry professionals ex-
amine the realities of operating a
television station. Covers all phases
of operation.

$3.95 (paper) $6.95 (cloth)

T-7 Documentary In American
Television

by A. William Bleum

“Easilv the definitive book on the
television documentary, this work’s
value will not be diminished by the
passing vears.” Lawrence Laurent in
the Washington Post.

T-8 The Technique Of The
Motion Picture Camera
by H. Mario Raimondo Souto

The pertect texthook for both the
professional and amateur cameraman
bv one of the world’s foremost au-
thorities on the motion picture camera.
Profusely illustrated with easy-to-read
line drawings.

$14.50

T-9 Television News

by Irving E. Fang (ABC News)

A comprechensive view of the most
influential form of journalism. This
is the first practical text in this field
for students and will serve as a useful
refresher for the professional.

$8.95 $8.95
PooTTTTTTSSemommoooes ORDER FORM-----=====---======--~ i
+ TELEVISION AGE BOOKS :
t 1270 Avenue of the Americas :
i New York, N.Y. 10020 '
[}
i Please sendme ...... . . copies of BROADCAST MANACEMENT b
i [ Paper $5.60 O Cloth $8.95 !
[}
! And/or the following checked below: i
' [ T-1 $8.95 [ T-4 $8.95 O 1-7 $8.95 |
‘ -
t [J T-2 Paper $7.20 O T-5 $6.95 ~ '
! O] Cloth $1350 [ T-6 Paper $3.95 0 T-8 81450 :
' 5 T-3 8§7.95 0 Cloth $6.95 ] T-9 $8.95 E
]
CoName oo |
' '
o Address oo |
. '
Gty State ... ... Zip ....... ;
! (Please add 50(c p(;r bgc})]k flc()r malilin%i and handling) :
i eck enclose '
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effectiveness in media negotiations.”

The third unit in the client serv-

ices group is media relations. headed

-by Gene Camerick. Members of this
unit include media directors and
other media department officials.

“We are the sounding board for
the outside world,” Camerick points
out. “When someone wants to make
a presentation, he approaches us,
and we make the arrangements and
alert the buyers and supervisors who
are most concerned.”

The media relations department is
also responsible for several other
functions.

It works for harmonious relation-
ships with all media, working specifi-
cally at the management level
Through this responsibility. the de-
partment is able to stay ahead of
industry trends.

“Through the media relations divi-
sion we can talk to reps about in-
dustry problems without being con-
cerned that they’ll spend all the time
trying to sell us on their stations,”
says Camerick.

The media relations unit also pro-
vides an access for all media to the
Bates media management. If any
medium feels that it has been given
the short end of the stick when it
comes to ads being placed, they can
come directly to media relations and

be heard.

Three units also make up the tech-
nical services division of the media-
program department.

The first of these is the media in-
formation and analysis department,
known within the agency as MIAD.

MIAD is the keeper of all media
knowledge, and it is their function
to service the other units with pro-
gram and station facts and figures.
Under the direction of Justin Gerstle
and Jackie DaCosta, vp and associate
director, MIAD keeps buyers and
planners abreast of developing situa-
tions.

“We try to find out how we can
apply new ideas to what we are
_doing,” he says. “In addition, we
work with planners in developing and
applying statistical developments to
making better buys.”

When everyone else has done his
job, Harry Saz and his radio/tv
services staff take over. His unit has
responsibility for supervision of
broadcast programs which agency
clients own, commercials production
contracts, and the traffic department.

o8

If that doesn’t sound like very
much to do, his 36 people in the
traffic department sent out over 350,-
000 commercials last year.

The remaining unit is the Holly-
wood office. It is their job to check
network programs emanating from
the West Coast in which Bates is
running commercials. It is headed
by Tom McAndrews.

The computer plays a big vole in
Bates’ operation. It is used to assign
piggyback partners. It is used addi-
tionally to generate various sales dis-
trict information, such as how much
money is spent in individual sales
districts on advertising. This takes
into consideration not only spot ad
dollars, but network and print ex-
penditures as well.

No machine buying here

Bates officials don’t foresee any
substantial increase in the amount
of work the computer will be getting
in the future. Although feasibility
explorations for new uses are con-
tinually in progress some agencies
would like to computerize timebuy-
ing, Bates would not.

