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' 30 EXTRAORDINARY MOTION PICTURES
LUME 22 IN COLOR

ALL FIRST RUN OFF-NETWORK

YEAR OF AVAILABLE
PRODUCTION/ | -COLOR | RUNNING | ONOR
RELEASE ORB/W TIME BEFORE CAST

v Richard Beymer, Diane Baker, Corinne Calvet, Fred Clark, Dan Dailey, James Dunn,
NGWAY'S ADVENTURES OF A YOUNGMAN | — 1962 COLOR 145 12/1/68 Juano Hernandez, Arthur Kennedy, Ricardo Montalban, Susan Strasberg, Jessica Tandy,
Eli Wallach, with Paul Newman as "The Battler".

i . George Hamilton, Jason Robards, Eli Wallach, Jack Klugman, George Segal,
i I (E Ve . 1964 B/W 11 5/25/69 Sam Levene, Ruth Ford ¢
¥ -
17 'SCHOICE Ve 1963 \ COLOR 100 10/2/68 Bob Hope, Lucille Ball, Marilyn Maxwell, Rip Torn, Jim Backus
| ISF WINE AN'D ROSES 1963 B/W 117 10/2/68 Jack Lemmon, Lee Remick, Charles Bickford, Jack Klugman
: [ Bette Davis, Kart Maiden, Peter Lawford, Philip Carey, Jean Hagen,
- INGER ‘ : “ 1964 7 B/W 116 8/31/69 George Macready, Estelle Winwood i s
TR k Glenn Ford, Geraldine Page, Angela Lansbury, Barbara Nichols, Michael And .
IRIEART ’ 1965 B/W 114 10/15/70 Patricia Barry, Charles Drake i
i 'S‘I\NT TRUMPET N 1964 COLOR 117 6/30/69 Troy Donahue, Suzanne Pleshette, Diane Mcéain, James Gregory
+. s i , Robert Walker, Burl lves, Walter Matthau, Tommy Sands, Millie Perkins,
| 114 PULVER 1964 COLOR 104 7/27/69 Kay Medford, Larry Hagman '
b - ] Animated Feature with voices of Judy Garland, Robert Goulet, Red Butt
RREE | me [cowm| s | onow | e i 1
./ W 1963 COLOR | 143 | 10/2/69 | Rosalind Russell, Natalie Wood, Karl Malden, Betty Bruce, Paul Wallace
1§ I3REDIBLE MR. LIMPET J 1964 COLOR 99 9/27/69 Don Knotts, Carole Cook, Jack Weston, Andrew Duggan, Larry Keating
i - . -
AMOF LOVE 1963 COLOR 101 6/24/68 Robert Preston, Tony Randall, Walter Matthau, Georgia Moll
b FOR MY PRESIDENT it 1964 B/W 113 11/10/69 Fred MacMurray, Polly Bergen, Arfene Dahl, Eli Wallach, Edward Andrews
N \ i 1962 COLOR 96 10/1/68 Witliam Holden, Trevor Howard, Capucine, Pamela Franklin
N-RRlAGE-GO-ROUND v 1961 COLOR 98 11/1/68 Susan Hayward, James Mason, Julie Newmar, Robert Paige
| ’ Troy Donahue, Connie Stevens, Ty Hardin, Stefanie Powers, Robert Conrad,
_ MPRINGS WEEKEND 7 \] 1963 COLOR 100 10/2/68 Jacz Weston, Jerry Van Dyke ‘
h AIT OF AMOBSTER \ - 1961 B/W 108 | 10/31/68 Vic Morrow, Leslie Parrish, Peter Breck, Ray Danton
L . .2 \/‘ 1963 COLOR 140 2/22/68 | Clitf Robertson, Ty Hardin, James Gregory, Robert Culp, Grant Williams

VI\CE i 1963 COLOR 98 11/12/68 Robert Mitchum, Elsa Martinelli, Jack Hawkins, Sabu
T IMAN SPRING OF MRS. STONE 1961 COLOR 104 10/15/70 Vivien Leigh, Warren Beatty, Lotte Lenya, Jill St. John
* {COND TiME AROUND \/ 1961 COLOR 99 12/1/68 Debbie Reynolds, Andy Griffith, Thelma Ritter, Steve Forrest, Juliet Prowse, Ken Scott ¥

Tony Curtis, Natalie Wood, Henry Fonda, Lauren Bacall, Mel Ferrer, Larry Storch,

{ VD THE SINGLE GIRL V4 1964 COLOR 114 1/25/70 | fran letiries, Edward Everett Horton, Stubby Kaye

| NS OF RACHEL CADE 1961 COLOR| 123 | 10/2/68 | Angie Dickinson, Peter Finch, Roger Moore, Woody Strode, Errol John, Juano Hernandez
“TER'S MOUNTAIN TNl 1963 COLOR | 118 | 8/5/68 | Heny Fonda, Maureen O'fara, lames Machrthur, Donald Crisp, Wally Cor, Mimsy Farmer
tDOR IN THE GRASS V4 1961 COLOR | 124 |10/31/69 | Natalie Wood, Warren Beatty, Pat Hingle, Audrey Christie, Sandy Dennis, Gary Lockwood

Richard Egan, Dorotﬁy McGuire, Sandra Dee, Arthur Kennedy, Troy Donahue,
1959 COLOR 130 NOW Constance Ford, Beulah Bondi

/ 1955 COLOR 104 NOW Kirk Douglas, Anthony Quinn, Silvana Mangano, Rossana Podesta
1963 B/W 112 10/2/68 Suzanne Plt;.shette, Ty Hardin, Dorothy Provine, Ralph Meeker
Shirley MacLaine, Paul Newman, Robert Mitchum, Dean Martin, Gene Kelly, 1
\/ ~ 1964 COLOR 111 12/1/68 Robert Cummings, Dick Van Dyke, Reginald Gardiner, Margaret Dumont, Fifi D'Orsay L
. James Franciscus, Suzanne Pleshette, Genevieve Page, Eva Gabor, Mary Astor,
= / 1964 B/W 137 12/28/69 Lee Bowman, Edward Andrews, Don Porter, Mildred Dunnock, Werner KIempgrer

50: 550 West Jacksor.\__Blvd. -(312) 372-8089


www.americanradiohistory.com

TELEVISION

February 1968
Volume XXV
Number 2

23 TilE IIEALY WEIGIHT REDUCING PLAN AT INTERPUBLIC
With an aceent on decentralization the giant Interpublie Group of
Companies has set out to remove excess fat from its corporate waist.
At stake are $700 million in billings and Marion Ilarper’s prineiple
that a single holding company can eontrol a number of ad agencies.

V28 WIEI'RE HHEADED FOR TELE-POLITICAL TURMOIL IN 1968
The Lyndon Johnson image multiplied by 52 million (the number that
viewed LB.J’s last conversation telecast) was a big dose for the opposition
to swallow. In this aceount of how networks and President maki
news together are all the elements for a chaotic election year,

30 A WRITER PUTS HIS PEN TO TIHE MeLUHAN BALLOON
According to television writer and producer Roy Huggins the message

i of Marshall MeLuhan is “roomy, seductive and shifty.” MeLuhan’s con-
o tent, he says, is a mosaic of wit and half-wit that would only
\“ contradiet itself by becoming logical. Iluggins thinks it’s a dangerous message.

TELEVISION: DARK HORSE IN THE GAS PUMP DERBY

Sunny Dollars, Tigerino, Win-A-Check or what have you, the oil companies
are playing games. To tell consumers how to play, they used $14 million worth
of television in the first nine months of 1967. Instead of diverting

billings the games made TV a winner.

BULLS DANCE WITH BEARS AS WALL STREET COURTS TV

As the television industry has matured it has grown more sensitive to
general business cycles. This was demonstrated by retarded earnings of
TV stocks in 1967. With this knowledge and a new interest in the effects of
diversification, security analysts size up the industry for 1968.

DEPARTMENTS

4 TrrevisioN on Location

10 Tocus on TELEVISION

12 Closeup

15 Tetters

19 Tocus on Finance
44 Focus on Commercials

54 Telestatus

58 Editorials

Postmaster : Please send Form 8579 to TELEVISION, 1735 DeSales Street, N.W., Washington, D. 0. 20036.

2 TELEVISION MAGAZINE
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your cameras

can do wit

]
display units like this

CBS Laboratories’ Digital Display Units are part of
a low cost, compact system that works daily wonders in any size TV studio!

nowne: 93 0.1 27
novne: 12 6,4 8 0

LECTIONS - No contest.

hese modular units were designed specifically for TV use to
ive optimum clarity up to 70 feet — from any camera angle
p to 145 degrees.

5 3%

FORECAST

7 2 WINERT SlFA IR

NEATHER-Cool operation.
dnly 2.7 watts required per unit, with no power between post-
ngs. Glare-free even under the strongest lighting conditions.

And all operated by one Controller that can handle
192 units — as many as 12 groups of 16 units each.
This means up to 12 two-candidate election races;
or runs, hits and errors for all major league teams;
or 40 local stock issues plus volume and Dow Jones
closing. A one-time investment for the professional
way to take care of all your daily display needs.

OU( engineers will even design your system for you.
Don’t take our word for it. Write or call us collect
(203) 327-2000, and let us show you.

Adi=aaakiaadakackialiad

oow.ones 6 6 6.4 7
9,564,500

STOCK REPORTS -Excellent for the long pull.
Rugged electro-mechanical operation is fool-proof and built to
last. No bulb burn-out or the other problems of rear-illuminated

displays.
METS CLEVE m
Twins

K

SPORTS-An easy set-up.
Just stack these units in a flat to suit any requirement. Custom
designed matrix wiring also available for complete flexibility.

PROFESSIONAL

PRODUCTS
##% LABORATORIES

Stamford, Connecticut. A Division of
Columbia Broadcasting Systern, Inc.
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Washington: The brain power behind task force.
New York: There’s gold in commercial festivals.
Hollywood: A new tourist attraction—the ‘Palace.’
London: How equal time works in British TV.

WASHINGTON:

The Department of State is one of
those grand Washington buildings,
so large that uninitiated visitors
are given floor-plan maps to pre-

|

|

vent aimless wandering. It's really
very easy. Odd numbered corridors
run north and south, evens run
east and west. The first digits ol
room numbers represent the floor;
second digits, the corridor; and the
last two digits, the room.

In 1004 (first floor, corridor 0,
which runs east and west) and
several adjacent oflices, a project Is
going forward without fuss or pub-
licity that oozes with significance
for the [uture of telecommunica-
tions in this country.

Room 1004, normally an area
where VIP’s gather for inter-
national conferences, has tem-
porarily been turned over to the
staff of the President’s task force on
telecommunications.

There a group of eight young
men with a lot of brain power and
not encumbered with preconcep-
tions about the communications in-
dustry are absorbing all the in-
formation at hand that might help
bring them to conclusions about
spectrum management and other
cosmic problems such as the inter-
national coordination ol satellite
cominunications.

Their first concern is not going
to be with a neaiwork’s P&L state-
ment, a station’s revenues or a ca-
ble-TV operator's balance sheet, 1t
is going o be with finding the most
cihcient way 1o get the world’s and

| the nation’s electronic communicat-

ing done. They have the unenvia-
ble 1ask of trying to arrest the
technological explosion at a given
point, of egtablishing communica-
tions priorities, and perhaps ol sug-
gesting a brand new harness for the
new technological horse,

GELEVISION MACAZINE

|

They come equipped with the
tools of the systems analyst, physi-
cist, economist and politically
aware lawyer. They are not going
to be afraid to attach cost-efiiciency
figures to one system of signal
transmission for the sake of com-
paring it with another, whether it
be a microwave [acility of AT&T, a
domestic satellite proposed by the
Communications Satellite Corp. or
channel 2 of the television spec-
trum in New York City.

Executive director of the staff
and the man who has put it togeth-
er is Alan Novak, 33-year-old assist-
ant to Eugene Rostow, undersec-
retary ol state for political affairs,
who was appointed by the Presi-
dent as chairman of the task force.

After casting about without re-
sult for an outside director, Rostow
put his own man in charge and
Novak proceeded to build the
group in his own image. a voung
brain trust with “animal” appetite
for brainwork.

I they are lawyers thev are the
top-ol-the-class tvpe that clerked
for Supreme Court justices (Novak
himsell  clerked for Potter Ste-
wart). The research director of the
groun is Leland Johnson, who has
a RAND Corp. background. and
who can combine the language of
economics  and communications
technology  and sl come  out
speaking English. The svstems an-
alyst is Charles Osborn, one of the
Department of Delense whiz kids,
who may want to apply the lan-
guage ol tolerable costs (0 the loss
ol one kind of communications
channel or another.

The others are Richard Posner,
general counsel, a 30-year-old law-
yer from the Justice Department,
with a Harvard Law first on his
recordd and a stint with Yederal

WWWwW americanradiohistorv com

Trade Commissioner Philip El-
man; Robert Starr, a lawyer from
the Deparument ol Health, Educa-
tion and Welfare; Oscar Gray, spe-
cial counsel, a Department of
Transportation lawyer and the el-
der statesman of the bunch at 41;
Frank Loy, deputy director, whose
normal assignment is deputy assist-
ant secretary for telecommunica-
tions at the State Department, and
Walter Hinchman, consultant, a
physicist from the office of the di-
rector of telécommunications man-
agement.

This little communications think
tank, subject to the advice and
consent of the originally appointed
task force, will prepare its report
by August. A research project,
whose open end might otherwise
stretch toward infinity, will thus be
brought to conclusion one year af-
ter its instigation because that’s
when the President has called for
it. That doesn’t. leave much time
for those who would like to influ-
ence the outcome.

The staff has already compiled a
sizable library of tracts on com-
munications economics and tech-
nology and anybody who wants his
own propaganda on the shelves is
in tough shape if it's not already
prepared. It’s a late hour to be
hiring the Arthur D. Littles or the
Dr. Seidens or whatever prestigious
research name you please to prove
that over-the-air television is more
socially desirable than cable trans-
mission. The faster the job, the less
convincing to the task-force staff.

The nature of this staff, its in-
difference to an established way of
doing things and its presumable
predilection for reducing abstract
argument to cold cost analysis,
brings the broadcasters’ conflict
with wire into the 2Ist century
long belore the calendar gets there.

The ingenuous way in which a
member of that staff can ask a
member of the National Associa-
tion of Broadcasters il he doesn’t
think the job could be done as well
with wire as an over-air signal is
perhaps more an indication of in-
difference to the past than a prej-
udice about the future. But it be-
gins to make the prophets of spec-
trum-peril look good. [

So broadcasters of varied stripe,
but with the common interest
of spectrum preservation, have
formed an ad hoc committee. Its
membership stretches from the Na-
tional Association of Broadcasters
to the National Association of
Educational Broadcasters and in-

¢ludes the Association of Maximum |

Service Telecasters, All Channel
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Television Society, Television Bu-
reau of Advertising and the Tele-
vision Information Office.
Missing from the ranks is the
National Cable Television Associa-

‘tion, which of course i1s more inter-

jested in the proliferation of wire-
TV transmission than saving the
spectrum for broadcasters. The
NAB has suggested to the cable-
men that their livelihoods are not
so removed from those of the
broadcasters—whose signals they
carry—that they can afford to take
a narrow pro cable, anti-over-the-air
stand. The argument isn’t that
they might lose their message while
gaining their medium. Rather it is
that if there’s going to be erosion
bf the broadcast spectrum and
eventual cable takeover, with the
whole kit of two-way communica-
tions circuits connecting homes, it's
going to be the giants who own
land operate them—the telephone
jcompanies.

The doors of State Department
1004 are gaping but frantic scurry-
[ing through them is apt to be met
with skepticism. For broadcaster
land cable operator it’s time for a
little subtlety. JOHN GARDINER

NEW YORK:

A festival of commercials? To the
uninitiated, that’s like saying a
feast of heartburn, or a cornucopia
of compost. To the man who
writes, scores, films, directs, edits or
pays for a commercial, it's a wel-
corhe recognition of his efforts to
create a little work of art that will
sell something—even a heartburn
cure, or, better yet, a new client.
And so the commercial production
houses and the advertising agencies
fill out the forms, submit the entry
fees and applications and hope for
the best. The best is a certificate or
a piece of sculpture that can be
included in a new-business presen-
tation.

Does it really mean anything? In
this city these days there is a clear
division of opinion. The produc-
tion houses are beginning to find
award competitions oppressive,
meaningless and expensive while
the advertising agencies continue
to find them useful.

Hal Klein, executive director of
the Film Producers Association of
New York, describes festivals gen-
erally as “a curse, a glut. For a long
time producers felt they couldn’t
afford to stay out of them. Now,
many are staying out.”

Carl Ally, board chairman of
Carl Ally Inc, who has won his
share of awards, thinks festivals
serve several important purposes,

not the least of which is that
“we've got a lot of new-business
[ leads. A lot of clients look at the
stuff.”

George Lois, award-winning art
director and now a principal in
Lois Holland Callaway, has mixed
feelings: “I enter them but I'm not
sure if it's because I'm a coward or
because it’s great fun getting
awards.”

For people who run competi-
tions, such as Wallace A. Ross,
director of the American TV Com-
mercials Festival, awards are not
only great fun, theyre a way to
make a living—and a good one. For
imstance, it will cost a producer
with a promising commercial $40
to enter Ross’s festival. Il he gets in
the finals, he will pay another $35,
and, like other finalists, must agree
to give the festival up to 10 addi-
tional prints of his entry (prints
cost about $15 each). Then, just to
go and see if he has won. the
producer could pay as much as
$65, which last vear covered the
cost ol one person attending two
days of workshops with two lunch-
eons and a banquet. That's a max-
imum of $290 for one man to enter
one commercial, come into the
finals and attend the entire festival.
Entrants need not attend the entire
thing; they may attend only one
full dav for $50 with banquet or go
only to the banquet (at $35).

But the cager entrant can spend
his money in more ways. He can
take out an ad in the program for
Ross's presentation event ($650 for
a full page). He can buy a full
table to the sessions instead of one
seat and impress potential clients,
and he can be a patron of a $15
hard-cover book listing all of the
awards.

Since 1,938 separate TV com-
mercials were entered last year
(there were 598 radio entries at an
entry fee ol $25 each), this means
the gross on entries was $92,170.
There werce 200 finalists who paid
$35 each to be finalists for a gross
there ol $7,000. Ross and his peo-
ple sold approximately 75 pages of
advertising in the program which,
at $650 the page, meant another
gross of $48,750.

It is hard to estimate the gross
on the actual two-day event since
there were many ways of attending
it, but a conservative figure of 1,
500 attendees paying an average of,
say, $40 brings the festival another
$60,000 gross for a grand total of
something like $200,000. Still more

money is realized when festival di-
| rector Ross goes on the road to the
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various ad clubs in the major cities
with his reel of winning commer-
cials. So awards can definitely be
fun—if you're giving them away.
On the receiving end things still
can be fun, as George Lois has

noted. However, Lois has served as |

a judge at times so his enthusiasm
1s dampened by a touch of cyni-
cism. He confesses to witnessing
the  vou-vote-for-me-and-I'll-vote-
for-you technique and he’s not sure
that some of the people judging
the work aren’t “kind of repul-
sive.” Says Lois: “Some very bad
guys are getting awards.”

Bob Bergman, president of Fil-
mex, is one of those producers who
will not be attending the American
TV Commercials Festival this year.
He fecls that there's no prestige to
winning an award when there are
so many winning, and he thinks
things have gotten too “involuted”
—specifically, that producersshould
be represented on the judging
panels generally and not just for
service in technical matters.

A representative ol one of the
largest advertising agencies sees
nothing wrong with this festival
and others—“except the great dan-
ger,” he says, “that people will be
carried away with the thrill of win-
ning prizes and ry to write prize
winners instcad of good commer-
cals.”

Because of this over-all agency
acceptance ol the festival princi-
ple, the feeling here is that awards
for commercials will be around for
a long time. Are some awards more
coveted than others? Says George
Lois: “I'd rather get an award
from the Art Directors Club than
from any place. Besides, it’s a nice-
looking medal, a handsome thing
to show. Everybody else has some-
thing that looks like it was made
for the 1939 World’s Fair.”

RICHARD DONNELLY

HOLLYWOOD:

A four-year anniversary is not to be
overlooked in television program-
ing where three weeks can be time

enough to bury a series and 13|

weeks are a decent mourning peri-
od. After having employed more

than 1,200 acts in about 140 differ- |

ent shows and expended some $7
million, The Hollywood Palace
can send the rug out to be cleaned.
It passed the four-year mark on
ABC-TV last month, and that’s
maybe three years longer than its
life expectancy at birth.

Following the Jerry Lewis Show
disaster, as the Palace did when it
opened on Jan. 4, 1964, was like

| being named ambassador to Upper

FEBRUARY 1968
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ON LOCATION

from page 5 .
Volta after a cholera epidemic.
The two-hour weekly Lewis extrav-
aganza nearly broke the ABC
bank. A multimillion dollar invest-
ment (including more than $500,-
000 for renovation of the theater
that was to become the Hollywood
Palace) poured down the drain
when the comedian’s series, which
was committed for five years, bare-
ly made it past five weeks.

The Palace was the relatively
inexpensive and, more important,
immediately ready answer to the
panic button that was shrilling.
Today, the Hollywood Palace—the
edificc—and The Hollywood Pal-
ace—that long-running, vaudeville-
type show with all those big acts—
are now Pickfair-pure, star-sure
Hollywood tourist attractions.
Like the footprints at Grauman'’s
Chinese, like Lana Turner’'s dress-
ing room at Universal, the Palace
is on all the standard lists of places
to see. Just ask the newsdealer at
Hollywood and Vine (the theater
is a half block north of that inter-
section) . He’s forever being called
upon for directions.

And vet the television series al-
most could have been At the Win-
ter Garden or Sunday Night at the
Palace from New York. That’s
what Nick Vanoff and Bill Har-
bach had in mind when they first
came up with rhe show. The two
producers, who previously had
turned out the Perry Como Show,
wanted to do a stage presentation
from a prestige house in New York
based on kd Sullivan-type topical
booking practices and Como-type
production values.

After initial rejection they were
called in to make a silver lining in
the cloud Jerry Lewis left hehind.
The theater they moved into—the
one that has now become practical-
ly the Statue of Liberty of Holly-
wood—had heen rebuilt by ABC as
a sort ol undying example of ego-
indulgence. A legitimate house
called the Hollywood Playhouse
when it opened in 1925, the the-
ater had been leased by the net-
work on Lewis’s insistence. It was
then called the EI Capitan, and
“Ken Murray’s Blackouts” and the
NBCTV  Comedy Hour, among
other ‘shows, had been produced
there.

Lewis  wanted to play “right
into the laps of the audience,” so
ABC built an 18-foot-long-by-five-
foot-wide ramp into the seating sec-
tions. Lewis atways wanted  his
name in lights over Hollywood and
Vine, 50 ABC rebnilt the entire
face of the building, called it the

TELEVISION MAGAZINE

Jerry Lewis Theater, and added
new marquees on the roof and over
the side of the theater. The signs
contained some 2,500 electric bulbs
that spelled out his name.

All of these renovations were put
to longer-lived use by changing the
name of the theater and the con-
cept of the program to the Holly-
wood Palace. What has changed
hardly at all since Vanoff and Har-
bach took over is the kind of thing
that is being done there. The Pal-
ace is a true variety anthology,
with a different show every week
and different production problems.
But it still consistently offers Como
out of Sullivan with a deep bow to
Radio City Music Hall and a tip of
the hat to Las Vegas.

Yes, executive producer Nick
Vanoff concedes, the show is some-
what predictable. A television au-
dience has to be given a dose of
predictability if it’s to come back
week after week. But within the
bounds of predictability, Vanoft
and his partner, producer Bill Har-
bach, try to generate a spontaneity.
They try to imbue every act that
works the Palace with a style and
elegance of both dress and manner.

It’s a technique Vanoff and Har-
bach have stropped and honed
over the 12 vyears they've worked
together. And they just don’t talk
to themselves. At least 25 of the
some 130 people connected with
the weekly production have been
long-time members of the team.
There’s a lot of shorthand used.
To an outsider it sounds like cryp-
tographers working on the Japan-
ese code.

By this time it’s all down to
frenetic routine. The performing
talent comes and goes, from Mar-
got Fonteyn to Sandy Koufax, from
Sammy Davis to Senator Dirksen.
There are seven or eight guest acts
cach show. The two top guests get
$7,500 each. Hosts—Bing Crosby,
Milton Berle and Jimmy Durante
are the most frequent—get $10,000
each. The show is budgeted “in the
area of” $160,000 a week.

Out of the Hollywood Palace
have come several production tech-
niques now used by other variety
shows. From the first, Vanoff and
Harbach—taking advantage of that
big runway built for Jerry Lewis—
have made a big thing out of tap-
ing the program as a pure stage
show with great interplay between
performers and audience. Know-
ing, too, that they'd bhe working
with important acts, whose time
would be in considerable demand,
the coproducers developed a skill
for laying out the star’s part in the
show ¢o that ouly a minimum

wwWw americanradiohistorvy com

amount of rehearsal time is need-
ed. It’s this lesson learned at the
Palace that is making Dean Mar-
tin’s life so comfortable with his
own show on NBC-TV.

The Palace usually tapes on Fri-
days. A dress rehearsal is held be-
fore an invited audience from 3:30

- to 5. It’s performed and taped like

the real thing. After an hour break
for dinner what's ostensibly the
broadcast version is taped, begin-
ning at 6. Both 60-minute shows are
usually wrapped up within a total
of three hours.

Segments of the dress rehearsal
are blended with the second taping
to make up the finished product. A
careful effort is made to retain the

' spontaneity that’s usually generat-

ed in the dress rehearsal. On the
other hand the musical numbers
are rarely polished enough in the
dress to be worthy of broadcast. It
all adds up to the Vanoff-Harbach
method for giving the Palace verve
without losing their own in the
process. .

Concurrent with its fourth an-
niversary last month, the Palace
moved back to its accustomed Sat-
urday night time slot after being

~displaced for half a season. The

show’s production team was not |
happy about starting this season’s
campaign in a new Tuesday time
period, following the dubious lead-
in for its mature audience of |
N.Y.P.D. Lawrence Welk, the Sat-
urday night lead-in, is a much more
compatible bedfellow.