Bates sees computerization of the
timebuying function itself as rather
remote since one of the reasons for
using a timebuyer is to use his native
intuition in negotiating good buys.

Nevertheless, Bates is still bullish
on the potentials the computer offers
for future reductions in paperwork.

Additionally, its media oflicials
feel a real opportunity exists to
achieve the ultimate goal of freeing
up buyers so that they can spend
100 per cent of their actual buying
time negotiating.

As for the place of media buying
services, Bates is still exploring.
Several tests have been conducted
and several more are underway. A
consensus among Bates media direc-
tors would probably reveal that media
buying services nitch in the indus-
try will be revealed more clearly
during the coming year.

As for market buying specialists,
Bates is rather cool to them. They
are generally buyers who buy for
many products in a limited number
of markets. They are told the goal
and budget to be reached and they
make their buy.

Bates points out that the more
market specialists are used, the less
familiar the buyer is with the brand.

“The specialist can get a good
buy in the market dollarwise, but the

buy may not be right for the bran
A gain one way can perhaps be
loss another way.”

The buyers’ tools, research a
ratings, are very much in the min
of the Bates media heads.

One pointed out that demograph
have been thoroughly explored a
agencies can’t expect anything mn
to come out of them. The next sta
heavy user data, is still in devele
ment and is limited by sample si

Psychographics, on the other har
could eventually become the m
important development vet, althou
there is still some question as to
validity (see A consumer in eve
pigeon-hole. page 26).

Getting commercials to the stati
on time is one of the major he:
aches of radio/tv services head Ha
Saz. Future events are alrea
making his job look a little easier.

“With the increasing use of
dividual 30’s there will be less
a trafic delay problem,” he poi
out. “Often you have to hold a cc
mercial because half the piggyvbe
partner is not out of the lab
time. As the use of 30’s is increas
we will be able to just mail out
spots as they are ready. There
also the advantage of not having
tie up department people who |
to spend time matching up pairs.”

John Kucera heads the radio
unit, which he describes as
basically small operation in wh
we have a few hard-working pec
with a great deal of responsibilit

Talking about ratings, he says:
won’t steer away from a progi
just because the network runnin
is generally poorly rated. If the sk
delivers the right audience at
right price, then we buy it.”

Kucera makes two predicti
about networks during the com
vear: (1) they will establish the
as the basic unit of time, and
Saturday morning programs
have increasingly higher ratings
to the planned substitution of .
toons for live programming.

While the debate goes on in v
ous agencies as to which new a
mated time-buying proposal is |
Ted Bates and Co. is conside
how to unload clerical duties f
buyers’ shoulders so they can sp
more time in the job they are trai
to do.

Bates’ reason is simple: you c
improve on a good buyer.
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practical purposes that was the first
time Bahr had heard of advertising.

It sounded like an interesting busi-
ness so he got a job in New York
with the now-defunct Hanley, Hicks
& Montgomery doing traflic and pro-
duction, as well as being a messenger
boyv. and. later. an assistant account
man for an antacid. le was let go
just before Christmas.

his didn’t sour Bahr on the ad-

vertising business at all. As a
matter of fact. he had now determined
it was for him, so he began lookin
for another emplover in what he
thought was a systematic manner.

He bought a copv of Life and
picked out the ads he liked. Then he
checkeil a directory and found that
most of these were produced by Y&R.
Bahr said, “[ didn’t know that most
of the ads in Life at that time were
from YAR.” That was 1951.

Y&R hired him, it might as well be
admitted, as a messenger in the mail
room. “lt was like a kick in the
teeth.” he said, but he gritted them
and hung on.

One of Bahr’s chores was parking
the media director's car. The execu-
tive. the late Tonv Geoghegan, drove
it to work bul trafhc was so heav
around the Y&R offices he didn’t
want to spend the time driving the
last block or two to the garage, so
Bahr did that for him.

0 ne rainy dav after performing

this job, Bahr was standing in
Georhegan's office soaking wet, his
socks squishing in his shoes because
thev had cracked open that morning.
The executive addressed Bahr:
‘Warren. if you were standing out-
side of a movie house in the rain and
found out there was standing room
inside, wouldn’t vou come inside?
Why don’t vou join the media de-
pari‘menl and get out of the rain?”
So he did. In 1957, three years
aflter he made it as an all-media
buver. Bahr became an assistant me-
dia director and the next year an as-
sociate media director. During all
this time he was continually associ-

Warren A. Bahr
fle came in out of the rain

ated with General Foods brands.

His stripes came in 1960 and the
next vear he moved into program-
ming and remained there until March.
1962. when Pete Matthews left as
media director.

At that time, Y&R was immersed in
developing new computer programs
and a way was sought to bring media
buving and the new discipline closer
together.

he decision was to appoint two

media  directors. Joseph  St.
George was named one, with respon-
sibilitv for computer programs and
problems. and Bahr was tapped for
the other to head up media relations
and planning.

Two vears later. it was decided to
separate EDP from the media depart-
ment. so St. George was made head
of a data and systems operation and
Bahr took over as sole head of the
media department, becoming a senior
vice president.

It must have worked out well be-
cause last vear Bahr was named to
the board of directors, made chair-
man of a new Creative Review Board
and. in December, appointed execu-
tive vice president, one of six at Y&R-
Us.

The fact that a media man was
given such an important creative post
speaks well for Bahi’s talents as an
all-round adman. It is often said that
an agency man should have broad
advertising talents but the type is not
too common. |
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In the hearings before the Presi-
dential Commission  investigating
violence. Rep. Hale Boggs accused
the networks of purveying maso-
chism, sadism, murder and mayhem.
He asked CBS president Frank Stan-
ton at one point if network programs
were dictated by the ratings. The
following ensued:

sTANTON: You can’t take the New
York State Ballet Theatre and shove
it down people’s throats, but you can
introduce segments of it on the Ed
Sullivan Show and begin to give
people some appreciation for that
kind of programming. But vou just
don’t go out and say this is what
you’re going to take, willy nillv, and
you can’t have anything else. Before
you begin to move information. vou
have to have an audience. Bul this
isn’t true with all of our schedule.
because if it were we wouldn’t have
some of the things in the schedule
that we have. We wouldn’t put Horo-
witz on again on Sunday afternoon.

B0GGS: Put what on?

STANTON: Horowitz.

B0GGS: What's that?

STANTON: Vladimir Horowitz is a
distinguished pianist, and . . .

BOGGS: You see, I’'m verv ignorant.

sTANTON: Well, I’m not so sure that
you would like the program.

Whose side is Boggs on. anyway:

% X #

Any man who thinks he’s more in-
telligent than his wife is married to a
smart woman, says \rt Linkletter.

* * %

“No one knows for sure what
comedy is,” according to Jack Dono-
hue, director of Here's Lucy: “Only
the audience decides; if they laugh,
it’s funny.”

You wouldn’t let them produce the
show, would you?

One of the episodes of The Michi-
gan Sportsman follows a lady bow-
hunter on her first deer hunt. “Mis-
adventures of a Bowhuntress” fea-
tures Mr. and Mrs. Dick Wilson of
Kalamazoo. Says a description of the
program: “She takes a lot of shots
and has a lot of fun, but like so man\
neophyte bowhunters, returns to
camp empty-handed.”
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Ha, ha, ha, just keep away from

her if you’re out in the woods.
* * *

On the Group W stations last week
was a special entitled David Frost
Presents . . . How to Irritate People.
Produced by Group W in association
with David Paradine Productions, the
<how features John Cleese, a writer-
performer known in Great Britain as
“the tall, cruel one.”

Among Cleese’s put-downs are the
following:

If you are annoyed by
droppers or world-trotters showing
off at a neighboring table, e.g.. ©
so we dropped Liz and Dick off at
Truman’s house, got in Bing’s Boeing
and nipped over to Ringo’s in Lon-
don . . .”, Cleese’s advice is: “Simply
wait for a suitable pause, then ap-
plaud enthusiastically. Follow this up,
if necessary, with demands for auto-
graphs.”

To defend yourself against the
bank manager who writes immedi-
atelv when you're overdrawn four
cents, the British wit offers this sug-
gestion:

When vour bank statement shows
you're solvent, write the bank man-
ager that he now owes you money
and would he please drop in and have
a word with you about it.