No matter what fate and the
Nielsens have in store for the Pal-
ace 1n its old spot, the Hollywood
Palace theater, at least, is likely to
be an enduring landmark in the
film community. New York’s loss,
in this case, definitely has proved
to be Hollywood’s gain. Now if
some way only could be found to
trade off the Hollywood AFL Film
Council for the Metropolitan Op-
era. MORRIS GELMAN

LONDON:

It was 24 hours alter Britain deval-
ued the pound last Nov. 18 before
the prime minister appeared on
television to tell the British public
all about it. During that time no
opposition politicians were allowed
to appear on the BBC. After M.
Wilson’s appearance, the leader of
the opposition claimed a right to
equal time, saying that the broad-
cast had been contentious, and not
just an ordinary “ministerial” na-
tional announcement. Eventually
he got his way. Both broadcasts
were put out on all channels.
Three days later Mr. Wilson re-
fused to allow Peter Jay, the



www.americanradiohistory.com

What’s the value
of a Byline?

Years of a man’s professional life can pass before he rates
a byline.

Some never make it.

Those that do can usually be depended on to deliver
their story with the integrity and skill befitting their byline.

We make medicines for doctors to prescribe. And, we make |
them with integrity and skill. | |

Whether life-saving or not, we feel they demand that we |
put ourselves on the line—and we do.

For a free copy of What's Behind a Drug Name, write to the Public Relations Department,

A Division of American Cyanamid Company, Pearl River, New York

WWW americanradiohistorv com
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ON LOCATION

from page 6

economics editor of T/he Times, to
appear as one of a panel of ques-
tioners after he had written a high-
ly critical article on Mr. Wilson.
Yet the panel was in the end com-

posed of two Conservatives and

one Labor journalist, who was
more critical even than the others.

This sequence of events illus-
trates the crazy illogicality of the
relationships between politics (and
especially politicians) and broad-
casting in Britain. It's crazy—but it
works. As one producer said: “OK.
Maybe we oughtn’t to have given
way on the Peter Jay business—but
have you ever compared the ques-
tions we ask British ministers with
the sycophancy that surrounds the
questions put to President Johnson
at his televised conferences?”

The facts of telepolitical life in
Britain are very different from
those in the United States, basically
because both BBC and commercial
networks depend-on Parliament to
a much greater extent than do
American networks on Congress.

The BBC has a charter that is.

renewed every decade. The mem-

| bers of the Independent Television

Authority are appointed by the

| government.

The parties are continually
working to retain their hold on the
broadcasting authorities. The con-
trol was rigid before 1954 when

there was only the BBC to deal"

with. There were regular broad-
casts by ministers and opposition
leaders, and party political broad-
casts at election times. But there
was a rule that a question could
not be discussed on television (or
on radio) for the 14 days before
Parliament was due to debate it—a
tribute tothe politicians’ fear of the
power of broadcasting and to the
timidity of the BBC. And elections
were not reported as news events at
all. This sort of control is still in
force in France.

Then after 1954 came commer-
cial television, or, more specifically,
Sidney Bernstein of Granada. He
reported  one  important  by-
election; he ran a discussion series
called Free Speech, which eventual-
ly led to the abandonment of the
14-day rule. In 1959 Le broke the
taboo preventing reporting of do-
mestic current aflawrs during  an
clection. Jn 1960 he televised the
debate 2bout defense at the Labor
party conference live—and the next
year broadcast all the party confer-
ences nonstop. In 1964 the com-
mercial nerwork’s prime public-
alfairs  program, This Week, de-

TULLEVISION MAGAZINT

voted three shows during the elec-
tion campaign to the issues divid-
ing the country (and the company
was happy that it got an equal
number of complaints {rom both
parties) ; and the same year Grana-
da arranged for all the candidates
for all the constituencies in its
franchise area to appear on an
Election Marathon program. And
in the 1966 election it was decided
(by the wusual smoke-filled room
meetings of party whips and broad-
casting authorities) that the Com-
munist party had enough candi-
dates to allow it to be heard and

- seen on an official election pro-

gram.

Between elections British televi-
sion 1s full (some would say over-
full) of vociferous and protracted
discussions of any newsworthy po-
litical question—with the points of
view frequently represented by
maverick politicians. Interviews of
individual cabinet ministers, al-
ways a free-for-all sport, have
reached their climax in those done
by David Frost, a graduate of tele-
satire, who now runs a Tonight-
type show. His interview of the
British defense minister, Dennis
Healey, was so rough that ministers
are unlikely to appear so frequent-
ly in the future. The Healey-Frost
engagement was in no way relieved
when Mr. Healey said that Mr.
Wilson was the best prime minister
Britain could have, and the studio
audience burst out laughing.

But restrictions still remain. The
first is the sheer existence of the
party political broadcasts. Despite
efforts by some committed admen,
these are generally pretty dreary
affairs, It was noticeable that Fred
Papert [of Papert, Koenig, Lois,
the U. S. agency] got a very high-
powered audience for a recent ex-
planation at the House of Com-
mons of the technique his agency
had used in Bobby Kennedy’s cam-
paign for the Senate. Party broad-
casts must be carried compulsorily
by the BBC, and the Independent
Television Authority has never ex-
ercised its theoretical right not to
carry them. If there were any com-
petition, even on the BBC's UHF
second channel, they would not get
the absurdly inflated ratings they
get [rom their monopoly. Between
elections the burden is not too
great: 12 a year altogether—though
all in the primest of prime time.
But in the I8 days of an oflicial
election campaign there are 18 of
between 10 and 20 minutes cach.
And added to these in normal times
are official ministerial broadcasts;

if these can remotely be classed as |

wWWW . americanradiohistorv. com

contentious, the opposition ca
claim the right to reply.

Another intricacy 1n politica
broadcasting during election peri
ods comes from the Representatio
of the People Act of 1949.

The act sets a precise limit (i
terms of cents per voter in the
candidate’s constituency) that the
candidate may spend on all activi
ties of his campaign. The same act
excludes from accounting any
newspaper articles or editorials
that are not run at the candidate’s
expense, but it makes no similar
exclusion of broadcast references,
Still another clause in the act pro-
hibits candidates from purchasing
broadcast advertising. This clause
was inserted to prevent the use of
Radio Luxembourg, the only com-
mercial broadcast signal reaching
England at the time the act was
passed. (In the act that established
commercial TV, there is also a ban
against selling political time).

All of these legislative restric
tions impose burdens on both can-
didates and broadcasters. If, for
example, a candidate were to make
a lone appearance on the air, his
opponent could demand that the
value of the time be charged against
the candidate’s campaign expen:
ses. ‘That would certainly put him
over budget and could conceivably
disqualify him from the race or
from serving if elected.

But things are changing, espe
cially now that both broadcasting
authorities are headed by skilled
and sophisticated former politi-
cians. The Conservatives have pro-
posed that official broadcasts be
shorter and should sometimes be
regional, rather than national. In
the present mood of worry about
separatism (both Welsh and, more
recently, Scottish nationalists have
won seats in the House of Come
mons) this proposal could ga
through. At the same time the
House of Lords is experimenting
with television; debates will be ed-
ited for a trial period to give an
clectronic version of Hansard (our
Congressional Record) . e
House of Commons narrowly de
feated a similar proposal; it is stil
afraid of a spate of screen-catching
demagoguery 1o replace the nor
mally conversational tones of
Commons debate. But an electron
ic Hansard is confidently predictec
lor the forseeable [uture. We are
still, however, a long way from 4
situation where Britain’s  Irec
Friendlies would assume that hour
of daytime viewing could be swep
aside for a Commons committee
hearing. NICHOLAS FAITF
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In a December 1966 siall-written
article examining the phenomenon
ol Marshall McLuhan TELEVISION
discovered that McLuhan's read-
ers in the television business fell
into two general categories: those
who thought he had a message of
blinding revelation and those who
admitted they didn’t understand
him. Now TrLEvisioN has found
somceone who not only prolesses to
know what McLuhan is saying but
has decided that what he is saying
is lalse and possibly dangerous.
The author of “IU's Time To
Turn Off McLuhan,” which be-
gins on page 30, is Roy Huggins

who has created billions and Dbil-
lions of those low-intensity dots
that McLuhan says the viewer
puts together for himself. Huggins
created The Fugitive, The Virgini-
an and Run For Your Life, to
name three that will be paying him
residuals into infinity.

Huggins graduated summa cum
laude with a degree in political
science from UCLA and later took
graduate work at the same school.
In 1946 he wrote a mystery novel,
sold it to Columbia Pictures and
did the screenplay. He entered tel-

evision production at WWarner
Brothers in 1955 (Maverick was his
creation there), moved to 20th

Century-Fox in 1960 and to Uni-
versal in 1962,

McLuhan burst upon the com-
munications scene while director of
the Center [or Culture and Tech-
nology at the University of Toron-
to. Canada. He took his doctorate
in English at Cambridge.

Last year he moved to Fordham
University in New York where he
occupies the Albert Schweitzer
chair ol the humanities (at $100,000
a year for himself and whatever
assistants he wanis) . Some months
ago he underwent surgery for re-
moval of a Dbrain tuwmor. Before
scheduling Huggins’s piece, TELE-
visioN checked Mcl.uhan's condi-
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Huggins :

ELEVISION

McLuhan

. , A |
tion. The word was that he’s fine,
and writing another book.

author ol “The Schizoid Roles of
TV in an Elcction Year” (page |
28) , 100k olf for a skiing holiday in
Switzerland after turning in his
manuscript. It was suggested that
he write a piece on television in
the Alps. The full text of his re
port [ollows:

“Taking the cure in Zermatt for
two weeks means agreeing to en- |
dure certain deprivations. Lungs|
finally adjust to cleaner air. The
callus that has been raised against |
electronic bombardment -peels off,
layer by layer.

“The local cinema is playing
J'ai tué Rasputin,” but television is
hiding somewhere. _

“There is a regression to news by
print. The Paris Tribune’s con-
densation of western affairs can
keep a traveler from losing total |
touch. From it he learns that his|
holiday has turned into an unpatri-
otic attack on the dollar.

“So in this village of hotel keep-
ers and ski instructors communica- |
tions are as linear as a schuss down |
the national piste. Only once does
television show its face. A boy in a
small mountain restaurant fiddles
with the knobs of a set. It is a vain
exercise. A blizzard is in progress,
and the screen is a match for the
picture window.

“Traveling west, one can hum
the music to ‘oh, Fab, I'm glad,
they put new borax in you,” uncon-
scious of the copy, defenses down,
very vulnerable.”

Clearly it was time for Gardiner
to go back to work. He’s doing a
major story for the March issue on
“The Rich Rewards of Pioneer-
ing”’—a detailed study of the 106
television stations that got into
business before and during the
1948-52 freeze in commercial TV.
The last he heard from Zermatt it
was still snowing, on and off the
tube.

John Gardiner, senior editor and‘ :
f
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The past decade has been one of extraor-
dinary growth for the communications
industry. And, most particularly, for us.
For this reason, we chose a new name—
CBS Enterprises, instead of CBS Films
—andnow a brand-new trademark. Both
are clear signs of our expanding world-
wide involvement in a growing number
of enterprises.

Sign of Growth

CBS Enterprises distributes television
entertainment programs on film and
video tape. We provide live programs via
satellite and microwave. We distribute a
daily newsfilm service, plus news, sports
and documentary programming. We are
engaged in licensing and merchandising.
We produce cartoons for theatrical and
television reléase. We are involved in ed-

CBS ENTERPRISES

WWW americanradiohistorv com

ucational projects and related areas.

As a leader in our field, we will con-
tinue to grow—broadening our horizons
toencompass the newest and finest tech-
nological advances to serve you better.
It is this unceasing exploration into new
and better means of communication
worldwide that is now, more than ever,
part of our trademark.
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HOWARD H. BELL He likes a chyl.

lenge and that's exactly what he has.
found in taking over the presidency of

the American Advertising Federation,
On paper the AAF's numbers are im-

pressive: 173 local advertising clubg

with 40,000 individual members; 700

company members, and 25 affiliated

national organizations. But that is pa

per power and rarely has it been a

major lorce in speaking, as it should,

lor all advertising. Howard Bell i

tends to turn that paper power intol
active force. At 41, he has been termed

the right age and the vigorous type'
AAF needs 1o work effectively with

various government agencies. His ulcer

may act up a litile if he finds corpora

tions rencging somewhat on the

pledges of support made to him bhefore

he took the job, but it won’t stop him

from dogging them 10 make good on

their promises. A few years ago A\Fs

operating budget was in the neighbor

hood of $250,000. It has grown slowly

and Bell would like about $500,0000
within the next year to get the dust off
the machinery and get the gears in

motion. The AAF, he feels, has a vast’
“potential of strength™ just waiting (0

be tapped and aimed in the right direc

tton. That's what he intends to do. In

all likelihood he’ll be starting with:
AAF's house operations, in particular’
beehing up the organization’s [four

person Washington and San Francisco

olfices, and ld-person New York head:
quarters. Bell’s decision to leave NABY
atter 16 years, the last four of them as

director of the Code Authority was not s
an easy one, but in those four years he
had accomplished the bulk of the ob:
jectives he set torth when he took the
post in December 1968, The AAF
formed by a merger ol the American
Federavion of Advertising and Adver:
tising Association of the West a year
ago. is like an experimental plane
watting to be tested and Bell lecls he's
a pretty good test pilor. He graduated
from the University ol Missouri's Jour
nilism School in 1948, wene to Wash:
ington as sules promnotion manager of
WMAL-AM-¥M-TV through 1951, joined
NAB as assistant to the "IV vice pres
ident and rose through the ranks. In
his spare time at NAB, he studied law,
geeting a degree from Catholic Univer
sity in 1960,

]
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' onsumer products group has found a

- with product and audience. And that’s

AVEN, GARDNER, LEVY In Hollywood these days
mly the picky or the petulant can find any significant lines
f demarcation between the businesses of television and
10tion pictures. Jules Levy, Arthur Gardner and Arnold
.aven, the triumvirate that make up L-G-L Productions,
artainly offer no vivas tor any differences between the two
ntertainment forms. Instcad they dig away at both mines,
sing one to shore up the other. In an association that has
ndured through 17 years of tough business decisions, the
artners three have produced more than 400 episodes ol
ach television series as The Rifleman, The Detectives, The
aw of the Plainsman and The Big Valley. They also have
wrned out 13 feature films for theatrical distribution
icluding the two most recent—"Clambake” with TLlvis
tesley and “The Scalphunters” with Burt Lancaster. Tcle-
sion always has been a backstop for their movie work and
iotion-picture production an outgrowth of their T\ activi-
es. Thus they could afford to give Preslev $650,000, and
19, ol the total budget, for “Clambuke,” confident that the
ovie's sale to television alter its theatrical run will insure
profit. Of the five features they have lined up for
roduction over the next 18 months, all have the thread of
hat could be a television series running through them and
ay be used as pilots. “Rimfre,” a spinoft from their
arrent television series Big Falley, already is lined up as
e company hopcful for the 1968-69 season. Spinolls or
lature-film pilots, that’s the only way theyll go since
roduction costs have expanded so tremendously from the
me they did The Rifleinan on a budget of $38.500 a week.
evy is the driver, Laven the creative man and Gardner the
isinessman in the middle. They met during World War 1]
; members of the Army Air Corps motion-picture unit at
al Roach studios. They arguce like a husband and wile
id live-in brother-in-law, with a  two-out-of-thiree  vote
2ing the arbitrator.

{LFRED di SCIPIO If someone says
Singer” as a brand name, most per-
ous can be expected to respond “sew-
1g machine.” But such a monolithic,
© loyal, consumer identification can
Iso be a handicap to a company that
as branched into 1elevision sets, hi-
’s, typewriters  and  even  vacuum
leaners. 'The group vice president ol
inger in charge ol the North \tlantic

raluable tool in contemporary televi-
ion for matching specific audiences
vith  Singer products they should
.now—the special. But the special real-
y has 10 be special in mating material

where the 40-year-old di Scipio diflers
rom many other corporate €xecutives
who dump a fistful of dollars into an

agency's hands for purchase of whatev-
er is available in the TV markeiplace.
With a sclf-proclaimed flair for show
business, di Scipio has demanded an
active part in tailoring the material
Singer buys. So {ar, he says, it has paid
off. Since Singer expanded its TV
budget to about $5 million in 1966
(and $6 million last year) the compa-
ny through its agency, ]. Walter
Thompson, has hought some local spot

time and network scatter minutes, but
di Scipio has insisied on plunking the
bulk ol the budget down on a series ol
varied, but specihcally directed pro-
grams, starting with a Tony Benneu
special on ABC Oct, 26, 1966, for the
firm’s most loyal audience. Explains di
Scipio: “Ilistorically, Singer's ‘custom
ers are women, 28-35. That's the heart
of our business. So lor the first special
that really carried our sponsorship la-

bel, 1 picked Bennett to reach this
adult female group.” The next step
was to showcase Singer's variety of
products  to a  general audicnce
through the widely acclaimed Herb
\pert-Tijuana Brass special onr CBS
last \pril 24, ("I wanted a group or an
act that would literally appeal to ev-
ervbody, old, young, teens, men and
women.”)  After an Alpert repeat this
past lall and a special on Hawaii
conming up in April, the next logical
market for Singer to aim for is the
booming under-25 group. It is now
starting such an ellort with a nine-
month nationwide talent contest that
will culminate in an hour special
showcase of the winners next fall. Di-
Scipio. who joined Singer in 1963 as a
marketing vice president after service
as a4 markeung director at Internation-
al Telephone % "I'clegraph Corp., may
1ot be the easiest person for an agency
to deal with because ol his personal
participation in sponsored shows. But
he has had success. Of his Alpert spe-
cial, which earned the highest Nielsen
rating ol any hour ¢ntertainment spe-
cial up to that time, di Scipio admits:
“I didn’t even tell our agency about it
until I had the deal wrapped up.”

FEBRUARY 1968
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Broadcasters know these symbols as the international signal of distress.
This year, we hope you’'ll attach additional meaning to the letters
S O S — Support Qur Servicemen.

Costs of Red Cross services to men in Vietnam still rise. But Red Cross
must meet this expanding commitment while maintaining all other
essential Red Cross work — disaster aid, a nationwide blood program,
first aid and lifesaving training. To do so, we simply must meet our
1968 campaign financial goals.

And to do this, we ask again for your generous support through the }
concentrated use of our specially prepared material for March — Red
Cross Month.

he
us

he

For public service material, call your local Red
Cross or telephone The American National Red
Cross:

In Washington, D. C. (202) 857-3407 The Advertising Council

In Hollywood, Calif. (213) 384-5261 New York ¢ Chicago *+ Holtywood <« Washington

This space contributed as a public service
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(LETTERS)

Discriminating reader
Your current issue [January] car-
ries what 1 consider to be one of
the most astute appraisals of the
current state of spot television that
I have read anywhere. The article
is extremely well written and obvi-
ously very thoroughly researched.
It is typical of the professional
touch ftor which TELEvVISION has
been noted and which, in our esti-
fmation, has been even more finely
[honed since you introduced the
new format.

We would like your permission

fto reprint the article in full for our BUT ... Sales Soar in the 39th Market with WKZO-TV!

use. ) i . .
Frank M. Headley, chairman, A high flyer —that’s the Grand  steep climb. In Grand Rapids and
HR Television Representatives, Rapids-Kalamazoo and Greater Kent County alone, wholesalers’
New York. Western Michigan market served by  annual sales are heading for the
(Permission granted.—Ed.) WKZO-TV. billion-dollar mark. And the same

Already the nation’s 39tht tele-  sort of growth is going onward and
vision market, the area is still in a upward in Kalamazoo and the rest of
WKZO-TV MARKET the region! )
COVERAGE AREA ® ARB '65 Don't get left on the ground while
| MICH. | tition scales the heights
[ ] b your compe g
el = = in this dynamic market. Buy WKZO-
e hnm [ witoat