Then there’s the woman who seeks
praise for her furnishings by plead-
ing, “I'm sorry the place is in such a
terrible mess.”

In such cases, says Cleese. merely
reply. “Not at all. 1 enjoy a little
squalor.”

name-

* *

In Bill Burrud’s special, Sin Cities
of the World, he presents a look at
those he considers the most wicked
anvwhere.

These include Singapore, Macao,
Las Vegas, Tijuana, Hong Kkong,
Hamburg and Instanbul.

Each city, Burrud notes, has its
own particular vice thing; each one
has one or more of the “seven deadl
sins.”

A press release notes: “Burrud
camera crews diligently and oftimes
at risk to their lives and cameras
sought out and photographed the
night-time action.”

Hmm.

* - L]

In the January 26 episode of Mis
sion Impossible, Tony Giorgio, a card
hark, plays a card shark.

In the story Giorgio is seen help
ing actress Barbara Bain win a carc
same by dealing her “seconds’—the
cecond rather than the top card in
previously-stacked deck. It seems the
[mpossible Missions Force is trying
to overthrow a cambline overlord
which everyone knows is just abou
impossible.

Giorgio doesn’t call himself a card
shark; he says he’s a “card manipu
lator.”

He explains, “Bv showing people
how thev can be cheated, I teach ther
to avoid it.” True card sharks don
talk about what they can do wil
cards Decause they’re too bus)
making a living at it, he says.

“\s for me, 1 get paid for beinf
honest about being dishonest.”

IV'e knew there was some way tha
crime paid.

* *

One of the non-world-shakin
events thal came in over the transon
recentlv is a storv they tell about th
taping of Agriculture, US.A., publi
affairs program on KNBC Los Angeles
a couple of months ago.

It seems veterinarian Dr. Roge
Vincent Jessup failed to show
with his cow for the Saturdav nigl
taping. Producer John Stearns se!
pages scurryving through the studi
complex in search of the hovine an
her boss (llow can vou miss
ow?).

The producer, who boasts (or con
plains, it’s not clear which) he’s bee
up-staged by a Kissing seal, ha
visions (he says) of cattle rustlir
and outlaws and such.

The pages finally located Dr. Je
sup calmly washing the cow in t
executive parking lot. He had simp
miscalculated the time to prepare b
prize animal for the tv cameras.

Dr. Jessup led the cow rig
through the main lobby area. “wi
not?” asked Stearns. “She’s a reg
tered Golden Guernsey.”

You mean she’s a clean register
Golden Guernsey.

Television Age, Junuary 27, 19




And you'll get a lot more to think about from NSI)

Nothing like planning ahead when
voure buving spot TV. In no other
advertising medium is there more useful
information available for making
factually-based decisions. And. NSI
offers the most complete measurement
of scasonal viewing levels in svndicated
television audience rescarch.

Take the Spring quarter, for example.
In Mav, \SI has quarter-hour reports

New York Chicago
(212) 956-2500 (312) 372-3810

for 69 markets. Davlight saving tine

viewing activity for about 80% of U.S,

TV households allows vou to analyze
°

and re-analvze to vour heart’s eontent.

So when vou think Spring. and
Spring timebuving. think about this
broader-depth NSl quarterly concept.
Your Spring will come sooner, and be
warmer.

San Franeisco Hollvwood

(115) 986-6137 (213) 4606-1391

== Nielsen Station Index

a service of A. C. Nielsen Company



effectiveness in media negotiations.”

The third unit in the client serv-

ices group is media relations. headed

-by Gene Camerick. Members of this
unit include media directors and
other media department officials.

“We are the sounding board for
the outside world,” Camerick points
out. “When someone wants to make
a presentation, he approaches us,
.and we make the arrangements and
alert the buyers and supervisors who
are most concerned.”

The media relations department is
also responsible for several other
functions.

It works for harmonious relation.
ships with all media, working specifi-
cally at the management level.
Through this responsibility. the de-
partment is able to stay ahead of
industry trends.

“Through the media relations divi-
sion we can talk to reps about in-
dustry problems without being con-
cerned that they’ll spend all the time
trying to sell us on their stations,”
says Camerick.

The media relations unit also pro-
vides an access for all media to the
Bates media management. If any
medium feels that it has been given
the short end of the stick when it
comes to ads being placed, they can
come directly to media relations and

be heard.

Three units also make up the tech-
nical services division of the media-
program department.

The first of these is the media in-
formation and analysis department,
known within the agency as MIAD.

MIAD is the keeper of all media
knowledge, and it is their function
to service the other units with pro-
gram and station facts and figures.
Under the direction of Justin Gerstle
and Jackie DaCosta, vp and associate
director, MIAD keeps buyers and
planners abreast of developing situa-
tions.

“We try to find out how we can
apply new ideas to what we are
.doing,” he says. “In addition, we
work with planners in developing and
applying statistical developments to
making better buys.”

When everyone else has done his
job, Harry Saz and his radio/tv
services staff take over. His unit has
reapun.sibility for supervision of
broadcast programs which agency
clients own, commercials production
contracts, and the traffic department.
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If that doesn’t sound like very
much to do, his 36 people in the
traffic department sent out over 350,
000 commercials last year.

The remaining unit is the Holly-
wood office. It is their job to check
network programs emanating from
the West Coast in which Bates is
running commercials. It is headed
by Tom McAndrews.

The computer plays a big role in
Bates’ operation. It is used to assign
piggyback partners. It is used addi-
tionally to generate various sales dis-
trict information, such as how much
money is spent in individual sales
districts on advertising. This takes
into consideration not only spot ad
dollars, but network and print ex-
penditures as well.

No machine buying here

Bates officials don’t foresee any
substantial increase in the amount
of work the computer will be getting
in the future. Although feasibility
explorations for new uses are con-
tinually in progress some agencies
would like to computerize timebuy-
ing, Bates would not.

Bates sees computerization of the
timebuying function itself as rather
remote since one of the reasons for
using a timebuyer is to use his native
intuition in negotiating good buys.

Nevertheless, Bates is still bullish
on the potentials the computer offers
for future reductions in paperwork.

Additionally, its media oflicials
feel a real opportunity exists to
achieve the ultimate goal of freeing
up buyers so that they can spend
100 per cent of their actual buying
time negotiating.

As for the place of media buying
services. Bates is still exploring.
Several tests have been conducted
and several more are underway. A
consensus among Bates media direc-
tors would probably reveal that media
buying services nitch in the indus-
try will be revealed more clearly
during the coming year.

As for market buying specialists,
Bates is rather cool to them. They
are generally buyers who buy for
many products in a limited number
of markets. They are told the goal
and budget to be reached and they
make their buy.

Bates points out that the more
market specialists are used, the less
familiar the buyer is with the brand.

“The specialist can get a good
buy in the market dollarwise, but the

buy may not be right for the brang
A gain one way can perhaps be @
loss another way.”

The buyers’ tools, research and
ratings, are very much in the minds
of the Bates media heads.

One pointed out that demographics
have been thoroughly explored and
agencies can’t expect anything new
to come out of them. The next stage,
heavy user data, is still in develop:
ment and is limited by sample size

Psychographics, on the other hand,
could eventually become the mosl
important development vet, although
there is still some question as to ils
validity (see A consumer in every
pigeon-iole, page 26).

Getting commercials to the station
on time is one of the major head
aches of radio/tv services head Harr
Saz. Future events are alread
making his job look a little easier.

“With the increasing use of in
dividual 30’s there will be less o
a traffic delay problem,” he point
out. “Often you have to hold a com
mercial because half the piggybad
partner is not out of the lab o
time. As the use of 30’s is increased
we will be able to just mail out th
spots as they are ready. There |
also the advantage of not having !
tie up department people who ha
to spend time matching up pairs.”

John Kucera heads the radio/!
unit, which he describes as °
basically small operation in whic
we have a few hard-working peop
with a great deal of responsibility

Talking about ratings. he says: "
won’t steer away from a progra
just because the network running
is generally poorly rated. If the she
delivers the right audience at t
right price, then we buy it.”

Kucera makes two predictio
about networks during the comi
vear: (1) they will establish the :
as the basic unit of time, and (:
Saturday morning programs W
have increasingly higher ratings d
to the planned substitution of ¢
toons for live programming.