TV and cover the whole western
. I . Michigan area. Your Avery-Knodel
G|
e R
rand Ropids
~~~~~~~ Bair | FAION | onam ovesssTon)

Union label

Your three-part series on labor
unions which appeared in October,
November and December 1967 ren-
dered an .invaluable scrvice.
Joseph B. Schober,

mational rebresentative,

‘A merican Federotion of

Television and Radio Artists,
New York.

man can give you a bird’s-eye view of
the whole scene.

And if you want all the rest of
upstate Michigan worth having, add
WWwTV/WWUP-TV, Cadillac-
Sanlt Ste. Marie, to your WKZO-
TV schedule.

*[Ps the Kori Bustard of South Africa.
T ARB's 1965 Television Marker Analysis.

_ VA BTN [waamal | CAIROUR | JACKSOY | ASATENAM] AANRE
Ahead of its field? il e S
On the enclosed page you will find ] '
a list of 15 names and addresses of
students and faculty of Ohio State
University entering subscriptions |
for one year of TELEVISION.

; e N .‘ﬂe,%/g’m Setions
Even if television isn't, TELEvI- X » Mo 2 W -
. . . R 4 WKZ0 KALAMAZOO-BATTLE CREEK
SION Magazine is becoming more , wer R RpIDS

"l oMo |

;t)opular every vear. )3 ::l':‘;:s',“mc“’,'“fc 100,000 WATTS ® CHANNEL3 © 1000’ TOWER
Thomas H. Smith, ‘ O o Aarris KaLaMAZOO Studios In Both Kalamazeo and Grand Raplds

WWTV/ CADILLAC- TRAVERSE CITY for Greater Western Michigan
. TWWUP-TV  SAULT STE. MARIE 2 X R
KOLN-TV/ LINCOLN. NEBRASKA very-Knodel, inc.,
KGINTY GRAND ISLAND, NEB.

Department of Speech
Ohio State University,
Columbus, Ohio.

Future book
‘We would appreciate having voug
permission to use the attached char;

In a variety of IBM meetings anc @
discussions. These would be busi
ness meetings held both inside and

outside the company. The indi
cated credit would be given tc

MINNEAPOLIS-ST. PAUL

- TELEvisioN Magazine. The infor- |
mation is very he'nful in giving ) s ee RADIO
a view of what is ahead. ’::: SPor
# John Barton, manager, ‘eooe SALES Source: ARB estimates. Oct.-Nov. 1967 for Radio; Oct. 1967 for TV. All

data commun ications l:IIIO)'III(Iff07I data subject to qualifications which WCCO Radio will supply on request.

IBM, Armonk,N. Y.
(Chart was “14 experts project TV
‘ evolution,” September 1967.—Ed.)

——— YA A Taa Y S Y Ya YA YT 7Y Y I oY 2
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Nobody we know£ ] latches their dial
at Channel 7, but, . (*these audience
figures make / 7 us wonder.

TOTAL WEEKLY CIRCULATION

WHIO-TV STATION B WHIO-TV ADVANTAGE

O Qj TOTAL DAY 515,000 425,000 90,000

g}}’[/[ﬂ TV U | EaRLy eveninG 338,000 285,000 53,000

PRIME TIME 442,000 371,000 71,000

: () 0. S
AYTON LATE EVENING 155,000 117,000 38,000

Represented by Pelry

Source: NSI=TV Weekly Cumulative Audiences — October-November 1967

Any figures quoted or derived from audlence surveys are estimates subject to sampling
and other errors. The original reports can be reviewed for detalls on methodology.

@Lol Broadcasting Corporation stations: WSH AMIFMLTV, Atlanta; WHIO AMFM.TV, Doyton; WSOC AMFM-TV, Charfolte; WIOD AM-FM, Miaml; KTVU, San.FranciscoOakland; WHC TV, Pittsburgh

wwWw americanradiohistorvy com
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ElINANE

New Year not very happy as

television stock prices slip

elevision stocks entered the New
ear on another mild slide. The
"ELEVISION index of selected stocks
as off a total of 2.89 in the peri-
1 from Dec. 13 to Jan 12.

Action was widely mixed, with a
umber of individual stocks mak-
1g dramatic gains despite the gen-
cal over-all slip. While five ol the
x stock categories declined, televi-
on with other major interests
ent up almost 4.89, as 11 of the
5 individual 1ssues in the category
ucked the downward trend.

On the whole, television stocks
ontinued to perform below the
eneral market, as the Standard &
oor industrial average was up 19,
or the month.

Wall Street observers ascribed a
secial seasonal circumstance as at
:ast partial reason for the dramat-
: and apparently unmotivated
ains of several stocks such as
cripps:-Howard, up 129, in the
wurely television category; Four
tar TV and Wrather Corp., up
49, and 469, respectively in the
rograming division, and Papert,
coenig, Lois, up 429 in the serv-
ce category.

They suddenly bounced back af-

. er suffering steadily depressed
rrices during the closing months ol
967. Said one analyst: “They're
ecovering from tax selling. They
lidn’t do too well on earnings
hrough the year while most inves-
ors made a bundle on their over-
il portfolio. The investors want
0 show as much of a tax loss as
ossible, so at the end of the year
they sell off their losers, driving the
price down. Now that it’s a new
year and the pressure’s off, they
come back.”
- Biggest financial news of the
month, of course, was Internation-
al Telephone & Telegraph Corp.’s
cancellation on New Year’s Day of
1ts proposed merger contract with
ABC, after two years of legal hag-
gling and delays with the FCC and
- Justice Department. ABC stock
- dropped 199, in the wake of the

e e

announcement. The purely televi-
sion stocks as a whole dropped an
average of 4.69,. CBS continued its
downward trend, sliding 59; to a
price of $51 a share.

Capital Cities jumped 167, with
the news that it is merging with
Fairchild Publications. Pending
stockholder approval, terms of the
merger call for Capital Cities to
pay $10.5 million in cash and issue
600,000 shares ot new b0-cent an-
nual dividend preterred stock con-
vertible share for share into Capi-
tal Cities common stock. Over-all

rice ot the merger is estimated at
$36.9 million. Fairchild is a pri-
vately held company that publishes
a bi-weekly magazine and eight
trade newspapers, including 1Vom-
en’s Wear Daily and the Daily
News Record.

Cox Broadcasting was down 59.
It announced it is paying a regular
quaccerty cash dividend ot 125
cents a share on common stock.

Reeves Broadcasting was down
19, despite increased estimated
1967 revenue and earnings. Per-
share earnings, however, are ex-
pected to remain at about the 42
cent level of 1966 because of a
greater number ot shares outstand-
ing.

Taft Broadcasting was up 2%, as
it announced third-quarter rev-
enue was up but earnings were
down from the same period a ycar
before. Per-share earnings for the
quarter ended Dec. 31 werc 5%
cents, compared with 61 cents the
year before. Consolidated net earn-
ings per share for the period were
$1.46 vs. $1.62 for the same period
in 1966. '

Generally, CATV stocks were
up; except for Jerrold and Vikoa,
both of which were down 11%,.
Since Jerrold accounts for more
than 409, of the total CATV stock
market, it pulled the category
down an average of 3.9%,. Observ-
ers laid the decline in Jerrold to
weakness in the price of General
Instrument Corp., with which Jer-

rold is expected to merge.

Ameco showed the greatest gain
among the CATV stocks. It was up
199, as its first-quarter report
showed losses substantially down
from the previous yea:. Per-share
loss for the period ended Sept. 30
was 4 cents, compared with 9 cents
in the same period of 1966, and the
company reported a profit for the
month of September.

In the category of television with
other major interests, Chris-Craft
was up 119, as its proposed merger
with Baldwin-Montrose Chemical
Co. moved a step closer. Directors
of the two firms approved the mer-
ger, under the name of Chris-Craft,
with terms of consolidation still to
be negotiated and approved by
stockholders.

Gulf & Western went up 159, as
the large conglomerate consumated
three more major mergers. Direc-
tors ol the parent company of |
Paramount Pictures and Desilu
Productions approved acquisition
ot Consolidated Cigar Corp., Uni-
versal American Corp. and the E.
W. Bliss Co. Total value ol the
transactions was set at $378 million.
Consolidated Cigar is the world’s
largest maker ol cigars. Universal
Anterican manufactures industrial
products, and Bliss is a leading
maker ol presses, steel and alumi-
num mill equipment, traffic con-
trols and can-making machinery.
Gulf & Western's proposal to also
acquire Armour & Co., meat pack-
er, for an estimated $400 million,
came after the close of the month’s
stock listing.

The Outlet Co. was off 79, as it
reported earnings for the first three

uarters of 1967 were down. Per-
;Lare earnings for the nine months
ended Oct. 31 were 87 cents, com-
pared to 98 cents for the same
period in 1966.

Rust Craft Greeting was up
109,, although it reported earnings
down for the first three quarters.
Per-share earnings for the period
ended Nov. 30 were $1.23, com- |
pared to $1.43 the year before.

Time Inc. was down 29,. An-
nouncement of its plans to merge
with Little, Brown & Co., Boston
publisher, for an estimated $16.5
million in stock, came after closing
of the months listings.

Although  programing  stocks
were down an average of 3.89%,
Columbia went up 139, as its
stockholders voted a two-for-one
stock split and authorized issuance
of 6 million more shares, 4 million
common and 2 million of new con-
vertible preferred. Columbia Pre,-
ident Leo Jaffe, at the annual
stockholders meeting, also forecast

Continued on page 21
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b
The Television stock index sy
A monthly summary of market movement in the shares H \W [ /AN TN (( “’E
of 67 companies associated with television. . | AL =
i
y
Approx. T'otal Market
Ex- Closing Closing  Chunge from Dec. 13 1967-68 Shares Qut Capitalization
change Jan. 12 Dec. 13 Points % High Low (000) (000)
Television
ABC N 6234 77 —14Yy —~19 102 61 4,682 $293, 800
CBS N 51 53% — 2% -5 76 46 23,300 1,188,300
Capital Cities N 504 43)5 + 634 +16 53 35 2,746 138,000
Corinthian N 27% 2655 + 1Y + 5 30 23 3,384 94,300
Cox N 50%% 551 — 4% - 8 59 35 2,827 143,800
Gross Telecasting O 31% 314 — —_ 34 24 400 12,600
Metromedia N 5914 57%% + 1% + 3 66 40 2,194 130,000
Reeves Broadcasting A 9% 10 - K -1 13 5 1,809 17,900
Seripps-Howard O 27% 2434 + 3 +12 34 24 2,589 71,800
Taft N 38%4 37% + 5% + 2 49 32 3,361 129,400
Wometco N 334 33%% — 3 -1 38 21 2,226 74,000
Total 49,518 $2,293,900
CATV
Ameco A 1134 9%% + 1% +19 14 7 1,200 14,100
Entron (0] 634 534 + 1 +17 8 5 617 4,200
H&B American A 1674 1634 + U + 1 28 4 2,637 44,500
Jerrold [e] 35%4 3934 — 4y —11 52 21 2,318 82,300
Teleprompter A 363 353 + 1 + 3 40 13 994 36,500
Vikoa A 1514 1714 - 1% —11 19 11 1,359 20,700
Total 9,125 $202,300
Television with other major interests
Avco N 601% 5414 + 5% +11 65 22 14,075 846,300
Bartell Media A 934 954 + Y% + 1 12 4 2,045 19,900
Boston Herald-Traveler (0] 53 4714 + 514 +12 70 47 556 29,500
Broadeast Industries (0] 3 234 + Y + 9 4 1 632 1,900
Chris-Craft N 4033 3614 + 3% +11 46 22 1,663 67,100
Cowles Communications N 1434 1534 -1 — 6 21 14 2,944 43,400
Fuqua Industries N 7Y% 6314 +14 +22 78 27 706 54,500
General Tire N 30 2654 + 3% +13 38 24 16,719 501,600
Gulf & Western N 6214 5414 + 8Y +15 64 30 11,620 726,300
LIN Broadcasting [0} 2134 18 + 3% +21 29 7 789 17,200
Meredith Publishing N 28 26 + 2 + 8 38 26 2,662 74,500
The Outlet Co. N 2434 2634 - 2 -7 30 15 1,056 26,100
Rollins A 507%% 5414 — 35 -7 55 23 3,087 157,100
Rust Crait Greeting 0 3414 3114 + 3 +10 43 28 727 25,100
Storer N 4614 4314 + 23 + 6 59 35 4,157 192,300
Time Inc. N 95 9634 — 134 -2 115 89 6,560 623,200
Total 69,998 $3,406,000
Programing
Columbia Pictures N 60 527% + 71 +13 61 33 2,140 128,400
Disney N 54 58%% — 4% -7 63 38 4,026 217,400
Filmways A 2414 24 + + 1 27 13 724 17,500
Four 8Stur TV (0] 94 6 + 34 +564 10 2 666 6;200
MCA N 69 69%% . = 1 74 35 4,707 324,800
MGM N 4674 5414 — 7% —14 65 31 5,563 260, 800
Screen Gems A 27%% 29% — 1%% — 6 34 21 4,036 111,000
Trans-Lux A 263/ 2084 + 8 +29 30 14 718 19, 200
20th Century-Iox N 31 3078 + W — 33 16 6,069 188,100
Walter-Reade Orgunization (o] 7Y 9 — 134 —19 10 1 1,583 11,500
Warner-S8even Arts A 344 373% — 3% — 8 42 20 L,547 87,200
Wrather Corp. 6] 5% 34 + 184 +46 7 2 1,753 9,000
Total 32,532 $1,381,100
Service
John Blair 0 2634 2654 + 1 + 4 36 15 1,012 26,600
Comsat N 47 504 ~ 3% 8 78 11 10,000 470,000
Doyle Dane Bernbach (6] 10 13 - 3 - 7 53 22 1,994 TH, 800
Foote, Cone & lelding N 1584 1434 + 1 + 7 21 14 2, 146 34, 800
Genernl Artists (0] vig + 1% +22 11 4 600 5,900
Grey Advertising (0] 1944 1644 + 3 +18 25 16 1,201 23,400
MPO Videotronics A 14% 1184 + 234 +-24 17 6 469 6,700
Movielul A 2014 191y + 134 + 7 28 10 1,000 22,500
Nielsen (o] 3844 40% 134 — 4 42 29 5,130 197,500
Ogilvy & Mather O 16% 16 pZ3 -1 20 10 1,087 17,300
Pupert, Koenig, Jols A 8 5% 284 t42 [} [ 791 6,300
Total 24,519 $809,800
Manutfacturing
Admiral N 193¢ 184y + ¥ + 4 38 18 5,062 96, SO0
Ampex N 3484 Ry -~ 1Y - 41 23 4,480 328,200
Ceneral Flectrie N 11374 0884 — 2% - 3 116 82 91,008 8, (085,000
Muagrinvox N a2 40 -+ 2 t 6 50 34 156,110 047,200
3M N RU4g 9684 - bl - 8 06 75 54,4606 4,785,200
Motoroln N 1084 12054 - 123 — 10 147 9y 6,117 862, 200
Nutionnl Video A 2] 2584 - - 2 46 18 2,781 568,400
RCA N H284 g - 1 -2 66 43 12,465 3,287,200
Reoeven [ndustrion A ™ k271 - 9 2 3,327 23,700
Weatinghoune N 674 724 - bYy 7 m 46 37,571 2,522,000
Zonith Radio N Y 1] == i 7 72 18 18,784 1,108,200
Total 305,530 $22,204,700
Grand Total 491,222 $30,357,800
Stundard & Poor Industrial Averayo 104.92 104.03 +.89 I | 106.15 88.31 F
N-New York Btock xchinnuo Data eompiled by Roth, Garard & Co. I
F

A-Americun Btook Iixchungey
O-Over the counter

TELEVISION MAGALINKE
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m page 19
ord earnings for the fscal year
ring June 30. He said earnings
ald exceed the record fiscal 1967
are of $2.77 a share. Columbio
l» revealed that its Screen Gems
usidiary sold a package of 30
-ure films to ABC  for
1wings each at a totai cost of $27
ilion.
lisney Productions was down
as it reported net income for
fiscal year ended Sept. 30 was
om. Net income per share was
'4, compared to $3.08 in 1956.
ymey also proposed to offer $10
lion in convertible debenturcs
capital expenditures in con-

tion with its Florida entertain- |

at and recreation development.

ilmways was up 19, despite its
eprt that income for the quarter

ed Nov. 30 was down to 41

‘ts a share from 64 cents in the

e three months of 1966.

nways also registered to sell $5

lion in convertible subordi-
ed debentures, primarily to
ince motion picture production

. distribution.

IGM was down 149, although

reported record revenues and
anings for the first quarter of

al 1968. Per-share earnings for

12 weeks ended Nov. 23 were
cents, compared to b7 cents for
same period in 1966.

Varner-Seven Arts stock was off

. The consolidated firm’s first

1wal report to stockholders re-

led that the price Seven Arts
od for Warner Bros. in last sum-
ir's merger amounted to $183.9
llion, plus $800,000 in expenses,
nre than $6 million higher than

l: price estimated at the time of

merger.

T'he service stocks were down
thost 4.5%.. Among them, Doyle
Une Bernbach dropped 79, al-
bugh it reported record high bil-
igs and a slight increase in earn-
zs during the fiscal year ended
Zt. 31. Per-share earnings were
£.30, up 3 cents from 1966. A. C.
Nelsen Co. was off 49, although it
wo noted a slight increase in earn-
gs for the quarter ended Nov. 30.
frnings were 26 cents a share, up

# Zents from the same 1966 period.
. Manufacturing stocks were down

k;’,m average of more than 3.59%,.

54

4

ICA, parent of NBC, slumped A

@ 7 despite a preliminary report
¥ President Robert W . Sarnoff
#% 1at both sales and profits set rec-
#y rds in 1967. He said RCA sales
\y7 ere over $3 billion for the first
##-me and profits were up slightly
'om the 1966 high of $132.4 mil-
‘on. END
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Tavlor Hobsoﬁ
V.F.L." lenses
now in stock

VAROTAL V

VAROTAL VSP VAROTAL XX

"VARIABLE FOCAL LENGTH

The TH Varotal series of lenses comes in several models, each
with a number of variations. Color and B:& W. Indoor or outdoor
use. Servo or manual controls. And each basic optical model
is convertible to various camera image formats so that changes
in camera technology do not necessarily obsolete the lens. We
can now offer these 10:1 lenses for immediate delivery. (Sorry,
due to demand there is still a short wait for our 16:1 models).

For more information, call Jim Tennyson at (914) 358-4450.
Or write Albion, 260 N. Route 303, West Nyack,
N.Y. 10994, Telex 137442

albion

Lightning can strike

" MENTAL ILLNESS CAN STRIKE
TOO. It does strike one in ten adults
and children . . . and it can hit you or

your child. But mental illness is no

longer hopeless. Now 7 out of 10 pa-

tients can leave the hospital within a

year. Some need never be hospitalized,

if given early and adequate treatment.

But, for this, Mental Health Centers in

each community are essential.

$0¢C,
SUPPORT YOUR SO
MENTAL HEALTH 2
ASSOCIATION .
et
4y !
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TRIMMING
THE FAT

FROM AN OVERBLOWN

INTERPUBLIC

by Richard Donnelly

UELEVISION

! BRUARY 1968 VOL. XXV NO. 2

m hen Robert E. Healy received
ht phone call from New York at
- Key West, Fla., home asking
m to go back to work full time
“ixcause it was urgent, his emotions
ust have been mixed. To begin
ith, it violated a promise he made
_himself to go into semi-
‘tirement at the age of 60. Healy,
itidy, orderly man, did precisely
at on Aug. 15, 1964, his birthday.
it th(? same time, the request was
Attering as well as challenging.
‘ealy is an intensely loyal, dedi-
qted_ man. So he could not, in
nscience, refuse.
At stake: Marion Harper's sever-
-hundred-million-(lollars-a-year
rldwide marketing-and-commu-

ATV TR A TE)

nications complex: The Interpub-
lic Group of Companies. Not only
was that abstraction in jeopardy.
So were the people involved. So
was an idea. Healy believed in
both, and roughly in that order.
He received the phone call last
July 28. On Nov. 9 he was tapped
to replace Harper, whose vocabu-
lary and vision had impressed so
many, as chief operating officer of
the company. (Harper, 51, remains
as chairman with 18% of the pri-
vately held stock, but is no longer a
member of the executive commit-
tee and is not a part of the day-to-
day management of the company.)
In the quiet, apparently painless
way things get done in the top
echelons of American business, a
leader was deposed and an entirely
new order came into being. This
changing of the guard is of im-

FEBRUARY 1968
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mense consequence (o everyone in
television and in advertising: Not
only are approximately $700 mil-
lion in billings involved; so are
huge advertisers such as Coca-Cola
and Buick, profitable agencies such
as  McCann-Erickson or Erwin
Wasey. The future of the Inter-
public concept—the idea of being a
management  company  owning
many advertising agencies and
related affiliate services—seemed in
jeopardy. ‘
In television alone, the major
Interpublic agencies billed at least
$179 million, according to Broad-
casting Magarzine estimates.
Beyond that, there 1s the human

drama ol Marion Harper, derisive-.

ly known as the Marvel, president
of McCann-Erickson at 32, a falter-
ing, pedantic research man who
became one ol the better sales-
promotion men of all time—
builder, dreamer, man of action—
whose power, at 51, came to an
abrupt end. Then there is the dra-
ma of Robert Healy who at 60
chose the Gulf Stream off the Flori-
da Keys as a hall-time pursuit—
father of two young hoys—who
came back to set things right.

What ever happened to Marion
Harper? Says an executive at one
ol his agencies: “He was a collec-
tor. He collected people, he collect-
ed ideas, he collected companies.
Then he ran out of collection mon-
ey. It's really that simple.”

Says a former associate at Inter-
public: “Marion was by nature a
builder, one with an enormous
vision of a worldwide communica-
tions complex. That doesn’t mean
he was an excellent administrator.
He wasn’t.”

Those two charges—overextend-
ing capital investments and poor
administration—are central to un-
derstanding why Harper is spoken
ol in the past tense, as though he
were dead, and why Interpublic
late in 1967 reached a severe finan.
cial crisis.

Clearly, Harper is no ordinary
mortal. It is not simply that he
built an empire, he built it on a
premise that defied all that is holy,
so to speak, in advertising. He said
that the problem of product con-
flict, which had previously limited
the growth of agencies, was more
apparent than real. What if there
were a holding company owning
several  autonomous  agencies?
What if, in the expansion process,
instead of an agency acquiring or
merging with another to then
watch competing accounts flee, a
management-type operation  did
the acquiring and guaranteed real

TELEVISION MAGAZINE

autonomy at the agency level?
Would apparent conflicts  stay
around? One answer: McCann-
Erickson has Standard Oi] of New
Jersey while Erwin Wasey, another
Interpublic agency, has Gulf Oil Co.

But another concept central to
Harper's thinking was that Inter-
public should be in the total mar-
keting picture, that it should offer
a lull service to its clients, and at a
tee. His thinking, that good market
research, good publicity counsel,
professional help in sales promo-
tion, should not be mere after-
thoughts to be included under the
159, commission but billable ex-
tras, was not original in advertis-
ing. What Harper did was popular-
1ze the concept, eliminate the de-
partmental siatus of these oper-
ations and make them full-fledged
companies responsible for a profit
and free to get their own clients,
irrespective of the Interpublic
agencies.

It is perhaps here that Harper's
troubles began. According to one
executive at McCann - Erickson:
“The 1image never quite got
across.”  Out of habit, even
McCann clients tended to go to
Hill & Knowlton, for instance, if
they needed publicity. And non-
McCann and non-Interpublic ad-
vertisers “simply didn’t believe in
the autonomy thing.” Says this
source: “So we were really relying
on existing clients for additional
revenue.”

But even this might have
worked, since additional revenue is
additional revenue, had not costs
exceeded income. Furthermore,
once the decision had been made
to be in the total marketing com-
munications area, where was Har-
per to stop? In its broadest sense,
the marketing concept includes
even manufacturing, at least in cer-
tain industries. And so there was a
logic to a little-known Interpublic
subsidiary called Inventors Inc.,
whose main purpose was to get the
more promising inventions to the
right manufacturers.

The creation and acquisition of
companies over the past decade
occupied a good deal of Harper’s
time. Starting with his immensely
profitable McCann-Erickson base,
Harper was able to acquire the
Marschalk Co.; Erwin Wasey Co.;
Fletcher Richards Co.; Pritchard,
Wood Inc; Thomas ]. Deegan;
Johnstone Inc.; create’ Communi-
cations Afhiliates Inc. (under which
are Infoplan, Marplan, SCI); Jack
Tinker & Partners; Quadrant In.
ternational, and such things as the
Center for Advanced Practices and

WWW americanradiohistorv com
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Erwin Wasey, Inc.

American Cyanamid Co.
Carnation Co.

Ciba Corp.

Gulf Oil Corp.
Purex Corp., Ltd.
Shulton, Inc.

Pritchard Wood Inc.

Armstrong Rubber Co.

British Overseas Airways Corp.
Florida Citrus Commission
Julius LaRosa & Sons
Reynolds, R. J., Foods, Inc.

The Marschalk Co., Inc.
Bristol-Myers Co.
Coca-Cola Co.
Heublein, Inc.

Hudson Pulp & Paper Corp.
International Nickel Co.
Lorillard, P., & Co.
National Lead Co.
Scripto, Inc.

Speidel Corp.

Textron, Inc.

Johnstone, Inc.

Coty, Inc.

Glenoit Mills, Inc.

Godiva Chocolatier de Belgique
Hystron Fibers, Inc.

Jack Tinker & Partners, Inc.
~ Carling Brewing Co.
Carnation Co.

Gillette Safety Razor Co.
Miles Laboratories

Toni Co.

Tootsie Roll Industries, Inc.

1]

McCann-Erickson, Inc.

Allied Chemical Corp.

American Home Products Corp.

Bell & Howell Co.

Buick Motor Division, General Motors Corp.

Coca-Cola Co.

Cowles Communications, Inc.

Del Monte Corp.

Derby Foods, Inc.

Diamond Walnut Growers, Inc.

Encyclopaedia Britannica, Inc.

Standard Oil Co. (New Jersey)

GMC Truck & Coach Division, General
Motors Corp.

Georgia-Pacific Corporation

Golden Grain Macaroni Co.

Hancock, John, Mutual Life Insurance Co.

Hilton Hotels Corp.

Humble Qil & Refining Co., Sub. of Standard
0il Co. (New Jersey)

International Harvester Co.

Lockheed Aircraft Corp.

Mead Corp.

National Biscuit Co.

National Broadcasting Co.

National Cash Register Co.

Owens-Corning Fiberglas Corp.

Sauter Laboratories, Inc. (Romilar)

Savings and Loan Foundation, Inc.

Schenley Industries, Inc.

Simmons Co.

Stevens, J. P., & Co.

Swift & Co.

U.S. Borax & Chemical Corp.

Warner-Lambert Pharmaceutical Corp.

Westinghouse Electric Corp.

World Coffee Promotion Bureau
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New Dimensions in Design.

In addition, Interpublic owned
an airline of four planes out of
Westchester airport called Starflite
(one of the planes was known as
Harper's TFerry), a dude ranch-
motel at Montauk Point on the
end ol Long Island and a book-
publishing company. Also, Harper
was moving aggressively overseas,
opening offices, acquiring interests
in local agencies.

Is there a logic to owning your
own means ol transportation if
you're spread out over the coun-
try and over the globe? There is,
agree Harper's critics, but an air-
line? You've got to keep those
things aloft if you’re to cover sim-
ple maintenance charges. “Did it
really make sense to hold meetings
in the air?”’ asks one Interpublic
executive, “Or (o fly, as Marion
once did, to London and back just
to keep away Irom the phones so
he could have a conlerence with
his top people? I'm not sure. They
could have gone to a hotel room.”

Similar questions were to be
asked about the Deep Hollow
ranch at Montauk Point, where, in

wWwWw americanradiohistorv com
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the winter, it was possible to ho
advertising seminars that wou
not conflict with the summer tou |
ist crowd. Still, the question w
beginning to be asked: Is this wh:
marketing is all about?

Those questions might have be¢
dismissed as mere carping fro
small-minded men had not Harp
run into serious financial pro
lems. “He was nine-tenths on th
way,” says a former member of h
executive committee ruefully. “Bi
the difficulty was that these thin
all take money—international e
pansion, new client services. Tho
portions of the business just didni
generate enough profit to suppo:
expansion. Then there were tl
automotive strike, tight money,
fall-off in cigarette advertising
quite a few things beyond his co
trol happened. The banks got co:
cerned.”

Beyond that, there was workit
against thinker and builder Maric
Harper the executive and admin i}
trator that was Marion Harpe|
Says an Interpublic executiv
“There’s no question that he’s
genius. But one of his accomplis
ments is that he proved you car#
have a workable dictatorship in tl
advertising business. Interpub
was a one-man operation but 1
one mau could handle it all. Hed
per reserved to himself the right
make almost any decision at t
division level. Imagine what tl
did to division heads. It immo
ized them.”

An executive at one of the ag
cies says Harper was in tight ¢
trol of all budget atters. ““Sit
they were Marion's to decide,
had total, elfective control ol !
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visions. If you couldn’t rcach
m for a decision, and vou olten

uldn’t, nothing could be done.
Srong as the individuals were at
te divisions there was little they

uld do.”

Another aspect of this one-man
ule, charges this executive, was
tat Harper surrounded himsell
uth yes men at the Interpublic
aft level. “He didn’t want to
aste time and energy arguing
ith people about the merits of an
1ea or a decision. Whatever he
vanted, he wanted right away.”

The yes-man charge is hotly dis-
-pted. “That’s nonsense. He went
fat and got the best talent he
ould find,” says a former director
< Interpublic. “At one time he
ad working for him the greatest
tam in the business—Frank White,
at Weaver, Joe Culligan, Bob
lealy, Farish Jenkins. Those guys
‘eren’t yes men.”

But the assertion lingers on in
pany ofhces of the Interpublic
omplex that Harper didn’t dele-
ate. “He didn’t use the talent
‘round him and some of his best
xecutives didn’t have enough to

Robert Healy,
(opposite page),
Interpublic president,
and Neal Gilliat,
vice president.

within the company as it moved
into the second halt of 1967 and
into trouble, Since Interpublic is
privately owned it is impossible to
piece together the precise series of
events that led to Harper’s down-
fall. However, it is thought likely
that the services in nonadvertising
areas showed a loss of well over $1
million in 1966 and stll another
and greater loss in 1967,

This, coupled with Harper's con-
tinued expansion programs plus a
tight-money  situation  probably
alarmed some ol his top executives.
But there is little evidence to sug-
gest a palace coup or a revolt of

the presidinm. Rather, it is specu-
lated that the banks holding the
major notes (among them: First
National City, Irving Trust, Chem-
ical Bank of New York and Frank-
iin Savings) got worried and felt
there had to be a consolidation and
a  change in direcion. (Along
about this time there were reports
that some of the Interpublic agen-
cies were behind in payments to
media.)

It's thought thac Harper ac-
quiesced to the inevitable. “He's a
reasonable man and a dedicated

#' o, They left, usually for bigger man and a principal stockholder as

¢ thallenges.” well. He probably looked at the
e ! That was the emotional climate logic of the situation and helped
ol ! Continued on page 50
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The schizoid roles of TV in an election year

Hired hall or news medium? Television’s political identity crisis is analyzed as it tapes

a conversation with Lyndon Johnson.

Lyndon Johnson uses television and tele-
vision uses Lyndon Johnson. A news
budget without the President would not
be a news budget. Political life without
television would be no life at all.

As the national election year moves
on it will be more difticult to tell who's
using whom, or who’s misusing whom.
Debate about White House news man-
agement will grow apace.

The President has certain media
prerogatives, especially where television
1s concerned, and he has shown he will
push them to their practical limits. In a
sense, the networks are at his mercy. If
he asks for time to address the nation,
they have little choice hut to make the
time available. At times his news judg-
ment becomes their news judgment.

He may carry his televised remarks to
the brink of attack on political enemies,
then cunningly withdraw before giving
them legal ground for demanding time
to reply. He may even suggest to those
who will interview him that their ques-
tions not lead him into attacks on the
opposition. Yle is no more interested in
gving the enemy a national forum than
the networks are in losing another prime
hour ol revenne.

I'he medium, whose vulnerability
stems largely from jts mass influencing
powers, may be headed jnto a year of
tele-political chaos. Political use of tele-
vision—4rom hard-core, paid campaign-
ing ro clever advantage of incidental
news appearances--has become an arg of
increamng refinement. As November ap-
preaches, making a distinction between
a news appearance of Lyndon Yohnson

FELFVISION MAGALINI

By John Cardiner

on TV and a political use of the medi-
um will become impossible. The Pres-
ident is at once the paradigm of the
politician and the essence of news. The
combination often turns television into
its own news.

A State of the Union message gives
the incumbent an unsolicited national
television forum. Duty to the opposition
party, especially in an election year,
while not specified precisely, rests on the
medium’s shoulders.

And there were three difterent net-
work responses to last month’s address.
CBS, seizing the initiative before the
Johnson talk, offered the Republicans
an hour ol their own a week later. ABC
carried all 32 minutes of the GOP news
conference live immediately following
the Johnson address and NBC taped and
replayed a portion of that conlerence in
addition to scheduling a later Republi-
can program.

In the words ol one network news
oflicial it was a “‘question of balance, not
equal time.”

I'he political machinations surround-
ing a presidential telecast will create
news even belore the program is atred.
So it was with the latest Conversation
with the President.

Tune-in ads for the program in the
New York Times, Washinmgton Post and
Los Angeles Times looked deceptively
similar to the kind that networks buy
when they want to build audience lor a
special  telecase.  Actoally they were
bought by Demogcratic [riends of the
President, perhaps  with  Democratic
Commigtee ljurnds. They ‘were placed af-

Continued on page 52
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IT'S
TIME i

TO TURN OFT |
McLUHAN |

McLuhanese as a dangerous language of nay-sayers whose tongues should be tied. By Roy Huggins

The May 1967 issue of Town and Country, in an
article steeped in mystery and unintentional humor,
listed the 400 men “at the top” in today's world, in
order of importance. Pope Paul VI was number 118,
just aiter Dean Rusk. U Thant was number three.
Number one was Lyndon Baines Johnson. Number
two was Marshall McLuhan.

Probably not since John Dewey has anyone {rom
the academic world made such an impact on non-
academic lite as Town and Country’s number-two
choice. There is apparently no level of our culture
that MclLuhan has not penetrated. e is discussed in
Life and The Hudson Review and in every kind of
journal in between. The word ‘“McLuhanism” has
been adopted into the English language, but with
endearing funess its meaning remains unclear. The
French, perhaps because they have deeper roots in
history than we, have had no trouble assigning a
meaning to the word. It is spelled “mcluhanisme” and
is applied 10 mixed-media works of pop art.

The message ol Marshall McLuhan is open-ended,
roomy, seductive and shifty, and intentionally so. e
will tell you that he has no message, that his aim is
merely 1o probe, provoke, involve and  stimulate.
i aking issue with him can, therelore, be like trying to
take a firm grip on whipped cream, since the act ol
disagreement requires a relatively clear and internally
consistent position with which to disagree. Mcl.uhan,

on. principle, takes no such position, and he tends to

look affably upon disagreement as a kind of affirmia-
tion.
“I don't deal in staiements,” Mcl.uhan says, “My

TELEVISION MAGAZINLE
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interest is in dialogue.” But he does deal in statements
—in a quantity possibly exceeded only by that ol the
Diners’ Club.

What McLuhan is saying to us is that anyone who
takes exception to his inconsistencies, anomalies, am-
biguities, whimsies and misstatements of fact is simply
missing the whole point. McLuhan is too modest to
suggest that one does not look for a landscape in a
Jackson Pollock painting, but one cannot read “Un-
derstanding Media” without perceiving that McLuhan
is the Pollock of the printed word. A writer whose
message is that the printed word is an obsolescent,
inadequate and inappropriate means ol communica-
tion is obviously not going to be caught in th
prolane posture of clarity and consistency, and
McLuban avoids this pitfall with irresistible panache
exhibiting on every provocative, imaginative page hi
realization that a logically persuasive argument would
contradict and invalidate his entire enterprise. “Clea
prose,” McLuhan once said, “indicates the absence
thought.” T find that sentence an example of scrupu-
lously clear prose.

v Clear or opaque, original or synthetic, Mcl.uhan i
at this moment provoking, stimulating and involvin
millions of us. He is a man with a prophetic vision
and although he has never said as much, he appears to
be attempting nothing less than the provision of
technological base—perhaps even a unified field the
ry—f{or existentialism. McLuhan tells us that the ag
of individualism, ol rational and objective man, bor
abour 500 as a resuft of Lutenberg's inveution
movableltype, is dead. W&(ol’ us, especially those

A Continued on page 3
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TV advertising gasses up on games

The medium can’t lose for winning as oil companies use contests to jack up market shares

Television may very well be the
biggest winner [rom all the drive-
in-and-get-rich contests being offer-
ed coast to coast by the major
oil companies.

Although the sales-promotion
men who invent the games like
“Sunny Dollars” and “Tigerino”
are undoubtedly profiting and an
occasional motorist may hit a jack-
pot of irom $1 to $1,000 or more
the oil companies (hemselves are
probablv only holding their own in
the across-the-country warfare for
share-of-the-market.

Why, then, do they continue
what seems ar endless chain of
bigger and gaudier games to attract
customers? Because if they drop
out of the race many of their cus-
tomers will go across the sireet
where they have that long chance
of winning a color TV or an auto-
mobile.

Television has always been the
favored medium of the big oil com-
panies, with most of their money
going into spot. The 16 leading gas
and oil companies spent $53,238,-
235 for television advertising in
1966, with $42,791,685 of that ac-
counted for by spot TV, according
to figures released by the Televi-
sion Bureau of Advertising. Tl
1966 TV billings constituted 60.7¢,
of the oil business’s total ad budget.
rhe 1967 totals are not yet in, but
nineamonth figures indicate an in
crease. Alrcady, at the end ol the
third quarter, the 1967 figure of
$44,378,500 is less chan $9 million
under the year-end total in 1966.

Games now provide even greate
fucl for the fire. They can get laicly
complicated, and, as any toy nanu-
facturer knows, ganmes are best ex-
plained  on  television. Marden-
Kiane, a sales-promotion company,
has yust come up with a game f(or
Humble called “fleads and Tails”

TELEVISION MAGAZINE

that is being test-marketed in
Houston. This game is more com-
plex than most, and Humble feels
that TV demonstration is best to
get the point across. The contest
consists of a game card with 20
circles covered by a plastic film. In
order to win, the player must
uncover certain winning coribina-
tions of heads and tails that are
concealed under the film. The di-
rections might read, “IFour tails—
$1,000.” The objecct would then be

to Imd four tails withont uncover-
ing any heads. 1t is difheult (o
explain in words, but ecasy to
demonstrate in a 60-second  spot.
Jlumble made such a commercial
depicting a  customer scratching
away at the plastic film.

According 1o Tlenry W,
Beathard, [Tumble’s public-
relations spokesmac, the company

www americanradiohistorvy com

has big advertising plans for 1968:
“Humble has appropriated addi-
tional money for its advertising
budget in order to meet its game
competition.” Humble describes
these as “primarily television” in-
creases.

Not all the oil companies will
admit to increases in their advertis-
ing budgets to accommodate the
games; some claim they have only
shifted their emphasis.

The only company that appears
to have permanently increased
business from the games is Tide-
water Oil. Tidewater was one of
the first, and it made a lot of
money in its initial burst of enter-
prise. Now, with nearly all the oil
companies caught up in game pro-
motions, none of them seem to
have the advantage. The majors
complain that they are in games
“defensively” and only hope to
hold their market share.

Tidewater lit the fuse early in
1966 when it promoted a game
called “Win-A-Check” on the West
Coast. National Petroleum News, a
publication serving the oil indus-

try, reported terrific gains as a re-

sult. Gallonage in California in-
creased 38.59 during the first sev-
en mouths of the contest. Sales
were up 90 million gallons over the
year belore.

Most oil companies lost no time
developing giveaways of their own.
Almost all continue today to have
a game policy, although the games
have been changed and revitalized
to spark new interest.

Basic to all of gasoline’s inarket-
ing problems is the fact that the
market for automotive fuel is ine-
lastic. There is no significant in-
crease in the total market from
year to year. Gasoline consumption
has leveled off and can be rep-
reseited by a tairly stable figure.
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' [he best a game can do is to eat
nto a competitor’s market share;
yiveaways haven’t produced new
1 rasoline customers.

In addition, gasoline marketing
has an underlying headache that it
shares with other products. Even
those in the industry can discern
little difference between major
brands of gasoline. One oil compa-
ny representative admits anony-
mously: “There is not a great deal
of quality difference, though there
is a lot of research going on. One
gets an additive that is a little
better, but as soon as it does, then
all the others get it too.” Besides,
he adds: “The public isn’t too
‘technically minded.”
~ “The normal family sedan is not
very fussy about gasolines,” con-
‘fesses a spokesman for the automo-
tive industry. He sees little difter-
ence between major brands:
1,‘There isn't too much to choose
{from. If you have a car that re-
‘quires premium gasoline, almost
iny premium gasoline will do. And
if you have a car that requires
regular gasoline, almost any regu-
lar gas will do. The differences are
subtle.”

Consumer’s Union ran a study in
1962 of both major and independ-
ent gasoline brands. CU saw fit to
lump all oil brands together and
recommended the motorist buy the
cheapest. lowest-octane fuel that
his car requires. Any additional
octane is superfluous, and high-
sounding additives are just names
for qualities common to the inex-
pensive, independent brands as
well as the major brands.

With no qualitative marketing

ifference between brands, or at

least no difference great enough to

impress the average consumer,
ames and promotions become im-
portant. Moreover, the prices

among major brands are stabilized,
and only the independent brands,
brands that don’t advertise, have
any marketing advantage ol lower
cost. The difterences 1n the major
brands boil down to the pattern of
the tableware they are giving away,
or, more often, the games and

giveaways they promote.

There are two other strong mar-
keting leatures—credit and service
—but both have been overshadowe
recently by the games. Some critics

of games believe standards of serv-
ice. may have been relaxed since
their advent. Paul Sheldon, direc-
tor of advertising for gameless Gulf
Oil, feels that the distribution of
game cards affects a dealer’s ability

to give service. And Sheldon
maintains:  “We know without
question the one thing people.

want most is service.”

wWwW americanradiohistorv.com

by Caroline Meyer

Humble's Beathard, despite the
company’'s own game policy, con-
lesses: “We contend that the games
have not had a bad ettect on prices,
but we do admit that the games
cause confusion at the stations.
The services may not be good be-
cause of the time spent handing
out game cards.”

All the oil companies sponsoring
games complain that customer loy-
alty lasts only as long as the game
runs. A study run by the National
Petroleum News shows games have
no long-term eltect. According to
their figures, Sun Oil ran a game in
1966 that boosted its market share
from 9.79, to 12.79,, but three
months alter the promotion, Sun’s
market share dropped back to
9.69,. American Oil, in a game it
ran the same vyear, increased its
market share from 589 to 6.5Y,
but dropped to a 5.79, share alter
the game was over.

What happens to the oil com-
panies or individual dealers who
stand by their guns and refuse to
play games? Since the games are
handled on a regional basis, there
are no nauonal patterns. The
chances ol surviving gameless de-
pend on the competition in the
market, how many games are run-
ning, what kinds of gamecs. Gulf
Oil, with 1ts no-game policy, has
suffered in certain markets. In Cal-
ifornia, in 1966, according to the
NPN report, Standard Oil of Cali-
fornia and Union Oil ran games
simultaneously. Union Oil’s “76
Jackpot” increased the company’s
gallonage an average of 13.49,.
Standard Oil of Calilornia regis-
tcred a drop of 0.79, gallonage in
June as compared to the same
month a year earlier. Two months
later the company introduced the
game “Cash-on-the-Line” in the
area. In August as the game built
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momentum, Standard of California
jumped to a 11.89 gain.

Meanwhile Gult was having a
very bad time in California. The
same monthly report claims Gulf’s
gallonage hit lows showing losses of
7.99, from the same period a year
earlier. Shell Oil, which now has a
game, “Americana,” had no game
going in that market at the time.
After months of steady gains Shell
began losing and dropped as low as
8.69, under the year before.

Some gameless oil companies
have undertaken to defend their
market share against game com-
petition with methods of their
own. Texaco, which abandoned a
game policy for a militant anti-
game marketing philosophy, has
adopted  promotions  such  as
glassware giveaways.

Gull Director of Advertising PPaul
Sheldon is against games on the
grounds that “they will crode the
service image that both the indus-
try and Gulf have built up over the
vears.” Gull, however, has turned
to “self liquidators”—products sold
at cost—to lure the consumer away
from the game companies. These
self liquidators incﬁule stainless
steel and china olfers. A special
Walt Disney record album was pro-
moted at Christmas as a tie-in with
Gulf’s participation in the Disney
Waonderful World of Color,

Another company that worried
about a conflict of image was Mo-
bil, which had long been running a
prestigious salety-oriented advertis-
ing campaign. The problem was
solved, however, when the Plaza
Group, a sales-promotion outfit,
came up with a series of salety
games that were consistent with the
salety policy.

Humble, which has run a mun-
ber of games, including Tigerino
and Tigerama, decided to tuke a

TELLVISION MAGAZINE

10-week breather last summer and
see what happened. “We stopped
because we'd said we’d been using
the games defensively,” says Hum-
ble’s Beathard. The other oil com-
panies didn’t jump off the band-
wagon and stop their games, so the
results were predictable:  “Our
dealers lost business to competing
games.”

When an individual dealer de-
cides to quit the game that his oil
company is promoting, he not only

loses custorners, but some say he
may lose his dealership. The dealer
associations and the federal gov-
ernment have accused the major
oil companies of using strong-arm
tactics to force dealers 1o vun their
gaines.

The Federal Trade Conmmission
released. 4 “Report on Anticom-
petitive Practices in the Marketing
of Gasoline” last August chal
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claimed dealers have been “coerced
into buying various nongasoline
products and forced into accepting
other operational decisions not of
their own choosing.” Slightly be-
hind the times, the FTC chose as
its prime target trading stamps, but
it mentioned games and other pro-
motions as well. The oil compan-
ies’ methods of applying force were
described in the testimony of one
retailer before the commission: “If
you know anything about gasoline

retailers, they are always under
pressure, and they are always nn-

der this economic fear which is
presented by innuendo that they
are going lo raise your rent, or they
are going to evict you on the basis
ol some reason, and they really do
not need reasons, the way they put
it. Every dealer is fu{ly incloc-
trinated with this idea. 1 do not
suppose there is any dealer that
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Joes not understand that he is un-
er pressure—when the company
jomes in to discuss it. They usually
ke him by the hand, lead him out
the middle of the driveway or in
, car somewhere. They never dis-
uss it in front of witnesses.”
q John Roesnner, executive direc-
or of the New Jersey Gasoline
Retailers Association, says that the
ames are purchased from the oil
‘fompany by the dealer for about a
renm and a half per plaving piece

nd sometimes for as much as two
cents per piece. This costs the aver-
ge dealer, claims Roesnner, about
300 a month. Moreover, he adds:
‘Some people think a dealer gets
them for nothing and ask for four
r five.” Trading stamps, Roesnner
ays, are no better Roesnner calls
hem a ‘“cancer” and estimates they
cost the dealer three-fourths of a
cent per gallon.

T . T, B S oms e

Included in the cost to the deal-
er is not only the “paper,” as the
game pieces are called. One oil
executive figures that “paper” costs
account for from $5 to $20 ol the
cost of 1,000 pieces to a dealer. The
rest of the cost covers prize money
and a percentage that the dealer
must chip in for advertising and
promotion.

The oil companies disclaim pres-
sure to force dealers to accept the
games. Their best defense against
these charges, they say, is the fact
that dealers are enjoying a buver's
market on their franchises. Dealer-
ships, say the companies, are easy
to come by, dealers are difhcult to
find. Citgo, tor example, is running
a recruiting campaign in industry
trade papers to lure dealers away
from their current brand afhliation
and persuade them to sign up with
Citgo. Graham Phillips, manager
of the Shell Oil account at Ogilvy
& Mather, sums up what he feels is
a reason for a dealer shortage:
“It is getting increasingly difficult
to get people to become dealers
hecause people are reluctant to get
their hands dirty with that sort of
thing any more.”

Other levels of government be-
sides the FTC seem to disapprove
of the games.

There are what one oil executive
calls “trouble states.” He lists
many where games must be avail-
able to anyone on request—not just
to licensed drivers or to those who
have made a purchase—to circum-
vent bans on lotteries. Washington
and Wisconsin are trouble states,
capital T; games there are out-
lawed completely.

It is apparent that many oil peo-
ple, dealers and parent companies
alike, would breathe a sigh of relief
if the games would be legislated
out of existence.
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Arthur Fatt, chairman of
board at Grey Advertising and the
agency’s chief executive ofhcer, ex-
pressed that view when he ad-
dressed an Association of National
Advertiser's promotion workshop
lasc fall: “If the gas companies
could wish games away, I'm sure
they would gladly do so. Obviously
when a number of competitors in
one market run game promotions
simultaneously, total gas consump-
tion does not increase except to the
extent that some teen-agers are
driving from station (o station to
pick up game pieces. What does
happen under these circumstances
is a redistribution of patronage
based upon the varying appeal of
the game, rather than the product
offer.

“What applies to the retailer is
equally true of the packaged goods
manufacturer,” Mr. Fatt contmued
“Don’t fall into the trap of concen-
trating your purchase incentive on
the lure of a promotion offer. This
is a highly temporary and ineffec-
tive means of building sound vol-
ume. Rather place your emphasis
upon better product, better pack-
aging, and better advertising and
use promotion as a means of induc-
ing the consumer to try your supe-
rior product offer.”

Industry sources predict that the
demand for automotive fuel in
1968 will increase something less
than 49, but the industry advertis-
ing budget will show a gain of
more than twice that amount. Suclf
an increase in advertising would be
substantially more than is normally
expected on so modest an increase
in sales. Since the majority of these
increased advertising dollars will
find their way into television the
visual medium promises to contin-
ue to be the biggest winner in the
oil-company sweepstakes.  END
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the bears were tugging harder at the market.
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By Walter Spencer

When it came to broadcast-associaled stocks in 1967,
bulls and bears were both in the act, hut by year’s end
The

story begins below. The year's analysis is on page 49.

The year 1967 was a pumpkin year for the broad-
casting stocks’ Cinderella. To many investors—
particularly institutions—the TV-radio group has been
a glamorous unknown discovered only in the past few
years. A widespread infatuation was barely under way
when the giddy whirl of her ascent came to an abrupt
halt in mid-1967.

What happened to pull this high-stepping new-
comer up so short? Is she doomed to sink back to the
plodding status of a specialized drone in a drab and
largely unnoticed corner of the national economy? Or
was the disappointment of 1967 only a temporary
interruption for these sparkling issues, to be revived
by some financial Prince Charming this year?

As television has matured, it has grown more sensi-
tive to fluctuations in the business cycle, less able to
buck economic downturns than in its salad days. But
it is no less able to ride [rom trough to crest with the
rest ol U. S. business.

Along Wall Street there is a surprising unanimity of
opinion in the broadcast area:

® Things gradually will get better in '68, starting
slowly, with the greatest improvement, particularly in
such things as spot advertising, not gathering momen-
tum until the second hall.

® Last year was not so bad a year as many broad-
cast investors remember it; in some ways it may only
have marked the end of an exceptional growth period
that realistically could not have been expected to
conunue mdefinitely,

® Last year was a year of major change lor many
individual companies—diversification being the pass-
word. Also, the factors introduced by these changes
will be the major considerations in determining inves-
tor attitudes toward television stocks in '68, in many
ways changing old investment patterns and making
new judgments far more complex

Major gencralized predictions lor this year:

® Advertising revenue growth will come back to
early 1967 levels by the end ol '68, but it will not
show the old rate experienced in the boom days of the
early '6s.

® Group broadcasters will continue to be the hot
stock prospects tor the year.

® The television networks will gain slower than
other segments, with ABC the lavorite, df’spltc is
aborted merger with UI'T, while CBS, once the “um-
brella” stock [or Wall Su‘ml inalysis ol the industry,
has developed a lew proht leaks with diversification
and may have lost its claim to (hat title.

® Revenues, per se, for the year will be ol less
wmeerest to many invesgors than what the big groups
will do with them,

® The Supreme Court’s expected copyright ruling
may either make or break the CATV business.

® Programing stocks should continue 1o show
healuhy, i wnspectacular growth, with the trend to

TLLEVISION MACGAZINE

July, when the sharp slump came.” He feels prices for
July, ! | ]

specials and more expensive longer programing mak-|
ing the big companies bigger and driving the smaller
ones out or into mergers. .

® Merger will continue to be the big movement
during the year, and service stocks could be the next
group to feel its sweep. |

The price-earnings ratio—the multiple arrived at by |
dividing the market value of a share by its earnings—
for most broadcast stocks will stay within the present
average range of 17-20. i

Emanuel Gerard, of Roth, Gerard & Co., New York
brokerage house that compiles TELEvISION’s monthly
index of television and associated stocks, sums up:

“Broadcasting industry stocks will have a better |

year relatively than 67, but not nearly as good as the
golden years of the early '60s, particularly the stations.

“Last year was a horror show for everybody, espe-
cially the networks. This year, when they need help
the most, the political conventions will be murderous
for them (both in terms of cost, an estimated $10
million each, and in loss of advertising time), but it
will be great for the stations because of all the extra
spot sales.

“At best P-E ratios will hold their own. At worst,
they will go down. Theyre about as high now as you
can realistically expect them to be. After all, they're
pretty rich now; the stock prices did well last year,
while their earnings did nothing.”

Many analysts note that despite all the howls of
despair over the 1967 financial picture, many stocks
finished the year better than they started it. Says
Tomio Saito, senior analyst for Baker, Weeks & Co.,
New York brokers: “It you look at the price action of
stocks, it hit all-time highs for many of them during
the year. And some stocks actually are higher now
than at the end ol '66. I'm not too disappointed with
most ol the companies on the basis of their perform-
ance.

What most ol the analysts note as the jarring factor
to investors was not that earnings were off, but that
their skyrocketing rate of increase was abruptly cur-
tailed. Says Herbert E. Goodlriend, senior security
analyst in charge ol entertainment stocks and finan-
cial securitics at Bear, Stearns & Co., New York, and
also president of the two-vear-old Entertainment An-
alysts Group: “What was unexpected was that growth
would stop summarily in a year when the economy
was humming along.”

Harvey Sandler, senior security anatyst at Goldman,
Sachs & Co., New York, adds: “Fouv the group broad-
casters, carnings in '67 were higher than ever but the
rate ol growth may never get back to the level that
i was in ‘637

IHans Jepson, senior analyst for the Value Line
Invesunent Survey, New York, says: “Broadcast stocks
steadily outperformed the market from 1963 to about

many ol the stocks had to come down: “They were too
high even il orviginal earnings estimates had been
right.”

Sandler says: “The industry has become mature
enough that with the kind ol penetration we have and
the viewing-hour ceiling yow aren't going to get the

Continued on page 46
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Has television brought an end

TURN OFF McLUHAN

from page 30

us over 30, are unaware that we
are living in a new age. Electric
technology, television in particular,
whether we are aware or not,
whether we resist or not, is restruct-
uring our sense ratios and our
modes ol perception. By abolishing
space and time the new age involves
us in the whole of mankind and
incorporates the whole of mankind
in us. We are once again living in
the integral world of tribal man, al-
though most of us continue to
think in the old, fragmented, ra-
tional, space-and-time patterns of
the pre-electric, pretelevision age
of Gutenberg. Our salvation, our
survival, depend upon our recogni-
tion that the message of the electric
age is "Total Change.”

In his general theory McLuhan
has assigned to television an ex-
traordinary role. “If McLuhan is
wrong,” George P. Elliott once
said, “it matters.” McLuhan has
made television all-important, all-
encompassing in his analysis of the
new electric age of man, and most
of what he says about television is
wrong. That matters. But more
specifically he has applied his slo-
gan, “The Medium is the Mes
sage,” with special emphasis on tel-
evision, and [ regard thai slogan as
worse than wrong. It revcals and
invites a contempt for content, for
meaning, for the conscious act of
communication, that is reactionary
and dangerous in its implications.

Form vs. content

“Societies have always Deen
;hnpu.l," McLuhan says, “more by
the nature of the media by which
men communnicate than by the con.
itent of the communication.” That
statement seems reasonable enough,
although not necessayily true. The
how of communication may be