While the debate goes on in va
ous agencies as to which new au
mated time-buying proposal is be
Ted Bates and Co. is consideri
how to unload clerical duties fr¢
buyers’ shoulders so they can spe
more time in the job they are train
to do.

Bates’ reason is simple: you c8
improve on a good buyer.

Television Age, January 27, B




A ne of the lesser-known aspects
) of the pioneering switch to all-
r:dia buvers instituted by Young &
libicam back in the earlv 50s was
1> wav it was done.

Print and hroadcast buvers on the
ime accounts were paired. given a
it on the back and told they were
ing to undergo a may-the-hest-man
n test. The winners would end up

full-fledged all-media buvers and
len supervisors while the losers
»uld become assistants.

One of those coming out on lop
1s a 28-vear-old buver named War.
n A. Bahr, now Y&R's media di-
ctor and recently one of four kev
en to be moved up to executive vice
esident.

“It was really Black Fridav when
ev announced who made it,” Bahr
called the other dav. “But some of
ose who didn’t, did quite well later.”
The agencv is still wedded to the
l-media buver concept, though it’s
lded a reverse twist with its new
oadcast Section, which separates
e execution of spot buvs from the
edia account groups and gives this
sponsibilitv to nine regional super-
sots (see Y&R's regional negotia-
rs-buyers, TELEViSiON AGE, Novem-
ir 18, 1968).

n the intervening vears. Bahr rose
up through the ranks. with a
ight detour into programming. and
* now superintends the buying of
ore than 5225 million in advertis-
g time and space.

It's almost a cliche bv now to sav
at agency media execulives usually
arl out 1o be something else and
me to their present jobs by chance.
Bahr started out to be a lawver
fier getting his B.A. from Geltvs-
urg College. a small denominational
*hool in Pennsyvivania founded in
2. After a vear at the University
fVilginia Law School. he found he
idn’t like law and there was also the
lter of running out of GI Bill
10ney,

He got married about that time
nd his wife had gone to work in
‘Ompton’s media department. For all

‘elevision Age, January 27, 1969
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In the picture

practical purposes that was the first
time Bahr had heard of advertising.

It sounded like an interesting busi.
ness so he got a job in New York
with the now-defunct Hanlev, Hicks
& Montgomery doing traflic and pro-
duction, as well as being a messenger
boyv. and. later, an assistant account
man for an antacid. He was let go
just before Christmas.

his didn’t sour Bahr on the ad-

vertising business at all. As a
matter of fact, he had now determined
it was for him. so he began looking
for another emplover in what he
thought was a systemalic manner.

He bought a copv of Life and
picked out the ads he liked. Then he
checked a directory and found that
most of these were produced by Y&R.
Bahr said, “I didn’t know that most
of the ads in Life at that time were
from Y&AR.” That was 1951.

Y&R hired him. it might as well be
admitted. as a messenger in the mail
room. “It was like a kick in the
teeth,” he said, but he gritted them
and hung on.

One of Baht’s chores was parking
the media director’s car. The execu-
tive. the late Tonv Geoghegan. drove
it to work but traflic was so heavy
around the Y&R offices he didn’t
want to spend the time driving the
last block or two to the garage, so
Bahy did that for him.

o ne rainv day after performing
this job, Bahr was standing in
Geoghegan’s oflice soaking wet, his
socks squishing in his shoes because
they had cracked open that morning.
The executive addressed Bahr:
“Warren, if vou were standing out-
side of a movie house in the rain and
found out there was standing room
inside. wouldn’t vou come inside?
Why don’t vou join the media de-
partment and get out of the rain?”
so he did. In 1957, three vears
after he made it as an all-media
buver. Bahr became an assistant me-
dia director and the next vear an as-
sociate media director. During all
this tirwe he was continually associ-

Warren A. Bahr
le came in out of the rain

ated with General Foods brands.

His stripes came in 1960 and th
next vear he moved into program-
ming and remained there until March.
1962. when Pete Matthews left as
media director.

At that time, Y&R was immersed in
developing new computer programs
and a way was sought to bring media
buving and the new discipline closer
together.

he decision was to appoint two

media  directors. Joseph  St.
George was named one, with respon-
sibility for computer programs and
problems, and Bahr was tapped for
the other to head up media relations
and planning.