more imyportant than the whail. But
Mcl.uhan adds: *“ “The Medium is
the Message’ because it is.the medi-
um that controls the scale and form
of human association and action.
The content or uses of such media
arc as diverse as they are ineffec-
tual, ”

he implications of the first
statement are totally different from
the second. In the Yaltt.r he makes
a historical mystique of the mcans
of communication, as Marx did of
the means of production. The
“how” now becomes absolute and
the “what” becomes “ineffectual.”
In Jater statements the “what” be
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comes totally irrelevant. McLuhan
says of one of the leading research-
ers in the field of mass communica-
tions: “Professor Wilbur_ Schramm
.. . found areas where TV had not
penetrated at all and ran some
tests. Since he had made no study
of the peculiar nature of the TV
image, his tests were of ‘content’
preterences. . . . Consequently, he
had nothing to report.”

“We are too prone to make tech-
nological instruments the scape-
goats for the sins of those who
wield them,” General David Sar-
noff once said. “The products of
modern science are not in them-
selves good or bad; it is the way
they are used that determines their
value.”

That would seem to be the com-
plete truism, but McLuhan rejects
it. “I am not being perverse,” he
says. “There is simply nothing in
the Sarnoff statement that will bear
scrutiny, for it ignores the nature
ol the medium, of any and all
media. .. ."”

Sensory life

A couple of years ago McLuhan
said to a small group of television
executives: “You are in the busi-
ness of programing the sensory life
of North America, changing the
entire outlook and experience ol
the population. This has nothing
to do with programs: It has every-
thing to do with the medium.”

If it is not the programs, the
content of television, that should
concern Dr. Schramm, General
Sarnofl and the rest of us, what is
it? Is McLuhan simply pointing
out that the massive presence ol
television is all that matters? To-
day over 909, of our homes arc
cquipped with an instrument that
most Americans regird as nothing
less than a private motion-picture
theater that runs 24 hours_a day
and oflers a choicéof progiiming
no theater ever ollered, and they
are spending from five to six hours
cach day in that theater. That is
something  to  contemplate.  But
thar is not what NMcl.uhan is
asking us to contemplate. His ur-
gent message 1s that television is
altering us not by the massive scale
of its use, but by its unique clec-
tronic  nature.  “Electromagnetic
technology,” he says, has made us
“an organism that now wears its
brain outside its skull and its nerves |
outside ity hide.”

“Since  TV,” Mecluhan says,
“the assembly line has disappeared
[rom industry. Stafl and line struc-
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to bloc voting as McLuhan contends?
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tures have dissolved 1n manage-
ment. Gone are the stag line, the
party line, the receiving line . . .
the pencil line from the backs of
nylons.

“With TV came the end of bloc
voting in politics, a form of special-
ism and fragmentation that won't
work since TV. Instead of the vot-
ing bloc, we have the icon, the
inclusive image. Instead of a politi-
cal viewpoint or platform, the in-
clusive political posture or stance.
Instead of product, the process. In
periods of new and rapid growth
there is a blurring of outlines. In
the TV image we have the supre-
macy of the blurred outline. . . .’

A close examination of those 10
consecutive lines from “Under-
standing Media’™ may reveal some
of the difficulties involved in a
close examination of McLuhan,
He tells us the assembly line has
disappeared from industry. Has it?
And if it has, could television have
caused it? Staff and line structures,
he says, have dissolved in manage-
ment. Have they? Or have they
merely become more flexible, less
apparent? McLuhan’s references
to the stag line, the party line, the
pencil line and so on, are not casu-
al. They are typical of his method
of persuasion by a “mosaic” of wit
and half-wit, of sense and non-
sense. He loads the word “line”
with broad meaning for his thesis
that the old society, which was
“linear” Dbecause books are linear,
is dying as a result of the impact of
nonlinear TV. Then he quickly
lists a variety of ways in which
“lines” have vanished with the
coming of TV, and dares anyone to
take him seriously. I take him seri-
ously because the method is eflec-
tive. It is so effective T cannot resist
pointing out that the TV image is
made up of lines.

Bloc voting

McLuhan tells us that TV
brought an end to bloc voting. Ask
students of politics what hrought
an end to bloc voting and you'll
gel a variety of answers, none of
them MclLuhan's. Some will ask
you where you got the idea that
bloc voting has ended. Others may
tell you that it was not TV that
won  the election for John
Kennedy, but bloc voting in six key
cities. You might be told that bloc
voting was based on rhe segrega-
tion of ethnic groups in our soci-
cty, but now that many of these
groups are into the third, fourth
and fhifth generations, they are nei-

s
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i 1968 Broadcasting Yearhook
8 51 separate directories in a single volume

The most complete and most authoritative source
of facts about the business of broadcasting

ever published.

33rd annual edition—off the press
, in January—600 pages,
51 directories, indexed tabbed
for instant reference.

| Arranged according to five major index-tabbed groups, here’s the treasury of individual directories you'll find
in the giant 1968 Broadcasting Yearbook—the one-book library of television and radio information.

k. TV Station Directory 16. Network Executives 29. FM Frequencies, 39. Major Awards, Citations
2. TV Call Letters 17. Regional TV Networks Channels 40. RTNDA News Directors
. 3. TV Channels 18. Regional Radio Networks 30. Cari.bbean, Mexican 41. Radio-TV Schools
| 4. TV Allocations 19. Canadian TV Stations Stations 42. Radio-TV News Services
| 5. Advertising Agencies 20. Canadian TV Channels 31. Canadian AM by .
! . . 43. Foreign Language
. 6. AM & FM Radio Directory 21. Experimental TV Stations Frequency Programs
7. AM Station Call LeHer's 22. Commun‘lfy {kn+enna '|:V 32. Canadian FM by 44. Country & Western
8. AM Radio by Frequencies 23. TV Applications Pending Frequency Stations
9. Equipment Directory 24, Transfers. of TV 33. College Radio Stations 45. Negro Programing
1 10. Broadcast Product Guide Ownership 34. Canadian Board of L. O
1. NAB Television Code 25. Newspaper Ownership Governors 46. Associations, Societies
12. NAB Radic Code of TV . 35. International Radio 47. Government Agencies
13. Program Producers, 26. Group TV Ownership Stations 48. Radio-TV Attorneys
Distributors 27. FM Commercial Call 36. Frequency Measuring 49. Consulting Engineers
14, Talent Agents, Managers Letters 37. Station Applicati 50. Farm Directors
IS. Radio & TY 28. FM Educational Call 7. Station Applications - Farm Dir
Representatives Letters 38. FCC Rules & Regulations 51. Major Trends, Events
Plus original reference material I~ T T T T T T T T T T T T T T T T T T T [

not available elsewhere, including
the dimensions of broadcasting
(key facts about television.

and radio), extent of broadcast

Broadeastin
1968Yearoo

THE ONE-AOOK (108ARY OF TELEYISION AND RADIO

|
! |
| !
| l
editorializing, program data (who : Please send .............. copies @ $10.00 to l
listens, watches, and at what 1 |
times), broadcast time sales 1935 | .. Position :
through 1966, books and I O Payment enclosed |
reference works published ! 0 Bill me I
during the year. : Company 1 == '
| [ Business Address- |
[ 0 Home, Address :

|
: City State Zip :
| n I
I I

BROADCASTING, 1735 DeSales St., N.W., Washington, D. C. 20036
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In McLuhan’s view, 1V’s cconomic basis is not the sale of products to consumers

TURN OFF McLUHAN
from page 38

ther segregated nor happy about
the word “ethnic’”’; and where they
remain segregated and consciously
ethnic they still tend to vote in
blocs.

“Instead ol a political view-
point or platform,” McLuhan
says, we have ‘“the inclusive politi-
al posture or stance.” TV's great
noment in political history, the
Kennedv-Nixon debates. contra-
licts the statement. The political
posture or stance of both candi-
dates was nearly identical, with &
plank here and there in the two
platforms just different enough to
keep the play on the road. But
Lincoln, that perfect end-product
ot Gutenberg technology, was a
master of the inclusive political
posture, and if there was ever an
icon in American politics, it was
Abe Lincoln.

Tribal man

“Instead of the product, the pro-
cess.” Here, in five short words in
the middle of a catch-all para-
graph, McLuhan states one of his
major themes and races on. The
theme is that TV is retribalizing
us. Product is a concept for a frag-
mented society of producers and
consumers who think in terms of a
beginning, middle and end—end
being product. Tribal man lives
“mythically” (a word McLuhan
made up, but which he spells ex-
actly like a word we have in our
vocabulary) and when one lives
“mythically” there is no beginning,
no middle, no end; it is “process”
that matters, the here and now, the
everything-happening-at-once reali-
ty that has been reborn in electric
technology. If you are under the
impression that the economic basis
ot TV is the sale of products to
consumers, McLuhan will clue
vou in to the facts. TV, having
retribalized us, has brought an end
to both product and consumer. I
realize T have not explained (his
point too clearly, but McLuhan
might feel that I have; after all, he
is a man lor whomn the “blurred
image’’ is a paradigm of style. This
may be why McLuhan doesn’t
write. He dictates, and never
rewrites, he says, lest the “whole
thing get out of hand.”

The last three ol the 10 lines
under examination go as follows:
“In periods of new and rapid
growth there is a blurring of out-
lines. In the TV image we have the
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supremacy ol the blurred outline.”

That first sentence is metaphor.
The second is a statement of alleged
fact. The connection between them
is whatever connection you want to
make. This-is known as being cool)
The final sentence makes one won4
der it the most fruitful approach to
a study of McLuhan's general the-
ory might not be a purely empiri-
cal one: to take a good hard look
at the condition ol his television
set. |l

As one reads McLuhan's aston-
ishing inventory of TV effects it
quickly becomes clear that there is
a curiously high correlation—a
quite mechanical old Gutenberg
correlation, I might add—between
these effects and the general de-
scription McLuhan has given us of
tribal man, or the retribalized man
of the electric age. The same pure-
ly mechanical correlation exists be-
tween his description of Gutenberg
technology and the kind of society it
created. According to McLuhan,
books are linear, tragmented, one-
thing-at-a-time, so with the de-
velopment ol books men began to
see the world in the same way.
They became like books, living ex-
clusively visual lives, in a one-
thing-at-a-time universe, as isolated
individuals, fragmented and spe-
cialized, as words are; defined and
rational, as words are. It is an
analysis about as dynamic and pro-
cess-oriented as a description of a
dollar watch, but it is typical of
McLuhan’s uneven style, which at
times makes tiddlywinks look like
child’s play.

Nonvisual senses

One of the characteristics of
tribal man, McLuhan says, is the
full use of his nonvisual senses.
Retribalized man (that’s us in
part, our children on the whole) is
rediscovering and using his non-
visual senses because of TV
especially his sense of touch, which
McLuhan regards as “primary”
because it “consists of a meeting of
the senses.” Gutenberg technology
“compressed” the auditory, tactile
and other sensory components and
created “visual” man. Today the
nonvisual sensorium of man, the
tribal mode of perception, is being
revitalized by television. How? Tel-
evision is ‘“‘tactile,” that’s how.
McLuhan's manifesto rests on that
thesis. “TV is, above all, an exten-
sion of the sense of touch, which
involves maximal interplay of all
the senses.”” Does this apply to film
too? No. “Television as a medium
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15 a total antithesis of a movie.”
Film is not 1actile, television s,
because the TV image “is not a
photo in any sense, but a ceaseless-
ly forming contour of things
limned by the scanning finger. The
resulting plastic contour appears
by light through, not light on, and
the 1image so lormed has the quali-
ty ol sculpture and icon rather
than ol picture. The TV image
offers some three million dots per
second to the receiver. From these
he accepts only a few dozen each
instant, {rom which to make an

image. . . . The viewer of the TV
mosaic . . . unconsciously reconhg-
ures the dots into an abstract

work of art on the pattern of a
Seurat or a Rouault. . . . The TV
image requires each instant that we
‘close’ the spaces in the mesh by a
convulsive sensuous participation
that is proloundly kinetic and tac-
tile.” g0

Nonvisual pictures?

In that analysis a medium that
appears to be quite as visual as the
motion picture is described as non-
visual, “an extension of the sense
of touch.” As we shall see,
McLuhan’s towering superstruc-
ture, his breathtaking hypothesis
that we are being retribalized, that
we are living in a new age of
“Total Change” in which our ‘“‘sen-
sory life is being reprogramed” is
wholly based upon his peculiar an-
alysis of “the peculiar nature of the
TV image,” which makes television
viewing a tactile not a visual ex-
perience. A brief look at the tech-
nology of television seems in order.

One of McLuhan’s problems is
that 809, of all television program-
ing in prime time is on film; there-
fore to state that the TV image “is
not a photo in any sense’ is simply
to put too much strain on the
poetic faith. /

McLuhan calls the TV image a
“ceaselessly forming contour.” If
“ceaselessly forming” is true of TV
it is also true of film. The word
“contour” is poetic license—
McLuhan lets no verbal opportu-
nity slip by. He goes on to a greater
excess of poetic license by elevating
the picture to a “plastic contour”
which “appears by light through,
not light on.” The rude facts are
that the picture you see on your
television set results from the ac-
tion of electrons on a phothor
coating on the inner surface of the
picture tube. When the electrons
strike the coating, light is emitted
by the phosphor. Is it light on or
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light through? It is neither. Pic-
tures are produced by variations in
the beam current, and if
McLuhan can make you believe
“the image so formed has the qual-
ity of sculpture and icon rather
than picture’” that may be why
Town and Country has him listed\
as our number-two man. Complete.
pictures are transmitted to your tele-
vision set at the rate of 30 pictures
per second. When you go to a
theater you see complete pictures
projected onto the screen at a rate
of 24 per second. In England the
theater rate and the TV rate are
| precisely the same, 25 pictures per
second, which means that one of
the attractions of a visit to England
in the New Age is that you can see
an hour film on TV in England in
| less time than it takes here. 2

T T ———— T ——

TV's dots

One of McLulan’s heavy-duty
words is “mosaic” and as a result
| he makes much of the “dots” in
| television technology. The inner
surface of a television color tube—
and there were perhaps five mil-
lion of those in 1964 when he
wrote “Understanding Media"—is
covered with clusters of phosphor
dots, over a million in a 2l-inch
tube. But dots are more character-
istic of film than television. The
basic structure of the photographic
emulsion on film—color or black
and white—is a random distribu-
tion of dots. They are silver halide
crystals, and you'll be exposed to
millions of them the next time you
see a film—on TV or in a theater.
These crystals are acted upon by
light, as the phosphor of a TV tube
is acted upon by electrons. Our
eyes are never aware of "dots”
when we watch a live color TV
show, but on rare occasions the eye
can see the pattern of dots in a
film. The film is then said to be
“grainy.” The “mosaic” metaphor,
which McLuhan uses so urgently,
would seem to apply far more
fittingly to film than to TV,

Is it possible that TV is a tactile
experience simply because the pic-
ture is, as McLuhan insists, lower
in definition than film seen on a
theater screen? The television film
engineers do not agree that a sig-
nificant difference exists. I have
worked in television for 12 years.
For several years I felt that film
could be seen no more easily in the
projection room than on the TV
set. I looked at a great deal of it
both ways and felt that the only
difference was in screen size, which
was compensated for by sitting
closer to the TV screen. But I
eventually discovered that a close-

_—
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up of a note that could be read
easily on the theater screen might
be read less easily on TV. Not until
something as critical as that oc-
curred, the legibility of words seen
on one medium as compared to the
other, was I aware that there was
any subjectively discernible dilter-
ence between the two media.

But how real is the difference?
Not long ago a close-up ol a girl
had to be reshot for a scene in one
of my TV shows. The close-up was
reshot by a difterent cameraman
and when I saw the print at the
laboratory there was a difference in
the color of the actress’s face and
wardrobe. The technicians tried to
correct it, and succeeded to the
point where the difference was so
subtle it had to be looked for to be
seen. The technicians assured me it
would be invisible on TV, I watch-
ed the show at home tor other
reasons, and remembered the prob-
lem only when the scene came on,
and there was that subtle differ-
ence, just as visible on my color
TV set as it had been in the labora-
tory theater, where viewing condi-
tions are as perlect as technique
can make them.

“Involvement” is another heavy-
duty word in McLuhan’s lexicon.
“The word was once ‘escape’,”
McLuhan savs. “Now it's ‘involve-
ment.”  Tribalized man knows
nothing else. Only the man of the
Gutenberg age, in whom the aural,
tactile and kinetic senses have atro-
phied in favor of the print-oriented
visual sense, can consciously sepa-
rate himsell from his lellow men

‘and take a detached and objective

posture. “Fragmented, literate, and
visual individualism,” McLuhan
says, “is not possible in an electri-
cally patterned and imploded soci-
ety.”

TV’s peculiar nature

How is so profound a change,
such deep involvement, being
brought about by television?> Be-
cause television keeps us in instan-
taneous touch with the rest of the

world? Nothing that literal, al-
though McLuhan says a great

“speed-up such as occurs with elec-
tricity, may serve to restore the
tribal pattern of intense involve-
ment which is now tending to hap-
pen as a result of TV in America.”

The primary cause, again, i1s the
peculiar nature of the TV image
itself, the kind of interaction that
takes place between the television
viewer and the television tube.
“The young people who have ex-
perienced a decade of TV)”
McLuhan says, “have naturally
imbibed an urge toward involve-
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ment in depth that makes all the
remote visualized goals of usual
culture seem not only unreal but
irrelevant . . . 1t is the total involve-
ment in all-inclusive’ NOWNESS
that occurs in young lives via TV’s
mosaic image. T/his change of atti-
tude has nothing to do with pro-
graming in any way, and would be
the same if the programs consisted
of the highest ciultural content”
femphasis mine). I presume
McLuhan would agree that the
phrase could have read, “the
lowest cultural content.”

So we are back (o the “mosaic
image,” the “blurred outline’” ot
the “plastic contour” that makes
TV an “extension of the sense of
touch,” which lrees us from the
tyranny ol the visual and makes us
one with tribal man. Now we find
that the TV image also transports
us from the detachment and shal-
low indiflerence of Gutenberg man
to the mmvolvement and profound
commitment ol tribal man

Hard 10 grasp

How does this tragmented, indi-
vidualistic process of TV viewing
come to have this broad, inte-
grating and socializing eflect®> Ex-

tracting the answer from
McLuhan's mosaic is not easy.
“The etfect ol TV . is hard to
grasp  lor  various  rcasons,”

Mcl.uhan says. “Since it has atfect-
ed the totality of our lives, person-
al and social and political, it would
be quite unrealistic to attempt a
‘systematic’ or visual presentation
ol such influence. Instead it is
more feasible to ‘present’ TV as a
complex gestalt of data gathered
almost at random.

I have studied his data and 1 can
testify that it was not gathered al-
most at random, it was gathered
entirely at random. It is also
“presented” at random, with the
concept of nvolvement carrying at
least three meanings, sometimes in
a  single, soaring  sentence.
McLuhan once said that “if a de-
tail here or there is wacky, it
doesn’t matter a hoot.” But if de-
tails are wacky one after another,
page after page, the degree to
which it matters is not measurable
in hoots. Because of the “involve-
ment of the viewer with the com-
pletion or closing of the TV
image,” McLuhan says, “the actor
must achieve a great degree of
spontaneous casualness that would
be irrelevant in a movie....” I have
worked closely with and come to
know well, hundreds of actors who
work in television one month and
in theatrical films the next. I have
directed both TV and theatrical

FEBRUARY 1968

41


www.americanradiohistory.com

1§

DONT EAMB&E WU‘H’[}H TOWR FEAUT

Look for this recorded series of 40
WASHINGTON HEALTH REPORTS

now coming your way.

inner!

TURN OFF McLUHAN

from page 41

films and I work constantly with
other directors. I have never
known or heard of an actor or
director who feéls that a change of
acting style is required or desirable
in TV, mot cwel o Yo

McLuhan points out that TV
actors are known by the roles they
play, while motion-picture actors
are known by name. That is true,
but it is a truth that in no way
serves McLuhan’s thesis on the
special involvement of the TV
viewer. When a motion picture ac-
tor makes a series of pictures in
which he plays the same role—the
situation typical of the TV star—
he too becomes known by role not
by name.

“With TV,” McLuhan tells us,
“the Western acquired new impor-
tance, since its theme is always
‘Let’s make a town.”” The Western
probably lost importance with TV,
I have produced over a hundred
hour-tong TV Westerns, not one ol
which had the theme, “Let’s make
a town,” and “theme” is an aspect
of programing, not of the medium.

Rough textures

“The TV image,” says
McLuhan, “takes kindly to the
varied and rough textures of

western saddles, clothes, hides and
shoddy matchwood bars. . . . The
movie camera by contrast is at
home in the slick chrome world of
the night club. . . . This incredi-
ble statement, with its phrase “by

contrast,” stuns me. McLuhan
knows that 809, of those TV
images—and all of those images ol

based on a pliysical property of the |
medium; a sensuous, tactile re- |
sponse is stimulated by TV’s low |
intensity, its mosaic of dots and its
“blurred outlines”. But McLuhan
begins to blur his own outlines by
shlftmg to yet other meanings of

“involvement.” “Because the low
definition of TV insures a high
degree of audience involvement,”
he tells us, “the most effective pro-
grams are those that present situa-
tions which consist of some process
to be completed’ Here McLuhan
moves from the “peculiar nature of
the TV image” to a concern with
“effective programs’—in another
word, with “content”. And then he
moves on to yet more alien
ground: “So great was the audience
participation in the quiz shows
that the directors of the show were
prosecuted as con men.” There, in
one brief aside, he turns his gesta[t
into a shambles. McLuhan’s con-
cept of the TV experience as tac-
tile participation having nothing
to do with content is suddenly, in
one short, sundering paragraph,
impossibly equated with the audi-
ence-participation show.

McLuhan’s broader statements
about “involvement” can be dis-
puted on the basis of evidence. In
the general area of drama, from
live drama to old movies, no medi-
um in history has been less demand-
ing or less involving than televi-
sion. There are some obvious rea-
sons: TV is seen in the home, in a
lighted room, and attention may
never be wholly undivided. And if
McLuhan is right about those
“blurred images,” one would ex-
pect fatigue to be the result, not {1
mvolvement. But there is one pro- =

saddles, hides and bars—originate

from a film projecior, and were a |
ence involvement in TV, a reason

therefore  shot by a  “movie _ ) ; )
camera.” ‘ol significance for viewers, makers =/

Programs and spots offer you flexible |
programing for many vital health tips. |

found reason for the lack of audi-

TEN noted medical authorities discuss

gl | Involvement takes place in [of television programing. and fol- |

health topics in an casy, understandable media that are low in dehnition, ‘lowersof NcLuhan. ;

manner. that ofler little detail and a low '

. . degree of information, McLuhan No audience contact b

You can help save lives! Bring your | (ofs ns. Such media thereby invite With the comiing of television, 1

listencrs the facts they need to know, participation in the process; they writers, directors, producers and &
about: mvite completion. TV is such a actors at last forfeited all contact
medium especially  because  the  with audiences. The history of dra-

® SMOKING ® DIABETES “mosai im;!p,("' rzquircs that we ma was, until the advent gl’ TV, a |

[ *close’ the spaces in the mesh,” a  history of transmission, reception

= CANCER = GLAUCOMA physical ,.(:ll ol completion. For and r(?sp()nse In the me(hev.llppen- ]
m HEART m EPILEPSY | these reasons McLuhan calls TV a  od of English drama, the Corpus
“cool” medium, as opposed to a  Christi processions, with their mys-
m ARTHRITIS ® KIDNEY “hot” one, in which one single tery .nus miracle plays, were orga-
sense is extended in high defini-  nized through the trade guilds, and
s EMPHYSEMA @ PROTECTION | tion, leaving little to be completed. it was sometimes hard to tell the

McrLuhan describes film as a hot

audience from the players. Things
medium because, with the addition

PRODUCED AS A PUBLIC SERVICE BY .. got sorted out later on, especially

NATIONAL CENTER FOR CHRONIC | of sound, “the role of mime, tactili- after the actors formed their own
DISEASE CONTROL ty, and kinesthesis”™ was dimin-  guilds, but audiences continued to
. = 2 ished, be an active part of an equation
U.S. PUBLIC HEALTH SERVICE We gathier, up to this point, that  the total of which was the social art
an ADS AUDIO VISUAL PRODUCTION for McLuhan “involvetnent” s of the drama.

12 TELEVISION MAGALINE
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©  Playwrights still use audiences as
an integral part of the creative
process: It is called the out-of-town
‘tryout. No playwright has ever
“been able to claim a success un-
“granted by an audience—except in
ttelevision, where it happens tre-
‘quently each season. Motion-
.Elicture producers and directors,
imany of whom unfailingly ignore
‘the advice of professionals highly
Ipaid to provide it, attend “sneak”
'previews with clammy hands and
jan esteem for the audience amoun-
ting to awe. And if the audience
likes the picture, the awe turns to
ripe reverence. No producer has
ever been known to say: ‘“They're
‘wrong,” except in a croaking voice
ywhile wondering how much re-
2shooting he may have to do. And
the audience knows it.
¢ This creative confrontation wich
‘audiences is never experienced by
the television writer, director, pro-
ducer or actor. TV audiences are
sharply aware of this, aware that
programing 1s transmitted and re-
ceived, but that meaningful partic-
ipation by them has come to an
end. That cannot fail to have a
profound and deadening eflect on
the sense of involvement felt by
| television audiences.

One original theme

I recently made some of thesc
points on McLuhan in a lecture at
UCLA and was asked by one ot
the students why I insisted on “‘nar-
rowing McLuhan down to his ob-

‘ servations on television.” My reply
! was that McLuhan had done the
! narrowing, not I. The one incon-
i testably  original  theme in
i/ McLuhan’s work, and certainly
 the most noteworthy one, is the
| thesis that, as a result of changes
coccurring in our sensoria we are
| being retribalized. And those chan-
| ges, McLuhan insists, are the con-
isequence of a single factor: televi-
ion.

McLuhan’s slogan, “The Medi-
um is the Message”, of course in-
cludes all media, and was con-
ceived when he may well have
been only faintly aware of televi-
sion. The slogan was coined over
12 years ago, possibly as a para-
(digm of the cool use of a hot
medium. At times McLuhan em-
ploys it as pure metaphor, with the
word “medium” meaning “technol-
ogy”’, and ‘“message” meaning its
social and psychic consequences.
The cotton gin was a “medium” in
this sense, and the feudal society
of the old South was its message.
McLuhan uses the slogan as meta-
phor here, as a literal statement
about communication there, and as

a combination ol both when it
suits him; but the impact of the
slogan is rooted in the assumption
that McLuban is referring to so-
cial mechanisms of communication
when he uses the word “medium,”
as indeed he 1s most ol the time.
McLuhan’s original field was lit-
erature, and Valéry once said:
“Literature. What is ‘form’ for
others is ‘content’ for me.” Read
“medium’” lor “form” and ‘“‘mes-
sage” for “content” and you have
McLuhan's slogan. The debate on
lorm or stvle as against meaning or
content 1n art 1s several thousand
years old and is still warm. Much
of the persuasive impact of
McLuhan’s defense ol the slogan
flows from his use of the vocabu-
lary, the categories and the well-
honed arguments of one side of
this debate, and the most persua-
sive side at that. Thomas Aquinas
insisted that a work of art has only
effect, no content or meaning, that
it is “an object of experience,” not
a message. McLuhan adopts the
Thomist attitude and adapts it o
media, but with an awesome fail-
ure ot historic McLuhan

sense

says: “Concern with effect rather
than meaning is a basic change of
our electric time. . . ."”

But the argument that art exists
as eftect, not content, does not sup-
port McLuhan’s slogan. Art is not
technology. A cook book is the
technological equivalent of “The
Brothers Karamazov.” An army in-
doctrination film is the technologi-
cal equivalent of “Citizen Kane.”
Any live TV show on March 9,
1954, was the technological equiva-
lent of Edward R. Murrow’s dissec-
tion of Joe McCarthy.

What  Murrow saitd  about
McCarthy that night was content.
What others failed to say on that
subject belore that night was also
content, for silence is content too.
When television is empty, the
medium is not the message, the
emptiness is the message. When
television brings us a work of art, it
may well be fatuous to ask its
meaning, but is it fatuous to ask
what channel is carrying it> The
“peculiar nature of the TV image”
can be found that night on any
channel, the work of art on only
one. END

Put the middle
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FOCUS ON

1. The spot is made up of some very
natural footage of children left o their
own devices wilh a big box of “grown-up”
clothes.

2. There is no music, no voice over. just
gurgling and cooing and the sounds of
rummaging in the hox.

3. Good fil.

4. Lucky for the American Cancer Society,
which is footing the bill, these kids are
non-union. According to producer Tony
Sclhiwartz, childven under the age of 14 do
not require union membership for
television work.

5. More child-noises.

6. The sound i(rack was recorded
independently of the filming. The sounds
of play were all created in the studio..

7. The children are charming, but the
cancer sociely is 1eady Lo lower the boom.
8. Voice over: “Children love to imilate
their parents.”

9. “Children learn by imilating Lheir
parenis ”

10. “Do vou smoke cigareites?”

11, Children: giggles.

2. Cancer Sociely logo is superimposed.

TILEVISION MAGAZINE
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Will the kids smoke
cigarettes because
Mommy and Daddy do?

The “commercial” opens with two
children trying on their parents’
clothing in what seems to be the
attic. The boy is Daddy and the
girl is Mommy. The camera pulls
away from their chatter, and the
viewer wonders what are they sel-
ling? A voice over says: “Children
love to imitate their parents. Chil-
dren learn by imitating their par-
ents. Do you smoke cigarettes?”
With this 60-second blow to the
conscience, the American Cancer
Society is out to discourage the
cigarette habit. The society has at-
tempted with the coupled talents
of Tony Schwartz and Harold
Becker to apply to cigarette smok-
ing the notion that the sins of the
fathers are visited on the sons.
Schwartz does not pretend to bz
the most modest man around. He
says,  speaking  of  Marshall
McLuhan: “He says when he met
me, he met a disciple with 20 vears
experience.” But he does claim to
be one of the most capable in his

field of sound. “I have no interest !

in sound effects as such. I am inter-
csted in the effects of sound on
people.”

After Schwartz did a series of
radio spots for the society, he ap-
proached the organization about a
television commercial.  "As they
were walking out I asked if they
wanted some television spots. They
said: ‘Sure. But we can’t aftord
them’.” Schwartz volunteered ro do
them at cost (he charges no fee for
any ol his publicservice eftorts) if
the society promised not to inter-
fere with *“‘good work.” Schwartz
enlisted his friend and colleague,
Harold Becker, a photographer.
and they produced this spot and
another called "Signs™.

Costs were low with ouly out-of-
pocket expenses to pav. So the
American Cancer Society got a real
bargain, according to its producers.
Becker travelled to a New York
City suburb and borrowed two
children of a friend. He filmed
them at play, and Schwartz made
the sound track separately. The
sound is not an actual recording of
the same two children, but is stu-
dio produced. Both Schwartz and
Beeker  claim  long  experience
working  with  children,  and
Schwartz will often draw on lus
own [amily when he necds child-
sounds.

As an example ol the trouble
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they took with this spot, Schwartz
likes to point out that great time
and eftort were put into the two-
second logo of the American
Cancer Society. Bob Farber ol the
iComposing Room, a typographic

rtist, was called on to design it.
iSchwartz explains that they didn’t
‘want the name of the organization
‘“pasted on” the end of the com-
wmercial, but that they wanted to
‘give it some impact. For that rea-
sson, the words “cancer” or “cancer
society” are never spoken. The

power, says Schwartz, 1s in the im-

‘plication.

Schwarts has been working for
‘the society for over 12 years. He
'says he enjoys public-service work,
and has donated work to the City
of New York in campaigns against
false fire alarms, for measles innoc-
ulation, and for trafic safety.
Becker, too, finds public-service
work enjovable as well as personal-
Iy rewarding, though ‘“there are
usually very tight budget prob-
lems.”

Both men enjov the artistic {ree-
dom a public-service account gives
them. They are not working with a
client that is constantly ticking off
sales in his head and many times,
\as in this project, there is no agen-
‘cy involved. When asked how he
likes working without an agency,
Becker replies: “Terrific! The less
people involved in a job the better
its chances of coming out success-
(fully.” Both men qualify their ex-
‘uberance; a skillful cameraman
‘and clever sound man won’t re-
iplace the agency. “If a film house
'has a production person, why does
the agency have a production per-
ison?” Schwarts asks. He answers his
own question: The ideas have to
dcome from somebody. “If they don’t
Jcome from the agency they must
‘come [rom somewhere else.”

Some of Schwartz’s creative theo-
ries are clearly the result of his
associations with McLuhan.
Schwartz is presently a colleague of
McLuhan’s at Fordham Universi-
ty, where Schwartz teaches “audito-
ry perception.” Schwartz comments
on the broadcast media and his
work for ACS: “Radio and televi-
sion are not the place for facts. If
you give facts here they should be
given in emotional terms.”

He won't talk to you about a
script;  he  doesn’t  believe in
scripts, only in transcripts. The
ACS spot is un-wordy and visual.
The “copy”, says Schwartz, was a
natural outgrowth of Becker’s film.

The American Cancer Society,
“whose only role was to say yes or

no", according to Schwarty, simply
paid the bills and made one small
but significant change. The voice
over originally asked: “Do you
smoke?” But the cancer society lelt
that to be realistic about people’s
will power and to eliminate the
greater danger, (he spot should
sero In on cigarette smoking as a
hazard, not all types ol tobacco use.
The society requested that the
question be changed to: “Do you
smoke cigarettes?” END

A man’s best
friend is his

film editor
by Granger Tripp

Classic Situation Number 4-\ in
the television commercial business
takes place at the client screening
of a new commercial. The commer-
cial ends, the lights come up, and

almost everyone turns to accept
congratulations [rom the person
next to him, who 1is, ol course,

already accepting plaudits of his
own. A voice [rom the corner ol
the roont is heard:

“That’s the wrong pancl.”

“Huh?”

“That’s the wrong panel on the
package. That red, white and blue
bullet  was  discontinued  (wo
months ago. You can’t show the
package from that angle.”

And there you sit, proud creator
ol a bright new success story that
appears destined to die helorve it is
even born, all because somebody
goofed. “But 1 thought you told
him. . .”

Classic Denouement ol CG.S. 4-A
takes place in the editor’s cubicle
at the film company. “George,
we've got to fix it. Don’t ask e
how. We gotta fix it.”

The funny thing is, more often
than not he does.

Somehow, [rom some lorgotten
corner, the editor fimds an out-take
that hides the faulty panel. He
I’)lllS m a Clll-Zl\\'Zly, reurmnges Hi
scene, and suddenly the commer-
cial lives.

Once again, the commercial
maker’s greatest unsung friend has
come to the rescue.

If I were beginning a career as a
commercial maker today, one of
the first people I would seek out
and befriend would be a good film
editor. Few other practitioners ol
the film-making art can contribute

Tripp is VP-creative supervisor at J.
Walter Thomfison, New York.

WWW.americanradiohistorv.com

so much to writer, art director and |
producer. '

As a writer, especially, I have
always felt a strong kinship with
the man at the Moviola. It hlm is
the ultimate medium of modern
communication, then the ultimate
communicator is the film editor.
He is one ol the great storytellers
ol our time, a different kind ol
writer, who substitutes film for pa-
per and a three-headed foorage
counter lor a typewriter.

The editor can help the writer
i two ways: first, as a teacher, and
second, as a colleague and savior in
time ol dire distress.

The first way is perhaps less of-
ten recognized than the second, bul
anvone who wishes 1o bhecome
proficient in the art of the commer-
cial can learn more lrom a good
film editor than trom ahmost any-
one else i the business.

To begin with, he should learn
[rom an editor how film is used in
straightlorward, conventional nar-
ration. True enough, modern film
makers violate everv rule of con-
ventional ediring and achieve great
success thereby.

Jut anyone who is beginning in
this business will do well to become
Eamniliar with the devices by which
motion-picrure fiim tells a continu-
ous story, For one thing, the strong-
est commercials ol all are sull
those that can dramatize a sirong
idea in one continuous episode,
without resorting to elaborate tech-
nique. For another, it is only by
understanding  conventional edit-
ing that one can successtully vio-
late the rules and create new pat-
terns.

I'he writer learns from an editor
how film can be used to compress
real time into screen time. And,
simultaneously, he learns how un-
lorgiving is our medium: 60 sec-
onds are 90 feet and no more, as
has been proved (o anyone who has
ever had (o squeeze those last few
frames [rom a beautifully integrat-
ed film that insists on running 63
seconds. “Well, we could shorten
the product shot.” “We could
what?”

The second point at which the
cditor is the writer’s friend occurs
after the commercial has been pho-
tographed. Now he can not only
help in correcting mistakes, as sug-
gested earlier, but he can play a
vital role in executing the writer’s
original concept. Draped in a scarf
of film, up to his knees in film,
with film to his right and left, film
on the table, film on the shelf, he
somehow remembers just where ev-
erything is, and how it all fits to- |

Continued on page 56
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STOCK OUTILOOK

from page 37

same kind ol television advertising

growth as the old rate ol 109],-129,."
Goodfriend finds the same situa-

tion in television stock prices. “To

get back to the rate of growth of the

carly '60's,” he said, “y()u'(l have to

have P-E ratios go from 15 to 30,

since they went from seven to 15 in

that period.” And he ques stions
their attractiveness at 15-17 times
carnings.

Sandler and Saito agree in prin-
ciple, while seeing their value a bit
higher. “I don’t sce any change for
the kind of industry we're talking
about,” says Sandler. “In the last
three or four years the P-LE ratios
have gone from 12 to 20. A 12-to-15
P-E is a goed buy. At 22, you're
overloaded, so I don’t see them
going above 20.” Concurs Saito:
While 20 “is the top for groups,
there are no real bargains at that
but some are reasonable.”

Most analysts point out that the
most surprising factor in the adver-
tising drop was the breaking of the
once assumed rule that when the
economy slowed down, advertising
held its own. Several analysts note
that for the first time since televi-
sion matured, economic sluggish-
ness was accompanied by a tight-
money squeeze.

Says Jepson of the Value Line:
“In a liquidity crisis or fear of it,
one of the easiest places to cut
budgets is advertising”—so corpor-
ate profit-and-loss sheets were bal-
anced toward the black at the ex-
pense of trimmed ad outlays. Saito
summarizes: “People went into '67
with high hopes and when the
profit margin didn’t develop, ad-
vertising got cut back.”

Sandler asks if this experlence
doesn't raise rthe question: “Is
broadcasting a more cyclical indus-
tiry than we thought?” The answer
apparently is yes, with the analysts
unanimously seeing television’s
fortunes in '68 following the swing
of the general economy closer than
ever.

Thus, most see television stocks
tied to the general predictions for
the year: a growth of 69, or 79, in
the Gross National Produc( to .15835
million to $84‘3 million, about a
7% increase in consumer spending
a 5% hike in business capital ex-
pendunru The consensus is that
advertising outlays will have a cor-
responding growth in this same
range, although there are, of course,
individual differences of opinion
on the exact rate of this growth
(Jepson ithinks the television
stocks “as a group won’t perform
as well as the market in general,”

TELEVISION MAGAZINE

Saito sees the over-all indus-
try growing 79 -89, and spot grow-
ing slightly more, about 89-109],
partly because of greater sales of
30-second commercials) .

There 1s agreement, however,
that although the economy proba-
bly will show its strongest resur-
gence in the first half of the year,
with steel and other major indus-
trials making a quick comeback,
television probably will be much
slower to rebound, with the major
increase in ad revenues not expect-
ed until the second half, as cau-
tious advertisers hold back until
they are sure of rising profits.

Several analysts, such as George
McLaughlin of Revnolds & Co
New York, point to an cstxmdled
109, growth in viewing time ex-
pected as color-sct  penctration
grows. Says McLaughlin: “It has
been proved that the advertisers
will pay the rates for color and
more people will be watching be-
cause they enjoy it more. On bal-
ance, I see nothing but growth. On
the rate structures, it's whatever
the traffic will bear and the price
structure is going up. It's an 1nfla-
tionary economy. We all want
more money.”

Saito also sces the possibility of
local business picking up more
than the average in many areas as

while

stations under group ownership
get better management. “A lot of
independent stations just didn’t try
aggressive sclling,” he says. “They
almost sat back and waited for lo-
cal ads to come 1n.”

Some of the major economic fac-
tors during the year that are ex-
pected to affect television: infla-
tion, hurting the advertising dol.
lar; the Vietmam war (Wall Street
is betting for continuation ol the
war on a larger and more expen-

sive scale. “If there were a settle-
ment,”  says  MclLaughlin,  “it
would take I8 months to switch

over to a consumer economy from
a semi-war economy’’); there also
15 a possibility of new rulings on
multimarket station ownership and
increased federal regulation ol ma-
jor advertising, particularly ciga-
reites (doubted by most analysts.
Predicts McLaughlin: “So long as
Johnson is heading the govern-
ment, I think we are going to sc¢
more or less a status quo in action
affecting broadcasters; the FCC
won't be taking any actions too
detrimental and may even clear up
some things”) ; therc also 1s the tax
surcharge sought by President
Johnson. Some analysts, such as
Goodfriend, don’t think he'll get it,
but most others, while predicting
that a tax hike will go through,

The body bheautiful

Many articles have been written about the steps a TV show goes
through from its conception to its appearance on the air. But the process

is still shrouded in mystery.

With the generally disappointing showing of the new programs this

season,

one is led to the inevitable conclusion that whatever process

produces these shows must be seriously flawed.

A recent speech by Dr. Otto von Cathode, refugee professor of com-
munications, casis a fresh light on this creative process. Dr. von Cathode
was addressing the annual convention of television broadcasters at Pas-
saic, N.J., garden spot of the East and gateway to upper Philadelphia.

His speech gained its pith and perspective from the analogue drawn
by the professor to the functioning of the human body, and a rather ex-
plicit chart of the digestive channel which he employed during his ad-

dress. Extracts follow:

Good evening. Here is your television system,

the most ingenious

communications medium in the world. You will notice it is designed
to function like the human body. Better it should function like a com-

munications mediumni.

Studying the amazing intricacy of this process, we are led to agree
with the philosopher who said: “If television did not exist, Man would

have had to invent it.”

Let us follow a program idea from its inception in the mind of the
writer or producer to its ultimate appearance on the air.
In the beginning the program is fed into the maw of the studio. It

is cither lumpy or gelatinous,

tasteless or overly seasoned, and rarely

in a condition to be absorbed into the national bloodstream. That is
the purpose of the process that now begins.
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who view them favorably in the
long haul, such as Jepson, say it is
going to take anywhere from three
to five years for good recovery.

Of the new subsidiaries, most
point to the $270-million purchase
of Holt, Rinehart & Winston, pub-

don’t see it causing any cutback in
advertising. Says  McLaughlin:
“Being an election year and as-
suming Johnson will go for anoth-
‘er term, he can’t afford to let the
economy get away from him or be-
zr.ome too stuggish.”)

.

In individual categories, of the lishers, as the most troublesome
Unetworks, CBS seems to have lost division, although the New York
Lits once predominant position as a  Yankees baseball team and some

other divisions haven’t performed
as well as expected, either. “Holt,
Rinehart is e\pected to be a major
contributor,” notes Goodfriend.
“But now it looks as it we’ll have
to wait three or four years for it to
assume a major role.” McLaughlin

! sort ol benchmark for the industry.
! While Saito acknowledges that
" “there still is a tendency to equate
i broadcasting stocks with CBS since
\it has a lot of shares out,” its per-
{formance is not necessarily indica-
|tive of the industry average.

! Savs Goodfriend: “CBS is still notes that “Holt fell out ol bed for
un(]ercromg rea(l]ustment from its CBS” primarily because it became
Jacquisitions.’ \IcLaughlm notes a victim of the guns-and-butter
that CBS was off its earnings pre- squeese. “The government was ex-

pected to pay for various educa-
tional programs that would buy a
lot of books. But because of the
war, they haven’t been tunded.”
Most observers sec CBS lagging
behind the average in 1968 recov-
ery. McLaughlin lorecasts CRBS
earnings of $2.30 a share, while
Jepson’s projections for a 12-month
period ending in March (estimates
upon which Value Line bases the
survey’s 1968 rankings ol how indi-
vidual stocks will do in comparison
with the Dow Jones average) arc
for earnings of $2.15 a share. This

| dictions even before the advertising
slump set in. “They predicted by
‘the first quarter of "67 they’d have
all the major expenses paid, but
i they didn’t and spent all through
i the year. They've had problems
| other than broadcasting.”

With CBS profits for the frst
inine months down 279, from the
record $3.11 a share of 1966, many
of the analysts criticise its diversifi-
cation efforts. Says one observer:
“They've had a lousy track record
‘all the way through. Their timing
has been bad.” And even those

by Gerald Gardner

The process gets underway as the idea is ground into fine particles
by mastication and mingled with the saliva ol all concerned. The process
' softens much that is indigestible and renders the spicier elements bland
| or sugary.
| Mastication grinds up the idea so that subsequent organs of the system
i can more readily act upon it
The masticated program now passes down the esophagus through
4 the stomach and into the intestinal network. Here further changes
| will take place. Creative juices are mingled by a peculiar churning
' motion that often involves painful contractions, such as don’t, won’t
£ and can’t.

The show passes through the colon, the semi-colon, the apostropht/,).

the William Morris Office, and the NBC commissary. Everywhere it
moves, the partly digested show is acted upon by various agents, until
all the solid particles have been converted into a substance of homo-
|geneous consistency.

The program is now ready to be absorbed into circulation for the

8. general nourishment. . . .
. All in all; the system is quite workable, despite occasional obstruc-
tions which can be dealt with by minor surgery after a 13-week period.
“§  Winston Churchill said in June ol ’39: “Democracy is the worst system
of government except all the rest,” and the same may be said for the
television system.

Or as the Greek Demosthenes put it: “The quality of merit is the
soul of taste, but the taste ol soul is seldom the merit of quality.” Once
I8 one has said that, one has said it all.

! In short, as a doctor I would remind you that you only have onc TV
il system. Take care of it. It wasn’t made that way for your health.
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earning, with an estimated stock
price of $54 a share, also would
give CBS, at 25:1, the highest P-E
ratio ol any of the nine broadcast
stocks (two networks and seven
group broadcasters) rated by the
Value Line survey.

Wall Street predictions for ABC
are brighter. Most analysts feel that
on its own value, the stock is over-
priced as long as it remains above
$60 a share, but that the network
undoubtedly will find a suitable
merger partner. And, in the mean-
time, its earnings for the year will
take a definite upturn.

Goodfriend notes that i addi-
tion to advertising revenue drop,
ABC’s theater chain also had dis-
appointing third and fourth quar-
ters although other major theater
owners did well. Nonetheless, he
predicts the company “should sta-
bilize with a 39/ to 47, growth.”

McLaughlin predicts ABC
“should have a nice rebound.” He
notes that the company had an
estimated growth of 79,-89;, in
1967, (usdppomtmg only I)CC‘IUSC
of a Oro“th of 139,-149%, in recent
years. M(L.lufrhlm pre(llcts 1968
earnings of $‘) 70 a share, “down
pretty sharp trom 1966,” when they
were $3.81. Both Goodfriend and
McLaughlin say chat although it
would be very difhcult for ABC to
come back 10 '67 e\pecmtions giv-
en a reasonable economy, it's pos-
sible, although not expected, that
grm\th could go back to 1965-6G6
levels, and earnings could move
back over $3 a share. Jepson’s Val-
ue Line predictions are for earn-
ings ot $2.90 a share.

The groups again are where the
analysts look for the big action.
And while national spot still makes
up some 519, ol the revenues ol
these broadcasters, the analysts say
the real attention remains centered
on diversification and merger activ-
ites.

Says Sandler: “The big moves
are going to occur in the stocks
through their nonbroadcast activi-
ties. And this is the year you're
going (o get increasing awareness
ol the importance of outside inter-
ests.” Saito wonders when one or
more group broadcasters may be
acquired by a major conglomerate.
‘They are attractive stocks, he notes,
but no TV group ‘“has been sold
to an outside interest yet.”

Despite relatively high P-E ratios
and disappointing 1967 earnings,
McLaughlin says, “there are good
fundamental values in the groups
across the board.” Each analyst has
his own favorites, and often they
are in opposition. Almost always,
however, they center more on
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Stock analysts expect diversification by broadcasters 1o continue in 1968

STOCK OUTLOOK

from page 47

specularion about prospects for the
groups’ merger holdings than their
own broadcasting performance—
such as Storer’s Northeast Airlines
or Talt’'s Hanna-Barbera Produc
Lions.

“An mvestor interested in an
outht such as Storer really doesn’t
give a damn about what (he station
revenues do because they have the
assurance they’'ll grow 89 99, or
109,,” Sandler says. “They want to
know what the airline will do, be-
cause although it’s trouble now,
once it turns around, Storer could
double in a couple ol years.”

Everyone agrees that diversifica-
tion will continue, perhaps in-
crease this year. The groups (with
their young, aggressive manage-
ments) arc limited in internal
growth and have run out of fron-
tiers for broadcast acquisitions in
major markets. This in turn makes
selection of these stocks much more
of an individual decision, rather
than an indusiry-wide generaliza-
tion. “Because ol diversification,”
AcLaughlin notes, “there are too
many variables to predict P-E ra-
tios.”

Storer was criticized in many
quarters for its airline acquisition,
but it is now being spoken of more
enthusiastically as ‘airline stocks

”

wmhn

EDUCAT'OMhL
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come back into lfavor and most ol
the analysts are making rosy
Jong-term predictions. (At the same
time, such an outside holding
opens up complicated arcas of al-
most limitless speculation: Will the
government, lacing  the war’s
economic squeeze, take away the
subsidy to Northeast that was ex-
pected to help it break even in 68,
alter sulfering an estimated loss of
about $5 million in 677 1f it takes
away the subsidy, will the govern-

ment award Northeast its long-
sought routes to the Caribbean?
Will the President’s travel restric-

tions to Europe increase business
on Northeast’s Florida routes?)

Similarly, most analysts ind Taft
Broadcasting attractive because of
Hanna-Barbera, despite the fact
that it contributed to a poor year
tor the broadcaster. “Talt is attrac-
tive  hecause we  know Hanna-
Barbera will work out for them,”
says NMcLaughlin. “You can’t say if
it will work this year, but it’s a
move in the right direction.” San-
dler concurs: “You know there
should be an increasing demand
for this type of product, p;nrticular-
ly with the increased use of color.
Flalt of Saturday morning is de-
voted 1o cartoons.”

The lar-llung acquisitions also
make cvaluation of stock values
much more difhcult. Some analysts

Copyright, TELEVISION Magazine, IFebruary 1968
“All we want is a nutty situation comedy with a catchy title into which we could
subtly inject our course in nuclear physics.”

PVELEVISION MAGAZINE
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say that the large solt-drink bot-
thng and vending purchases of
some of the groups such as Wo-
metco don’t look as attractive now
as they did a year ago. Yet another
of Wometco’s holdings is bound o
do fairly well this year, since it is
the only major film processor in the
Miami area and the Republican
national convention will be held
there.

Most analysts continuc to rate
Metromedia as one of the most
attractive stocks of the groups be-
cause ol its diversification moves.
Yet it’s also noteworthy that Metro-
media’s third and fourth-quarter
revenues were behind ‘what had
been expected, largely because ol
drop-offs in its O. E. Mclntyre and
Dickie-Raymond mail-order divi-
sions.

Goodliriend and many other ana-
lysts contend that Metromedia de-
serves to sell for more than its
present P-L ratio of about 18, yet
Sandler questions whether the P-E
ratios for such divisions as McIn-
tyre and Dickie-Raymond deserve
to be as high as that. But, of course,
the company is valued as a whole.
And while Goodfriend notes that
Metromedia’s mail-order divisions
“were carried by the broadcasting
operations,” Sandler points out the
exact opposite situation in another
group broadcaster where “Cox
slowed down in broadcasting, but
its profits were buoyed from out-
side areas.”

Efficient management

Capital Cities is a favored stock
because it held costs down when
revenues weren’t coming in during
the past year and still managed to
show a good return from its broad-
cast operations ($1.55 a share for
the first three quarters) . “To some
extent, the revenue drop was a
positive factor for them,” says Saito
“because it has proven that the
company can efficiently manage
when things slow down unexpect-
cdly. You assume that when the
industry starts developing again it
will be up more than the average.”

Yet, says Sandler, some investors
held back from Capital Cities be-
cause of its financial growth and
relatively few moves. Tt was due for
a major acquisition. Now, with its
January purchase of Fairchild
Publications, investors may be c¢x-
pecied to renew their interest in
the stock.

Jepson's Value Line 1968 pre-
diction for the seven major group
broadcasters runs from a low per-
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share earning of $1.30 for Wo-
metco to a high of $3.10 for Met-
romedia, with most between $2
and $2.50. P-E ratios run from a
low ot 17.6 for Taft to a high of