Two vears later. it was decided to
separate EDP from the media depart-
ment, so St. George was made head
of a data and systeins operation and
Bahr took over as sole head of the
media department, becoming a senior
vice president.

It must have worked out well be-
cause last vear Bahr was named to
the board of directors, made chair-
man of a new Creative Review Board
and. in December, appointed execu-
tive vice president, one of six at Y&R-
U.s.

The fact that a media man was
given such an important creative post
speaks well for Bahrt’s talents as an
all-round adman. It is often said that
an agency man should have broad
advertising talents but the type is not
too conmmon. |
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In the hearings before the Presi-
dential Commission investigating
violence, Rep. Hale Boggs accused
the networks of purveving maso-
chism, sadism, murder and mavhem.
He asked CBS president Frank Stan-
ton at one point if network programs
were dictated bv the ratings. The
following ensued:

STANTON: You can’t take the New
York State Ballet Theatre and shove
it down people’s throats, but you can
introduce segments of it on the Ed
Sullivan Show and begin to give
people some appreciation for that
kind of programming. But vou just
don’t go out and say this is what
you’re going to take, willy nillv. and
you can’t have anything else. Before
you begin to move information. you
have to have an audience. But this
isn’t true with all of our schedule
because if it were we wouldn’t have
some of the things in the schedule
that we have. We wouldn’t put Horo-
witz on again on Sundayv afternoon.

BoGGs: Put what on?

STANTON: Horowitz.

BOGGS: What’s that?

STANTON: Vladimir Horowitz is a
distinguished pianist, and . . .

BOGGS: You see, I'm very ignorant.

sTANTON: Well, I'm not so sure that
you would like the program.

Whose side is Boggs on, anyway:

H* * *

Any man who thinks he’s more in-
telligent than his wife is married to a
smart woman, says Art Linkletter.

* W #

“No one knows for sure what
comedy is,” according to Jack Dono-
hue, director of fere’s Lucy.- “Only
the audience decides; if they laugh
it’s funny.”

You wouldn’t let them produce the
show, would you?

One of the episodes of The Mich:-
gan Sportsman follows a lady bow-
hunter on her first deer hunt. “Mis-
adventures of a Bowhuntress” fea-
tures Mr. and Mrs. Dick Wilson of
Kalamazoo. Says a description of the
program: “She takes a lot of shots
and has a lot of fun, but like so man
neophyte bowhunters, returns to
camp empty-handed.”
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THE LIGHTER SIDE ’n camera

/

Ha, ha, ha, just keep away from

her if you're out in the woods.
* * ¥

On the Group W stations last week
was a special entitled David Frost
Presents . . . How to Irritate People.
Produced by Group W in association
with David Paradine Productions. the
show features John Cleese. a writer-
performer known in Great Britain as
“the tall, cruel one.”

Among Cleese’s put-downs are the
following:

If you are annoyed by name-
droppers or world-trotters showing
off at a neighboring table, e.g.,
so we dropped Liz and Dick off at
Truman’s house, got in Bing’s Boeing
and nipped over to Ringo’s in Lon-
don . . .7, Cleese’s advice is: “Simpl)
wait for a suitable pause, then ap-
plaud enthusiastically. Follow this up,
if necessary, with demands for auto-
graphs.”

To defend yourself against the
bank manager who writes immedi-
ately when you’re overdrawn four
cents, the British wit offers this sug-
gestion:

When vour bank statement shows
vou’re solvent, wrile the bank man-
ager that he now owes you money
and would he please drop in and have
a word with you about it.

Then there’s the woman who seeks
praise for her furnishings by plead-
ing, “‘I'm sorry the place is in such a
terrible mess.”

In such cases, says Cleese. merely
replv, “Not at all. | enjoy a little
squalor.”

*

In Bill Burrud’s special, Sin Cities
of the World, he presents a look at
those he considers the most wicked
anvwhere.

These include Singapore, Macao,
Las Vegas, Tijuana, Hong Kong,
Hamburg and Instanbul.

Each city, Burrud notes, has its
own particular vice thing; each one
has one or more of the “seven deadl
sins.”