235 for Storer, with Chris-Craft
providing the best yield for siock
dividends (predicted at $2.05 a
share, at a stock cost of $12 a
share), at 3.19,, just below the
1,400 stock average of

1 .49

Most analysts agree (hat any

| CATV copyright rulings will have

I of

-

o

. long haul,” says Sandler.

major impact on the value of not
only the tew cable stocks, but most
the groups, too, since many,
such as Cox, have large CATV
holdings. ~ Most  agree  with
McLaughlin’s  prediction  that
“CATV is going to go in a big
way” but many feel it's a 10-year
move. “We're still talking over the
“There’s
not CATV  experience
yet.”

Programing attractive

Despite a history ol instability in
the programing stocks, Sandler
finds themn ‘““increasingly atiractive
to group broadcasters.” He and
other analysts see relatively small
producers ol specialized program-
Ing as prime meat for group ac-
quisition, as already demonstrated
by Talt with Hanna-Barbera, Met-
romedia with Wolper Productions
and Cox with Walter Schwimmer
and Bing Crosby Productions. Jep-
son notes that for a major company
geared 10 expensive, quality pro-
graming, the trend to every night
at the movies and to long-format
television shows is to their advan-
tage. “Obviously it cuts costs 1o let
one crew run for an hour and a
half, rather than setting up crews
for several half-hour shows. The
more pilot speculation you can cut
out—either by reducing the num-
ber of them or by making them sal-
able even if a series doesn’t develop
—the more efficient you should be,”
he notes.

At the same time, the smaller
programers may be forced to merge
or give up without resources for
large-scale high-budget produciion.
Most analysts therefore foresee in-
creased earnings, and possibly
higher P-E ratios for the major
programers, such as Warner-Seven
Arts, M-G-M and Columbia, while
rumors continue of possible mer-
ger activity around Filmways, Four
Star and Walt Disney.

Saito also speculates on a pos-
sible secondary development
beneficial to the big studios as a
result of the increased movie de-
mand. “The top price for films
may not go any higher,” he pre-

enough

dicts, “but I can loresee a situation
where, as the supply runs out, the
networks may use them over again
every five or six years in prime
tune before they go mto syndica-
tion. Putting major pictures on a
cyclical basis would increase the

value ol the companies’ film li-
braries and could help control
their growth patterns. In an oll-

year, programers could gain sorne
revenue by releasing more films to
television.”

Most analysts see the service in-
dustry, in the form of station rep-
resentatives, the next fheld ripe lor
merger plcl\mp Goodiriend says:
“I see more ol the’ John Blair-type
company going public in the lu-
ture.”” Blair, ol course, has investi-
gated al least one merger ossibili-
ty and there are Wall Strect rumors
that at least one other station rep-

resentative has heen the subject of
acquisition study.

In  manulfacturing, [lollowing
1967's record year tor NBC parent
RCA, the analysts pre lict another
good year, as color-set sales are
expected to continue increasing at
a greater rate than the growth of
consumer spending.

Perhaps most important to the

television stocks is the way in
which investors—particularly the
big institutional investors—view

them. Analysts agree that the insti-

tutional view is much ditterent
now than a year ago.
Says Goodfriend: “T'wo years

ago we didn't exist as a subject for
major consideration by the big in-
vestors. A year ago, thev were very
willing 10 listen (0 the stories on
broadcasting stocks. Now the mar-
ket is much more cantious and

What TV stocks did in 1967

One of the most accurate charts
of the slump that belell television
in nid-1967 is shown in the Huc-
tuation ol industry stock prices.

The Sumduard & Poor average of
radio and TV broadcasting stocks
was a mirror closely rellecting the
financial progress ol the year. Fol-
lowing tfrst-ol-the-year predictions
ol prosperity, the stock average
steadily progressed during the hisi
five months ol the vear and by May
was up 16,449 over what it had
been in January. Then the slide set
in. In  June, growth not only
stopped, but dropped back. The
average was only 4.879, above what
it had been in January. It con-
tinued 10 decline through July and
by August was only 3. 159, above
the ]dnu.uy average. [t rallied
slightly in Scpl(ml)el up to 6.139
above  the January average, but
then went into an even greater
slump, hitting a low for the year
in November that saw the average
value ol the stocks 12.669, helow
what it had been at the first ol the
year. A slight rally in December
still did not bring the stocks all the
way back, and they closed the year
8.29, below what the average had
been when it opened.

Comparison ol the broadcast
average with that of the Standard
X Poor average of 425 key indus-
trial stocks shows how closely the
broadcast issues followed the gen-
eral pattern of the economy—and
how much more seriously they
were allected. Just like the broad-
cast stocks, the industrials climbed
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steadily for the fnst five months.
Bv May they were up 10 10.809,
above (e January average. Thele
was a slight dip in ]une back to
only 9.7 IU,( above the January aver-
age. But then the industrials began
to climb again until they hit a high
for the year in Oclober, 15.89¢
above their January average. No-
vember was a slump period, with
the average only 12269 above
what it had been 1n January. But
the year closed out with renewed
growth. By the end ol December,
the industrial average was back up
to 15.619, above what it had been
in January.

The basic results ol 1967: the
industrial stocks increased in value
an average of almost 169, while
the broadcasting stocks declined

R%.
The month by month figures
follow:
S&P S&r
broadcast industrial
stock stock
average average
Tanuary 0 0
February -+ 5.37 - 3.86
March +14.25 1~ 6.65
April +14.39 - 8.52
May +16.44 -4-10.80
June -+ 4.87 4 9.7
Tuly o401 1-11.68
August 4 3.15 -1-13.61
September 4 6.13 1-15.53
October + 0.50 -1-15.89
November 12.66 +12.26°
December 8.20 15.61
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STOCK OUTLOOK
from page 49

selective. There is an increased in-
stitutional attention to leisure
time, but there is a greater sophisti-
cation. The stocks are now priced
about right and the quality of
earnings 1s not only a lunction of
broadcasting revenue, but also of
being able to get gains in other
industries. The individual stocks
have (o earn their own way rather
than on the reputation of the in-
dustry.”

Saito agrees that the investor is
“becoming increasingly sophisti-
cated.” Belore, “you could have
bought almost anything and been
OK when stocks were selling at 12
to 13 times their earnings, but
that’s not the case when they're
now up to 17-20.” Nonetheless,
during the broadcast- sluggishness
of ’67, Saito found “a lot of institu-
tions stayed with these stocks and
will unless we have another bad
year.” The story is the same in
almost all areas (except for one
analyst who reports rumors that
some ‘‘very large blocks” of ABC
stock will be traded “in a very
short time”) .

“A lot of institutional investors
are waiting around hoping prices
will go a little lower,” Jepson says.
“A vear ago this time the stocks
were all good buys and an investor
wouldn’t have investigated the
companies. They were much more
optimistic. Now they show cautious
curiousity.”

Investors hold back

McLaughlin reports “the feel-
ing that institutions are doing a lot
ol selling on the high fliers after
the first of the year to use the
money on undervalued blue chips,
but they still can sce a strong sec-
ond half.”

“Many investors are hanging
back,” Sandlev says, “because prices
are higher than in ’65. We get a lot
of ‘il-calls’ now from people want-
ing to know what are the funda-
mentals of a given broadcast stock.
For two years they didn’t even
think about fundamentals.”

Last year probably saw as many
changes lor the television hinancial
dicture as any other year in the
industry’s history. Many names ate
gouc from the TeLEvISION index of
leading stocks and replaced by new
ones: Subscription TV and Natco
Broadcasting are both out; G-E-I-R,
which had absorbed Arbitron is
now all but swallowed up in the
big Control Data Corp.; Desilu and
Paramount hoth disappeared into
Gull & Western Industries; Unired
Artists  belongs o Transamerica;

TELEVISION MAGAZINE

Warner Brothers and Seven Arts
are now one team. And some new
names have appeared: Fuqua In-
dustries vir_tuaﬁy has come out of
nowhere in the deep South; LIN
Broadcasting is on the scene, and
Corinthian Broadcasting is now
publicly owned.

There probably will be more
changes this year. Says Jepson: “As
long as there are companies avail-
able and money around, there will
be conglomerates because every-
thing is getting bigger in the coun-
try.” And, note most of the an-
alysts, that probably will go tor

profits and stock prices too. END
INTERPUBLIC

from page 27

work out the details,”” says one

source. “The thing about Harper is
that he’s a genuinely constructive
man who would agree to any rea-
sonable plan.”

(Not all of the details of that
plan are known, but Harper is
playing his role with his usual ded-
ication. Again at the end of the
year Interpublic held its annual
Christmas get together with the
press, once presided over by Marion
Harper. This time the invitation
was [rom Robert Healy. More than
one reporter, however, was startled
upon arriving to be greeted by
Marion Harper, who smilingly in-
troduced himself and then led the
reporter over to Bob Healy for
further introductions. Harper did
that repeatedly, with grace and
with apparent ease.)

On Nov. 9, Healy was officially
made president and chief executive
officer of the Interpublic Group of
Companies. Harper retained his
title as chairman but is no longer
on the board and is not making
operating or administrative deci-
sions. He is to devote his full time
to clients and “direct professional
advertising and marketing mat-
ters.”

Healy’s first tasks were to cut
costs, streamline the operation and
decentralize.  Fletcher  Richards
had already been merged with the
Marschalk Co. The four airplanes
were sold and the hangar space
subleased. Deep Hollow ranch at
Montauk Point was sold. Fashion
International was  disbanded.
Several hundred people, some top
Interpublic executives, were let go.
A special publications division was
disbanded (although an agreement
with Simon & Schuster remains in
[orce) . Ofhce space in London,
New York, Los Angeles was
subleased. Frwin Wasey Canada
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was closed at the end of the year as
was McDonald Research in that
Counlry.

Corporate Expansion Services, a
new-business operation, was closed
and new-business activities were
put back at the agency level,
where, says Healy, they belong. A
special-projects unit, The Chicago
Group, was absorbed by the
McCann-Erickson office in that
city.

Explains Healy: “We 100k out
those peripheral operations that
were started for the future that
took up too much time, too much
money. We're taking moncy from
areas not related to advertising and
putting it in advertising. \We've
given merit raises, we've added to
the staff on the agency level where
it was needed.”

One thing Healy, a soft-spoken,
courteous man, is vehement about:
decentralization.  “Authority  is
back to the divisional level, to the
agency heads. They run their own
operations. Each divisional head is
the chief executive officer. We've
delegated responsibilities to the
various components and we at In-
terpublic are here to help, to be of
service to the divisions so that they
can better serve our clients.” Inter-
public’s main functions today: cen-
tralized media billings, centralized
production billing and personnel.
Presumably it will continue to
clear new-business activities at the
agency level so agencies aren't
working against one another.

Perfect rebuilder

Interpublic is a vastly dilterent
operation today and the man in
charge of it, assiduously ducking
the limelight as much as Harper
naturally basked in it, is the object
of some curiosity. He is universally
praised. “He's the perfect man for
the reconstruction of Interpublic,”
says one associate.

“He’s a sure, confident, pressure-
proof executive who's not afraid to
work hard, not alraid to make a
decision,” says another.

Says Matthew (Joc) Culligan,
president of Mutual Broadcasting
System, who once worked with
Healy at Interpublic: “Remember
all those Mr. Clean jokes of several
vears ago? Well, I nicknamed
Healy ‘Mr. Clear’ because he's such
a  straightforward, clear-thinking
guy. If you talk with him for five
minutes and you don’t know what
he's said, then you've got a real
problem.”

Healy began his advertising life
as a chent. Born in Brooklyn, in
1904, brought up in Jamaica,
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Queens, educated at the Pace Insti-
! tute (after selling vacuum cleaners
! door to door) Healy’s first impor-
| tant job was as a $150-a-month
! budget clerk for Johns-Manville. It
. was there, however, that he met
! Ken Dyke, then vice president in

charge of sales promotion, who
' helped Healy develop his business

career.

In 1933 Dyke went to Colgate-

" Palmolive as advertising manager
and a year later Healy joined him
as manager of the department’s
production section. In three years
he was assistant advertising manag-
er. Dyke left for NBC and Young &

Rubicam but Healy stayed at Col-

gate for 19 years, the last six as vice

president in charge of advertising.

Then, early in 1952, for no appar-

ent reason, he resigned. He had

decided to relocate and he wanted
time to think where that would be.

For three months Healy talked

with people who had expressed in-

terest in him before, and with peo-
ple he was interested in. Then one
fateful day, he talked with Marion

Harper, dynamic young head of

McCann-Erickson, and they hit it

off, although Harper was in his

early thirties and Healy was in his

‘late forties. Healy joined McCann-

Erickson as vice president, treas-

urer and director and began his

climb up through a new organiza-
tion.

In February 1962, he went to
Geneva with his wife and two
young hoys to head the Interpublic
office there. And then, on Aug. 15

1964, his 60th birthday, he re-
turned to the states and semiretire-
ment at Key West, just as he had
planned it. For the past three years
he was involved in special projects
on a purely staff level, attending
meetings several times a month.
Then the phone rang.

Why did he go back? “I'd been
here a long time. I'd brought in a
lot of people from around the
world. If they thought I could be
ot help, then why shouldn’t T try?
This is a business of pecople.”

The new Interpublic chief ex-
ecutive officer feels that he’s grown
up with relevision. ‘I used a lot ol
it when 1 was a client and | used a
lot of it when I was working on
accounts.” Moreover, he recalls
that he first saw television at NBC
in 1934 (“I was just a kid”). He
was waiting in John Royal's office
(then NBC’s programing head)
when somcone said: “Hey, there’s
Mr. Royal.” And there he was, on
TV.

Healy thinks that around 1939
he was the owner of one of the first
TV sets. It was designed by Allen
B. DuMont, had approximately 32
dials in the back, seemed to be
seven fect square and had a screen
that was only about four by five
inches.

All of this was preparation for
Colgate’s first TV buy in 1917,
which was a series of programs out
ol the Wanamaker store in New
York on How To Do It—how to
make a pie, how to skip a rope,
demonstration stuft. By 1950 Healy

Think small. If you save one

person from hunger, you

work a miracle. Giveto CARE,
New York 10016
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was in big-time television pro-
graming with the Colgate Comedy
Hour.

At present, Healy is working a
12-hour day that begins around
8:30 a.m. He says he’s always en-
joyed working and that since ad-
vertising is a fascinating business
he’s very happy in the othce.

Then there are a lot of people
who are happy Healy’s in that
ofice. There was a danger, says
somcone who is now the chiel ex-
ecutive ofhcer ot a division, that
Interpublic was on the way to be-
coming a super agency. ‘‘They
were tending to see themselves as
the Ultimate Authority on every-
thing. Well, we're very close to our
clients.  And our clients are very
close to their businesses. Between
us we can work things out. That’
the way the business is structured.”

Everyone is convinced that
Healy and his top executives can
work things out. The transition
was ;nccomplished so smoothly, so
professionally, with a minimum ot
client alarms, that some people are
talking about a new sophistication
in the business.

Although there will undoubtedty
be other changes, perhaps mere
economies, Healv clearly thinks the
worst is past and that the company
will show a profit in 1968 (it was in
the red last vear) . And what about
the Marion Harper prediction that
Interpublic would have client bil-
lings of a cool $1 billion by 19712

Healy says that goal will be
reached. END

FEBRUARY 1968
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lntonnal TV scssion on weddmg prodded LBJ into his sccond TV ‘Conversation’

LB] AND TV
from page 28

ter the program was taped and they
were ornamented with an ofhcial
White House photograph taken
during the taping. The White
House must have agreed it would
be a show worth pmmotmg.

Two networks, perhaps feeling
they were being misused, denied
responsibility for the newspaper
ads on their evening news shows
the night of the President’s appeor-
ance.

That was only the beginning.
Newspapers, sensing pre-emption
ol the editorial lunction by the
White House in network obedience
to some presidential requests for
deletions from the tape, had
jumped onto the story. It was no
scoop. They had heen tipped by
GBS iwsell,  which  preceded its
broadcast of the program with the
announcement that certain White
House requests for changes had
been honored on the grounds of
national security and international
policy.

Editorial deletions

Other aspects ot the network op-
eration attracted attention. There
was the question of cutting and
splicing an hour and 25 minutes ol
taped conversation down to one
hour for the national replay. It
wasi’t just the reported deletions
that excited the press, but (he
elaborate atiention to editing, with
an electronic splicing techmque
giving the performance artificial
continuity and an air of untam-
pered spontaneity. The White
House had lavored some surplus
COH\'CrS(lll()n prf‘\lllndl)ly {0 case
the editing process should it [eel
that substantial cuts were required.

Then there was the matter of the
political nature ol the program
that had atiracted an estimated 52
million viewers, more than any
President had ever rcached before
with such o broadcast. (President
Kennedy had an audience of 48
million for the first presidential
conversation  telecast in 1961
Johmson, using the same format in
1964 had gained 38 million view-
ers.) Were there grounds lor rebut-
tal time by Senator Kugene McCar-
thy (D. Minn.), a declared candi-
date for his paity’s {)rcsi(lential
nonmmation, as a result ol John-
son’s relerence to the “Kennedy-
McCarthy  movement” and the

“ambition” ol the two men?
James Reston, in the New York
Times tackled the whole story
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several days later, relerring to the
“impractical if not unworkable
and unconstitutional’’ rules of the
FCC and for his troubles got an
extraordinary veprimand {rom the
commission in the form of a news
release that implied he didn’t un-
derstand the rules. He had mixed
up the personal-attack provisions
ol the commission’s [airness rules
with the political time rules, which
sccure equal broadcast time [or all
declared and bona fide candidates
for the same office.

The unusual action of the FCC
in pointing its finger at an errant
column, emphasized the strange

osture in which the agency found

/isell. A commission ruling on the

demand would put the FCC in the
position of deciding whether John-
son was in fact a candidate, some-
thing he hadn’t seen fit to declare
himself. The FCC denied the re-
quest noting the President had not
publicly announced his candidacy.
Johnson’s relations with televi-
sion have been by turns stormy and
halcyon. He has referred with
pique to. the editorial %912}?21{ of
“three men” at the networks. And
he has been humbly delerential as
in response to a question about
balanced network reportage of do-
mestic agitators, saying: “That’s a
matter for your news judgment.”

Airborne critic

He is hyperaware of television.
One Washington network news bu-
rcau chiel remarked after the Con-
versation: “Johnson watches what
goes on television news and how
the White House is covered very
carelully. Sometimes he gets testy
about it. But his pattern is in and
out and up and down. I feel he did
himself a lot of good with last
night’s show. Maybe today he’s de-
lighted with television.”

Taking ofl for a round-the-world
trip the day after the Conversation
taping, the President had hoped to
be an airborne critic of his own
show. He has a video-tape machine
in Air Force One. The nctworks
tried to oblige him, but editing
problems prevented delivery of the
fimal version ol the tape belore his
takeoll. He did get a copy of the
program’s transcript on board and
presumably relayed his requests {or
changes by radio to the White
Iouse, which was in contact with
network representatives.

TV.Johnson retations were prob-

ably at an all-time low in the
ring ol 1965 aflter a spree of
short-notice appearances by the
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President and complaints by the
networks that he was playing fast
and loose with them; using the
power of his office capriciously and
aggravating their scheduling prob.
lems unnecessarily. Even as the net-
works fumed over their difticulties
with Johnson, negotiations were
going forward tor the establish-
ment of a full-time live television
facility in the White House.

George Reedy, then presidential
news secretary, belittled the public-
ity that attended this controversy.
but the network displeasure was
not imaginary. These appearances
by Johnson generally followed ad-
visories of his availability to the
cameras for announcements, not
demands for time. But the White
House, keeping mum on the con-
tent of his remarks, made it impos-
sible for the networks to decide
beforehand whether live presenta-
tion, taping for later replay, or no
exposure at all, would be the ap-
propriate news judgment. Keeping
on the safe side meant live cover-

age.
The LBJ brand

Johnson had been burning his
brand onto the tube. During his
first two vears in office he went be-
[ore live network cameras 58 times,
nine more than had President
Eisenhower during his eight years
in office and 25 more than Pres-
ident Kennedy in his two years ard
11 months. In 1965 alone Johnson
was on live television 36 times. e
was making the bill-signing cere-
mony a national event. |

It was against that frequency of
use that the networks pushed for
establishment of a permanent
White House TV setup, one that
would cost $1 million to install and
$200,000 a year to maintain. Always
warm would be be three television
cameras, staffed by a nine-man crew
six days a week. After intermittent
negotiation the cameras were in-
stalled in the White House theater.

Then the President’s urge to use
television became less frequent. In
1966, he appeared live only six
times; in 1967, only seven times.

Gradually the permanent TV-
camera crew became a luxury and
by December 1966, the unit was cut
back to a now-and-then operation
with the understanding the net-
works would man the facility on a
daily basis for temporary periods if
requested by the White House dur-
ing national emergencies or inter-
national crises.

It’s not surprising the President
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1s so conscious of his television
| image. Everybody talks about it.
Recently a big premium went on

the relaxed LB]J, the natural
LBJ, the free-to-move-and-use-his-
| hands LBJ. It was after a

prescheduled news conference in
November. He was outfitted with a
| lavalier microphone to lengthen
his electronic tether and his per-
formance was front-page news—not
| the content but the style. Johnson
i had used the wide-open televised
conference technique two years
| earlier, but then dropped it as a
bad habit. The return to TV stage

center and his glowing reviews
must have set him wondering
about how he could continue to

use TV to best advantage, how he
could capitalize on his best spon-
taneous appearance without
risking loss of control, or spilling
information that would best be
withheld.

Wedding prelude

One year after Johnson's March
1964 Conversation telecast the net-
works suggested another program
of the same format. Understand-
ably they welcome the opportunity
to be at the center of such an affair
ot state. From time to time there
were informal talks about the pos-
sibility of the program, but the
immediate spark for the Dec. 19
Conversation came after a relaxed
interview that three network
White House correspondents did
' with the President and his wife as
part of the coverage of daughter
Lynda’s wedding. Johnson liked
| the way that one went so well that
a planned 15-minute session turned
linto half an hour. Aflterward he
' called the three newsmen aside
' (ABC’s Frank Reynolds, CBS’s Dan
'Rather and NBC’s Rav Scherer),
‘acknowledged that his biggest
I problem was in communicating
1\\'ith the American people, and
proposed it was time for another
I1nformal conversation show. While
the President had liked the way
the wedding interview went he
was disturbed about his hunched-
oxer. pi%ﬁ@med

chair_ That problem would be

next session.

The networks were asked to get
together and submit three possible
ftimes to put the President on.
They settled on Tuesday, Dec. 19.
The White House specified the
time for taping. It would be the
previous Monday morning, leaving
but one day from shooting to air
date.

The networks got busv. Pool
producer of the program, NBC'’s

solved with a rocking chair at the

Bob Asman, called a meeting of
the three network bureau chiels io
discuss a technical and editorial
approach. Four cameras would be
used. Their signals would be fed
through the pooi truck directly to
a bank of taping machines at NBC
News in New York. Actually there
were three signals being fed to
New York; one, the composite out-
put of the cameras as determined
by the switching of the program’s
director in the pool truck, one a
continuous shot ol the three corre-
spondents and the third, a continu-
ous shot of the President. If the
director missed an interesting reac-
tion in his composite feed, the
drone cameras would provide back-
stop lootage that could be spliced
into the final tape by the editors
in New York.

Another [eed would go from the
pool truck to NBC’s wre-1v Wash-
ington where it would be raped
and fed back to monitor screens set
up in the White House cabinet
room so that President, producer
and newsmen could review what
had gone before, during breaks in
the taping.

Technical planning under con-
trol, the three network correspon-
dents, the same ones who had done
the wedding interview, held a Fri-
day breakfast mecting at the Hay
Adams Hotel to discuss the areas
they would cover. A list ol gencral
subjects was submitted to the Pres-
ident.

A briefing session

There was a call from the White
House. Johnson wanted to hold a
briefing with producer Asman and
the correspondents who would in-
terview him. At that meeting the
President went over things he
would talk about. Growing in-
formal and salty he told them he
didn’t want the thing turning into
one of those Sunday network news
shows, where correspondents draw
more attention to themselves than
to their subject with a lot of fancy
questions. In so many words he
said he could be an exhibitionist
too, 1l he wanted.

He also warned them to stay
awav from questions that would
lead him into comments that
would leave the networks subject
to equal-time demands [rom the
Republicans. As it turned out, the
only politicians he named on the
program were Democrats, mainly
Senators who have disagreed with
his policy in Vietnam.

Saturday night the correspon-
dents and bureau chiefs gathered
for a screening of the President’s
1964 Conversation telecast. They
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were struck by its dreariness, and
wondered if their own version
would seem as dull. In fairness to
that performance, Johnson was low
key lor a reason. He'd only had 100
days in oflice and the memory of
the Kennedy assassination still
hung heavy on the country.

On Sunday the President’s ofhce
was thrown open to the techai-
cians. Working from 10 am. o 7
p.m., they transformed it into a
four-camera studio, moving just
about everything save desk and
colfec table. These would have
been rearranged (oo but hoth con-
tain closely watched communica-
tions centers.

20-ninutes late

On the morning of the taping
the correspondents met again for a
final discussion of their questions
At 8:30 the cameras in the White
House began transmitting test sig-
nals 1o New York. At 10:20 the
President arrived, 20 minutes late.
He wanted to know il he could
move around the oflhice while the
interview progressed. No, he was
told, the cameras were stationai
their onlv flexibility. their zoom
lenses. He could rock in his rocker,
but no walking. He rocked with
vigor. Program director Max
Schindler said the chair moved
across the floor as much as a foot
during one portion ol the inter-
VIOCW,

Shortly betore the session began,
making a final stab at delaved real-
ism, producer Asman set the grand-
lather’s clock in the room at 10
minutes belore 10. The program