A press release notes: “Burrud
camera crews diligently and oftimes
at risk to their lives and cameras
sought out and photographed the
night-time action.”

Hmm.

* » *

In the January 26 episode of Mis
sion Impossible, Tony Giorgio, a cart
shark, plays a card shark.

In the story Giorgio is seen help
ing actress Barbara Bain win a car
same by dealing her “seconds”—th
second rather than the top card ini
previously-stacked deck. It seems th
Impossible Missions Force is tryin
to overthrow a gambling overlord
which everyone knows is just abou
impossible.

Giorgio doesn’t call himself a cart
shark; he says he’s a “card manipu
lator.”

He explains, “By showing peoplt
how thev can be cheated, I teach then
to avoid it.” True card sharks don’
talk about what they can do will
cards because they’re too bus
making a living at it, he savs.

“A\s for me, I get paid for bein
honest about being dishonest.”

We knew there was some way tha
crime paid.

% * *

One of the non-world-shakin
events that came in over the transor
recently is a storv they tell about th
taping of Agriculture, U.S.A., publi
affairs program on KNic Los Angele
a couple of months ago.

It seems veterinarian Dr. Roge
Vincent Jessup failed to show *
with his cow for the Saturday nigl
taping. Producer John Stearns sel
pages scurrving through the stud
complex in search of the bovine an
her boss (llow can you miss
cow?).

The producer, who boasts (or com
plains. i’s not clear which) he’s bee
up-staged by a Kkissing seal, ha
visions (he savs) of cattle rustlir
and outlaws and such.

The pages finally located Dr. Je
sup calmly washing the cow in th
executive parking lot. He had simp!
miscalculated the time to prepare h
prize animal for the tv cameras.

Dr. Jessup led the cow rigl
through the main lobby area. “Wh
not?” asked Stearns. “She’s a regi
tered Golden Guernsey.”

You mean she’s a clean registere
Golden Guernsey.

Television Age, January 27, 19
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‘And you'll get a lot more to think about from NSI)

Nothing like planning ahead when
vou're buving spot TV. In no other
advertising medium is there more useful
information available for making
f;u'luu||_\-|»u.-w| decisions. And, \SI
olfers the most complete measurement
of scasonal iewing levels in svndicated
television audience researcly.

Take the Spring quarter, for example.
In Mayv, NSI has quarter-hour reports

New York Chicago
(212) 956-2500 (312) 372-3810

- Think

for 69 markets. Daylight saving time
viewing activity for about 80% of L.S.
TV houscholds allows vou 1o analyze
and re-analvze to vour heart’s content.

So when vou think Spring. and
Spring timebuving, think about this
broader-depth NS quarterly concept.
Your Spring will come sooner, and be

warmer.

San Francisco HoHvwood
(L13) 9806-6137 (213) 466-14391

=2 Nielsen Station Index

a service of A. C. Nielsen Company
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As concerned citizens of the com-
munities they serve, Storer stations
maintain extensive and enlightened
programs to bring maximum hap-
penings to mini-privileged kids. In
Detroit, WJBK-TV gave the city a
unique portable swimming pool for
playground use, and pioneered a
novel documentary spelling out
what the law requires of both
parents and children. Cleveland’s
WIW-TV and WJW Radio annuall
sponsor the Ohio Junior Olympics.
&CBS in Miami sent its mikes into
Youth Hall to find out {rom problem
children themselves ““whatl went

Rt e A

wrong” and what they hope for the
future. Atlanta’s WAGA-TV chi-
maxed a summer-long recognition of
student editorials in school papers
with a $1,000 grand prize scholar-
ship. And all across the nation,
other Storer stations are backing
Junior Achievement, helping recruit
Biz Brothers, saluting outstanding
teens with on-air recognition, en
couraging and rewarding creative
voungsters in every field. This con-
certed effort to bridge the Generation
Gap takes a lot of doing. But in this
as in every phase of broadcast opera-
tions, Storer stations lo as a maiter

by

;3‘
To%ey N1

of routine things that leaders in ol
communities consider rathel
“special.”” That's why Storer st
tions stand out and anotheél
reason why it’s good business t0 &
business with Storei

STORER

BROADCASTING COMPANY
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