would go on at 10 p.m. the next
evening.

The conversation was recorded
in five takes. After the first 10 min-
utes, President and newsmen re-
viewed their efforts on the cabinet-
room monitors. All seemed to be
going smoothly. Taping started
again and went uninterruped for
53 mumutes, the major poruon of
the program. At that point the
President left for about 15 to 20
minutes to handle some business
in another room. When he re-
turned a 12-minute portion was
shot. one that came to a natural
ending. Almost simultaneously the
correspondents said: “Thank you,
Mr. President.” Their conclusion
was premature. After Johnson had
left the room his aide Marvin Wat-
son returned to sav the President
would be available for another few
minutes of taping. There was an-
other session of five minutes during
which there were questions on
bhoth the farm problem and taxes
and yet another of about five min-

’
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COLOR PENETRAT IO\I

More than one of tour U. 8. TV homes has a color set
according to Papert, Koenig, Lois color ownership
estimates tor February 1968.

The growing importance of the color-owning popu-
lation is even greater than these figures indicate since
color households are typically laiger-tamily and upper
income. These ownership patterns mean that color-set
tamilies are better prospects for most products and
since they do move viewing (Nielsen estimates 139,
more prime-time viewing than the average 1V house-
hold) ., they are easier to reach with television.

The geographic pattern of color ownership shows
the Pacific region, at 339, still leading the country by
a substantial margin. Impressive new growth has
occurred in the West Central region, now at 28%, color
penetration.

I'he following local-market color-ownership figures
are Papert, Koenig, Lois estimates ot color TV own-
ership as of February 1968. They are projections from
NSI October,/November 1967 sweep data, adjusted to
regional growth patterns developed by Nielsen from
ARB-Census and Nielsen survey data. They have also
been adjusted (lowered) to include no phone house-
holds.

Three markets—Akron, Ohio; Anderson, S.C,. and
Worcester, Mass.—are not reportable bv Nielsen on a
prime-time  station-total-homes-reached basis, and

therefore cannot be rarked. Data for these markets is
included at the end of the listings.

Nielsen cauCions that because N8I figrires are sam.
ple-base estimates they are subject to sampling error
and thus should not be regarded as exacl to precise
mathematical values. The PKL projeciions have the
additional error possibility associated with forecusting

In the next issue TELkvision will presemt Papert,

Koeenig, Lois-Nielsen Station Index daia on local.
market-UHF penettition.
PKL Projections
Fobruary 988 Color
TV ownerahip
N8I area
Market TV houneholds % Houarhoids
I New York 5,851,530 2] 1,186, KOO
2 Los Angeles 3,541,710 8 1,364, BOO
3 Chicago 2,463,540 29 714,400
4 Philadelphia 2,234,940 27 604, 400
5 Hoston 1,870,650 23 430, 200
6 Detroit 1,604,080 25 401,200
7 Cleve and 1,368,010 28 383, 000
8 San Francisco-Onkland 1,546,910 3! 470,500
¢ Pittsburgh 1,803,720 24 312,400
10 Washington 1,585,220 21 332, 600
Average for markets 1-10 27
11 St. Lou: 841,830 25 210,500
12 Dallas-Fort Worth 878, 800 25 219,700
13 Minneapolis-St. Paul 737,840 22 162, 300
14 Indianapolis 776,850 27 200, 700
15 Baltimore 979,390 24 235, 100
16 Cincinnati 828,470 28 232,000
17 Houston 632,470 27 170,800
18 Hartford-New llaven, Conn. 1,049,850 24 252,000
19 Milwaukee 813,580 34 208, 600
20 Kansas City, Mo. 643,020 25 160, 800
Average for markets 11-20 26
Average for markets 1-20 26
21 Buffalo, N.Y (U. 8. only 589,110 21 123,700
22 Seattle-Tacoina 835,100 27 171,500
23 Miami-Fort Lauderdale 628,400 182,200
24 Atlanta 626,480 24 150, 400
25 Sacramento-Stockton, Calif. 665,950 33 219, 800

PKL market rankings based upon average quarter-hour, prime (ime, station
total homes reached—all stations combined.

VS8I February-March 1967 survey. NSI area households are as of September
1967 and are reprinted with permisston of A. C. Nielsen Co.

!

LB] AND TV

from page 53

utes that consisted of a wibute 1o
the late Australian Prime Minister
Harold Holt. As it turned out most
of the last two segments were
deleted from the tape before the
broadcast.

When he returned for the final
takes, Johnson had apparently just
made a firm decision to take the
\ustralian trip, the journey that
turned into a world-circling affair.
The network men were sworn to
secrecy about that, pending formal
White House announcement. As
the President left after that final
session he told the TV group he
hoped the program wouldn’t be a
boring hour, confiding that some-
times he tended to repeat himself.
He said he hoped they would do
some good editing.

Altogether there had been 85

TELEVISION MAGAZINE

minutes recorded, only 58 of which
would be used. Originally network
representatives had agreed among
themselves not to reveal the total

length of the taping sessions be-

cause they felt it would raise false
alarm about the editing that would
be involved. After all, they ex-
plain, there is no newsman who
doesn’t edit from his copy some
material he has gathered or who
doesn’t withhold some information
in honoring an agreement with his
source.

The TV networks had agreed
to White House review of the pro-
gram in instances where national
sucurity might be involved. In the
face of the number of network peo-
ple who would be involved in the
program, those who would see its
seams and its lining, “national se-
curity” seemed a rather scarey
standard to invoke. Maybe “the

WWW americanradiohistorv. com

\White House view of the national
interest as tempered by the net-
work’s protection of their editorial
freedom,” would have been more
appropriate.

In New York the three network
editors, who would make the final
decisions about what would stay in
the tape and what would go, had
watched the conversation as it was
being recorded. They were Russ
Tornabene of NBC, Ernie Leiser
of CBS and Wally Pfister of ABC.
Each would have one vote in case
of a contested point. The editing
travail was old stuff to Leiser. He'd
been through it twice before, once
with the original Kennedy conver-
sation telecast and again with the
1964 Johnson performance.

While producer Asman and di-
rector Schindler rushed for New
York, these three began their dis-
cussions about how the tape would

A foe Sp A St WU S P S
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PKL Projections PKL Projections |
February 1968 Color February 1968 Color
V ownership TV ownership
N8I area IR —— NSIarea ——————
L Market TV households %, Households Moarket TV households %, Households
7 26 Columbus, Ohio 538,220 28 150,700 Average for markets 51 60 2
. 27 Memphis 532,730 19 101,200 Average for markets 1-60 26
28 Portland, Ore. 552,820 32 176,900
20 Denver 118,960 36 161,600 61 Green Bay, Wis, 379,560 31 117,700
30 Tampa-St. Petersburg, Fla. 407, 140 25 124,300 62 Des Moines-Ames, lowa 301,580 29 87,500
Average for markets 21-30 27 63 Richmond-Petersburg, Va. 328,890" 17 55,900
Average for markets 1-30 27 64 Flint-Saginaw-Bay City, Mich. 169,870 28 131,600
65 Mobile, Ala.-Pensacola, Fla. 292,390 24 70,200
" 31 New Orleans 457,630 26 119,000 66 Champaign-Springfield-Decatur, 111 312,910 35 109, 500
© 32 Nashville 513,250 20 102,700 67 Johnstown-Altoona, Pa. 1,075,550 24 258,100
.| 33 Albany-Schenectady-Troy, N.Y. 612,120 25 153,000 68 Paducah, Ky.-tlarrisburg, Ill.-Cape
34 Birmingham, Ala. 515,930 23 118,700 Girardeau, Mo. 296,400 24 71,100
35 Providence, R.I, 1,526,660 24 366,400 69 Cedar Rapids-Waterloo, lowa 312,710 27 81,400
36 Syracuse, N.Y. 570,040 25 142,500 70 Fresno, Calif. 235,080 35 82,300
37 Charleston-Huntington, W. Va. 442,160 20 88,400 Average for markets 61-70 27
38 Louisville, Ky. 432,430 16 69,200 Average for markets 1-70 26
| 39 Grand Rapids-iKalamazoo, Mich. 605,160 27 163,400
40 Oklahoma City 387,630 23 89,200 71 Jacksonville, Fla. 270,740 24 65,000
1l Average for markets 3140 23 72 Raleigh-Durham, N.C. 378,070 20 75,600
1 Average for markets 1-40 26 73 Roanoke-Lynchburg, Va. 310,740 19 59,000
74 Spokane, Wash. 289,940 27 78,300
!| 41 Dayton, Ohio 532,910 31 165,200 75 Youngstown, Ohio 275,470 34 93,700
3| 42 Wichita-Hutchinson, Kan. 264, 160 29 76,600 76 Knoxville, Tenn. 240,640 20 58,100
43 Greenville-Spartanburg, 8.C.-Asheville 77 Portland-Poland Spring, Me. 415,720 21 87,300
N.C. 670,930 22 147,600 78 Fort Wayne, Ind. 237,760 27 64,200
44 Norfolk-Portsmouth-Newport News, 79 Jackson, Miss. 277,890 21 58,400
Va. 345,990 20 69, 200 80 South Bend-Elkhart, Ind. 265,990 31 90,400
¢ 45 Omaha 342,070 25 85,500 Average for markets 71-80 25
46 Salt Lake City 294,050 25 73,500 Average for markets 1-80 26
W 47 San Antonio, Tex. 413,100 19 78,500
| 48 Phoenix 344,560 89, 600 81 Chattanooga 229,750 25 57.400
: 49 Tulsa, Okla. 395,870 25 99,000 82 Albuquerque, N.M. 196,540 23 45,200
50 Lancaster-Harrisburg-Lebanon-York, 83 Madison, Wis. 280,980 32 89,900
Pa. 582,770 30 174,800 81 Peoria, 11l 245,790 34 83,600
Average for markets 41-50 25 85 ISvansville, Ind.-Henderson, Ky. 215,180 23 49,500
Average for markets 1-50 26 86 Wheeling, W. Vu.-Steubenville, Ohio 190, 240 23 227,800
87 Mason City, lowa-Austin, Minn.-
51 San Diego 356,400 35 124,700 Rochester. Minn. 247,330 24 59,400
52 Charlotte, N.C. 613,160 20 122,600 88 Lansing, Mich. 554,950 29 160,900
! 53 Greensboro-High Point-Winston- 89 Baton Rouge 361,100 25 90,300
l Salem, N.C. 502, 800 18 40, 500 490 Honoluiu 168,990 21 35,500
54 Wilkes Barre-Scranton, Pa. 106,620 29 117,900 Average for markets 81-90 26
55 Orlando-Daytona Beach Fla. 405,220 27 109,100 Average for markets 1-90 26
56 Davenport, lowa-Rock Island-
L Moline, Il 342,620 32 109,600
57 Little Rock-Pine Bluff, Ark. 310,740 24 74,600
.l 58 Toledo, Ohio 125,940 25 106, 500 PKL market rankings based wpon average quarter-hour, prime time, stalion
) B p-. ' total homes reached—all xtations combined.
'I 59 Rochester, N.Y. 368,630 23 84,800 N8I February-March 1967 survey. NSI area households are as of September
60 Shreveport, La. 307,260 22 67,600 1967 and are reprinted with permission of 4. C. Nielsen Co.

involved a misstatement of fact. The portions to be saved had

‘be put together. Starting at lunch,
ithey didn’t come to final agree-
fment about how it would be done
‘until 7:30 p.m. Then the tedious
cutting and electronic splicing be-
dgan.

Before this editorial board went
to work, the White House had
assed informal requests to the bu-
reau chiefs in Washington, suggest-
ing several cuts. Among the excised
lips was one of three somewhat
epetitious questions about Viet-
am policy and a testy reply. One
f the requested deletions involved
hat the White House felt had
one beyond suggestion that the
outh Vietnamese government
old informal discussion with rep-
esentatives of the NLF. Another
leletion by White House request,
ccording to a network man, had
involved demeaning references to
wo foreign countries, and another

Left in, but only alter debate,
was a segment in which the Pres-
ident turned on ABC correspond-
ent Reynolds and demanded that
he answer his own question, one
that had suggested a negative ghetto
reaction to government plans for
social reform. Reynolds demurred
but the President had persisted
until the correspondent answered
broadly that he would pursue re-
form programs with all possible
speed. The President could not
forebear: “We accept your recom-
mendation.”

The editors worked into the
night and by 2:30 a.m. the next
morning had built 40 minutes onto
the final reel. Then things began
to fall apart. A girl who was timing
each addition to the reel had made
three errors. Instead of 40 minutes
on the reel there were only 37.
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been laid out so carefully before-
hand that it wouldn't do to sim-
ply close out the tape with any 21
additional minutes that would fit.
So the exacting job began all over
again. Only 10 minutes of the
original work could be saved. An-
other hour was lost when the edit-
ing machine broke down.

The finished tape wasn't ready
until 1 p.m. the next afternoon.
The final process was elimination
of jump cuts, sudden changes in
the position of one of the subjects
in the tape, caused by deletion of
material at a point where he was
moving. To re-establish apparent
continuity, other footage may be
inserted.

There was no lack of material to
work with. In addition to the 85
minutes that had been shot with
the President, there had been re-

FEBRUARY 1968
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PKL Projection |
February 1968 Color

PRL Projections
February 1808 Color

TV ownership TV ownership
NSI area .+31 area
Market TV households Households Market TV households Y Households
91 Lincoln-Hastings-Kearney, Neb. 232,960 26 60,600 127 Columbia-Jefferson City, Mo. 132,530 19 26,200
92 Beaumont-Port Arthur, Tex. 178,800 27 18, 300 128 Odessa-Midland-Monahans, Tex. 113,630 3 38,600
93 Duluth, Minn.-Superior, Wis. 146,580 27 39,600 129 Lexington, Ky. 149,340 17 25,400
94 Amarillo, Tex. 141,880 30 42,600 130 Cadillac-Traverse City, Mich. 183,120 20 36,700
95 Rockford, Il 227,330 36 81,800 131 Yakima, \Wash. 139,410 26 36,200
96 Gfeenville-Ne\v Bern-Wasghington, 132 Huntsville-Decatur, \la. 143,460 23 33,000
'N_C‘ 230,930 20 46,200 133 Boise, Idaho 97,160 23 22,300
97 Sioux Falls, S.D. 173,720 24 41,700 131 Savaonah, Ga. 121,150 21 25,400
98 Fargo-Grand Forks-Valley City, 135 Harlingen-\Weslaco, Tex. 80,720 16 12,900
N.D. ‘ 159,340 22 35,100 136 Austin, Tex 166, 380 17 28,300
99 Sioux City, Iowa 192,180 30 57,700 137 Bakersfield, Calif. 157,440 35 55,100
100 Springfield, Mo. 179,770 22 39,500 138 Las Vegas 84,940 39 33,100
Average for markets 91-100 26 139 Bangor, Me. 131,700 18 23,700
Average for markets 1-100 26 140 Beckley-Bluefield, W. Va, 289, 860 18 52,200
141 La Crosse, Wis. 156,940 23 36, 100 |
101 Binghamton, N.Y. 267,020 24 64, 100 142 Chico-Redding, Calif, 137,450 29 34,900 l
102 Columbus, Ga. 291,510 20 58,300 143 Topeka, Kan. 11,870 25 35,500
103 Wichita Falls, Tex.-Lawton, Okla. 168, 890 25 42,200 144 Alexandria, Minn. 111,000 24 26,600
104 Joplin, Mo.-Pittshurg, Kan. 176,750 24 42,400 145 West Palm Beach, Fla. 281,760 30 84,500
105 Springfield-Holyoke, Mass, 406,160 23 93,500 146 LEugene, Ore. 138,090 25 34,500
106 Terre Haute, Ind. 212,600 21 44,600 147 Macon, Ga. 121,700 20 24,300
107 Colorado Springs-Pueblo 124,220 38 47,200 148 Tallahassee, Fla. 177,400 22 39,000
108 El Paso, Tex. 126,340 27 34,100 149 Wilmington, Del. 186,730 23 42,900
109 DMlonroe, La.-El Dorado, Ark. 213,870 23 49,200 150 Bismarck, N.D. 55,450 14 7,800 i
110 Tueson, Ariz. 153,080 - 27 41,300 Average for markets 126-150 24
111 Monterey-Salinas, Calif. 950,720 32 304,200 Average for markets 1-150 26
112 Charleston, S.C. 183,520 23 42,200
113 Waco-Temple, Tex. 160,240 20 32,000 151 Albany, Ga. 162,070 20 32,400
114 Quincy, Ill-Hannibal, Mo.-Keokuk, 152 Florence, S.C. 217,990 22 48,000 |
Towa 139,210 31 43,200 153 Reno 84,310 24 24,400
115 Erie, Pa. 205,310 25 51,300 154 Utica-Romne, N.Y. 233,900 23 53,800
116 "Harrisburg, Pa. 430,490 35 150,700 155 Aberdeen, Miss.-Florence, Ala, 73,550 22 16,200
117 Bristol, Va.-Johnson City-Kingsport, 156 RBillings, Mont. 68,510 21 14,400
Tenn. 217,230 17 36,900 157 Idaho Falls, Idaho 63,980 31 16,800
118 Columbia, S.C. 225,370 23 51,800 158 Alexandria, La. 154,200 21 32,400 I
119 Lubbock, Tex. 126,620 37 16,800 159 Rapid City, S.D. 64,650 17 11,000
120 Augusts, Ga. 258,020 24 61,900 160 Meridian, Miss. 116,670 17 19, 800
121 Buleing.on, Vt.-Plattsburg, N.Y. 211,640 15 31,700 161 Mankato, Minn. 120,940 23 27,800 |
122 Corpus Christi, Tex. 125,930 28 35,300 162 Great Falls, Mont. 56,920 33 18, 800
123 Lafayette, La. 215,310 24 51,700 163 Medford, Ore. 63,400 31 19,700 |
124 Montgomery, Ala. 179,720 20 35,400
125 Abilene-Sweetwater-San Angelo, Tex, 113,080 28 31,700 _ — .
Avers for markets 101-125 25 i IEL ks, akisge based upon avrage quare-be  yrime cime, satin
Average for markets 1-125 26 NSI February-March 1967 survey. NSI area households are as of September
126 Wausau-Rhinelander, Wis. 163,700 27 44,200 1967 and are reprinted with permission of A. C. Nielsen Co.
LB] AND TV was sprinkled with the evidence of good and impartial judgment. It 1sil

from page 55
taping of some of the questions
with only the correspondents
present. This material could be
used to fill in some places where
the President had blocked a view
of the questioning reporter’s face.
For an audience of 52 million,
such attention o detail seems small
expense. After all, the show would
get front-page reviews. The Con-
versation’s preparation, content
andfaftetmath are a lesson for tele-
visiols new'‘year. Lyndon Johnson
is going to be a rough customer to
deal with in 1968. He will be nasty
and nice depending on the occa-
sion. He will be delighted when a
reporter asks him: “What kind of a
world would you like to see for
your graddchildren?” He will react
as a corneréd- snake when a corre-
spondent géts too insistent.

The conversation program itself

TELEVISION' MAGAZINE

his awareness of television's influ-

ence.

Out ol context, here's :a sam-
pling: “. . . instead of broadcasting
alarms . . . they don’t get the atten-
tion you television people give
these extremists . . . on the televi-
sion every night . . . you just turn
on ABC tonight . . . that’s a matter
for your [TV’s] news judgment.”
The awareness is there and so is
the range of his attitudes toward
the medium.

Television will need some cun-
ning of its own to insure that Lyn-
don Johnson and it don’t misuse
each other in an election year. END

FOCUSON COMMERCIALS
from page 45
gether. He is a joy to watch.

This, of course, is one of many
times the writer should exercise
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possible for an editor and producer
to become entranced with a partic
ular shot or sequence, and try to
bend the commercial to accom-
modate what really does not be
long. If such is the case, it’s up to
the writer to remind all concerned
of the original marketing objective
and draw them back to that.

On the other hand, he should be
sure it is marketing and not affec-
tion for his own ideas that is guid-
ing his choice.

Many of the best commercials
are written, like documentaries, af-
ter the footage is shot and edited.
Since the visual portion of the
commercial carries the greatest
share of the burden, it makes sense
to let the picture dictate the ulti-
mate construction of the commer-
cial. It is a test of the writer’
versatility and a mark of his skill i
he can fit new words to a revise
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PK L Projections PKL Projections
1"e/;lr'uar// 1968 Color February 1968 Color
NS area } TV ownership Vsl TV ounership
. SI area
| Market TV households P Households Market TV households 9, Households
164 Fort Simith, Ark. 96,390 18 17,400 l»/
165 Cheyenne, Wyo.-Scottsbluff, Neb.- 202 Presque lsle, Me 23,990 4 3,400
Sterling, Colo. 129,260 28 36200 203 Tupelo, Miss 69,870 15 10,500
| 166 Marquette, Miche 65,300 15 4,800 2014 Missoula, Mont. 50,700 29 17,300
167 Roswell-Carlsbad, N.M. 73,100 20 21,200 205 Jackson, Teun. 93,560 14 13,100
168 Dothan, Ala. 121,740 20 21,300 206 IKJamath alls, Ore, 26,210 26 6, 800
169 St. Joseph, Mo. 188,420 22 41,500 207 Florence, \la. 35,160 18 6,400
d| 170 Eureka, Calif. 51,400 23 11,800 V08 Zanesville, Ohio 51,290 29 14,800
il 171 Ottumwa, lowa 99,590 20 14,400 204 Janeshoro, Ark. 102,680 16 16,400
Il 172 Ensign-Garden City, Kan. 48,980 35 17,100 210 Bellingham, Wash. 118,040 22 26,000
1| 173 Clarksburg-Weston, W. Va. 145,840 18 26, 300 211 Dickinzon, N.D. 30,160 10 3,000
I | 174 Santa Barbara, Calif. 200, 680 37 74,300 212 Fort Dodge, lowa 57,190 21 12,000
'] 175 Eau Claire, Wis. 151,330 25 37,800 213 Laredo, Tex. 15,550 14 2,200
Average for markets 151-175 24 “2T1 Lafayette, Ind. 58,060 28 16,300
Average for markets 1-175 25 w25 Parkersburg, W. Va, 43,740 20 8,800
216 Bowling Green, Ky, 180,240 19 34,200
176 Panuma City, Fla. 137,800 21 28,4900 217 Riverton, Wyo, 14,600 14 2,800
1| 177 Columbus, Miss. 94,760 14 13,300 218 Muncie-Marion, Ind. 129,80 8l 40,300
178 Watertown, N.Y. 15,490 19 11,300 219 l.e"‘lji"a N.D. 23, 3{’0 13 3.100
179 Mitehell-Reliance, 8.D. 57,000 16 9,100 220 Glendive, Mont. 4,150 15 600
180 Hattieshurg-Laurel, Miss. 124,150 23 28,600 221 Selina, Ala. 15,170 22 3,300
181 I3utte, Mont. 69,320 25 17,300 Average for markets 201--221 20
182 Minot, N.D, 11,840 1t 5,400 Average for markets 1221 25
| 183 North Platte-Hayes Center-MceCook,
! Neb. 58, 100 29 16,800 “Worcester, Muss 181,850 30 54,600
| 184 Grand Junction-Montrose, Colo. 50,350 24 12,100 *Akron, Ohio 248,480 3{ 9§,700
185 Casper, Wyo. 46,400 24 i1,100 *Anderson, 5.C. 27,320 28 7,600
186 Biloxi, Miss. 128,440 24 30,800 * Not vncluded v PKL runling.
187 Tyler, Tex. 129,200 19 24,500
188 Lake Charles, La, 87,250 24 20,900 DKL market rankings bused upon average quurler-howr, prime time, station
9 G -00d. Mi 96 540 17 6’ 100 total homes reuched —all stations comhined
18 reenyvood, JE1s3. i » ! - 16, VSI February-Murch 1967 survey. NSI area households are as of September
4 190 Harrisonburg, Va. 108,500 16 17,100 1967 and u e reprinted with permission of A. C. Nielsen Co.
| 191 Salisbury, Md. 56,310 20 11,300
192 Hays-Goodland, Kan, 64,170 21 13,500 NIELSEN ESTIMATES OF
193 Ardmore, Okla-Sherman-Denison, NOVEMBER, 1967 COLOR TV OWNERSHI®
b Tex. 76,230 20 15,200 , , o
1 194 Lima, Ohio 95,150 22 20,400 N8I area Color 1'V
195 Manchester, N.11. 1,132,440 22 219100 N /elsew lem wory 'V housholds % households
d (. ) 22 (b L) - ; : -
e n e fdeho moe oo Nort hess! 14,723,910 23 3,367,800
1 , N . 32,44 g N ) ' ) = D B «
| 198 Williston, N.D 31,670 13 14,100 \rj\t"‘l («e“”“ll ];;?03;??) é; é’g’."}’ggg
L Co . . ' est Centra 2! . 835
199 Fort Myers, Fla. 45,330 30 13,600 South 13:619 820 23 3 1()6, 200
1 200 Lutkin, Tex. 50,210 15 7,500 . 565 PN
: ne &, 360 : 2,8
| Average for markets 176-200 21 Pucific 8’ 6 ’ 33 08 400
| Averagg for milrkets™)-200 25 Total U.S.* 56,049,190 26 14,561,600
| _ =
| 201 \da, Okla. 106,600 18 19,200 * Exctuding Aloska and Hawat.

-}picture, and still deliver the same
inessage.

¢ Ol course, not cvery client and
qxcu)unt team look with favor upon
a2 commercial that difters radically
rom the one they spent so many
ours approving. But many a good
ommercial is built from scratch on
he Moviola, and all concerned
ill be well advised to consider this
1ew creation impartially.

If the editor is such a good
riend of the agency commercial
naker, it follows that the agen-
yman in turn should be a good
riend of his editor. One obvious
ay he can help is to do his own
ob with professional skill. If the
riter plans ahead, if the art direc-
or designs with the home screen in
nind, and if the producer makes
ure he gets adequate coverage, the
ditor’s job will be made much
asier.

Another obvious way to help the

| seemingly

editor is to keep the commercial on
schedule. The cutting room is the
point of no delay. LEveryone’s pro-
crastination comes home (o roost
there as the air date approaches.
Pcrha[)s q 1s  unftortunate that
skilled editors have solved so many
impossible time  prob-
lems. Because they have, the rest of
us may tend to count on them to
make up for.days we lose early in
the process.

Still another way the entire ac-
count team can help the editor is
by trying to make appropriate
comments at the appropriate stage.
Ideally, basic objections or con-
tributions should be made when
the script or storyboard is being
reviewed and belore the commer-
cial is shot. Failing that, it is still
possible to adjust scenes when a
work print is reviewed. And it is
not prohibitively expensive to re-
record a sound track at the inter-
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lock stage. But by the time a com-
mercial has reached answer print,
complete with opticals, it is really
too late lor ftundamental second
thoughts. A great deal ol money is
wasted remaking opticals to eflect
changes that might have been dis-
cusscd at an earlier stage in the
production.

There is one final reason for a
commercial maker to make friends
with his editor. There is, to me, no
more fascinating place in our busi-
ness to spend time than in the
editor’s cubicle. The jokes are
corny, the pace is usually hectic,
but, at least in my experience, the
atmosphere is consistently warm,
triendly and helptul. Furthermore,
it is here that one sees before him
the direct result ot his efforts.

In the world of commercials, this
is where the action is—a very good
place to spend as much time as
possible. END
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EDITORIAL

Dial 202 632-6300
for trouble

] The FCC announced last month that statt members
would from then on be available 24 hours a day, seven
days a week to handle complaints or questions arising
from broadcasts associated with this year’s political
campaigns. Before the campaigns are over the FCC
may have to stretch both the day and the week.

There is an almost infinite number of ways that a
clever politician can take advantage ol the basic

_political broadcasting law and the web of regulations

that has been spun around it. Even if an aggrieved
candidate fails to get that hour at 9 p:m. on Sunday to
straighten out an electorate that has been heartlessly
misled, he can make enough trouble to assure himself
ol gingerly 1l not downright deferential treatmen:t
when he next ofters to repair a defacement of the
public airways. To a sophisticated campaigner the
possibilities are a tascinating challenge.

In its most elementary form, contemporary cani-
paigning requires only a vague knowledge that il
something is said on the air to reflect in any way upon
the policy or character ol any politician who lays
claim to either, he 1s entitled to time to reply. This
knowledge has permeated all levels of politics. Right
alter refreshing his recollection ol the pledge of
allegiance to the flag, today’s candidate memorizes the
FCC'’s telephone number.

The serious candidate will pursue his research a
little farther to encompass a reading of Section 315 of

- the Communications Act. That section orders that it a

broadcaster permits any candidate to appear on his
station he must afford equ(ll opportunities for appear-
ances by all ol the candidate’s opponents. In 1959 the
section was amended (o exempt hard-news broadcasts
and regularly scheduled news imerviews trom the
equal-time rule. In the same amendment, however,
Congress added that the new exemptions did not
relieve broadcasters from the obligation “to aftord
reasonable opportunity for the discussion of conflicting
views on issues ol public importance.”” The quoted
language elevated 1o statutory status what until then
had been a somewhai fuzey fairness doctrine intermit-
tently invoked by the FCC.

As the law is now written and has been interpreted
by the FCC in rulings and regulatory codifications, a
resourceful candidate can find many routes to the
camera and microphone. At the least he can cause
broadcasters to think twice belore giving exposure to

| anyone else who is likely to say anything derogatory

about him. Take, for example, the proceedings carried

i on by Senator Eugene McCarchy (D-Minn.) after Presi-
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| there will be no need for any special stall at all.

dznt Johnson was interviewed by newsmen from all
three television networks on a special program lag
December.

\fter the President’s appearance, McCarthy aske
all three networks for time. He asserted rights unde
the general fairness doctrine (to state his views i
opposition to the President’s apppraisal of the war i
Vietnam), under the commission’s rule accordin
exposure lo targels of personal attack (he took a
personal a presulenual reference to the “Kennedy
McCarthy movement”), and under the equal-time la
for candidates (he offered to submit evidence in
hearing that the President is a candidate for ré
election) . So far the senator has been given no time
The networks rejected his request. The FCC dif
likewise after deciding that his and others’ views ol
Vietnam had been given wide exposure, that t'l
President’s relerences to him had not constituted
personal attack and that no President is considered
candidate for re-election until he announces his inte
tions to run. The last point will be disputed in th
courts. McCarthy's lawyer has vowed to appeal.
may be months beflore the matter is settled.

The most undesirable effect of the present rules
political broadcasting is that they inhibit commentar
on political issues and candidates when that kind o
commentary is most pertinent. The rules suppress th
robust debate that-the First Amendment was intende
to encourage. The equal-time requirement of Sectiol
315 prevents broadcasters from doing special 1
depth treatments of leading candidates, since the
must do as much for the most irivolous entrant in th

race. The fairness doctrine is an even more debilita
ing influence. It stifles comment in all circumstance

by substituting the omnipresent threat of goven
ment formula for the knowledgeable judgment
broadcast journalists.

There is reason to hope that appeals attacking th
constitutionality of the fairness doctrine will eventua
ly succeed, but is is improbable that those appea
now pending will be resolved before the elections ne
November. Nor is there much likelihood this ye
of congressional liberalizing of Section 315. Incu
bents running lor re-clection are familiar with ¢
present rules of the game and can use them
advantage against less experienced opponents.

So the FCC is merely being realistic when it sets u
a stalt to be on call for political complaints day
night. In future election years, however, we must ho
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