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A new look
at an old problem.

The problems associated with drug abuse have been so
widely publicized over the past 15 or 20 years, that
people had begun to take them for granted.

At least that was the opinion of the Woodbury County
Medical Society in Sioux City, Iowa, recently. And
because law enforcement officials had uncovered the
city’s role in a major midwestern drug network, it
became an urgent matter to inform the community
and generate positive action.

That's why the Fetzer television station in Sioux City,
KMEG-TV, produced a special two-hour television
program which explicitly outlined the problems of
drug misuse from medical and legal perspectives and
introduced viewers to the various treatment services
available. Audience response was overwhelming.

Keeping its viewers aware of social problems and ad-
vised of solutions is all part of the Fetzer tradition of
total community involvement.
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WKZO WKZO-TV  KOLN-TV  KGIN-TV

Kalamazoe Kalamazoo Lincoln Grand Island
WWTV WWUP-TV WJFM WKJF(FM) WWAM KMEG-TV
Cadillac Sault Ste Marie Grand Rapids Cadillac Cadillac Sioux City
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EVENING

WILL INTRIGUE THE DAYLIGHTS
OUT OF SAN FRANCISCO.

“EVENING—the MTWTF Show,” a bold and innovative program
that premiers August 9 on KPIX.

Bold because it’s a locally-produced television series for the
7:30 PM strip...using the prime-time access period the way it was
intended. And bold, because it replaces KPIX’s successful lineup of
Monday-through-Friday game shows.

_ Imnovative because it gives the Bay Area a new, fresh look at
itself. It’s for, about, and by San Franciscans.

“EVENING” is a unique blend of information and entertainment,
featuring fascinating people, personalities, happenings. Plus what
to do, where to g0, how to live better in the Bay Area.

Viewers will meet a wide variety of people—from Mr. Universe

to Bill Cosby, from a woman who dated Jerry Brown to one of the
richest men in San Francisco.

They’ll find out where to get the best pizza in town. Or the best
pair of jeans.

Personal advice from the program’s “resident” psychiatrist.
What's best on TV that night —even if it's on another channel.
And much more. '

“EVENING” is another example of how a Group W station seeks
and finds new ways to serve its community.

In San Francisco, that means a better view of the Bay Area.

GROUP

W

WESTINGHOUSE BROADCASTING COMPANY

KPIX is represented by




WE MADE SURE
THAT ERIE COUNTY FOOD STAMPS
WENT TO THE RIGHT MOUTHS.

Imug‘ine a family of seven try-
ing to stay alive on less than
$140 a week. Not knowing they
were entitled to an additional
$60 a month in Federal Food
Stamps.

This was the situation we
found brewing in Erie County,
New York. Not with just one
family. But with over 50% of the
eligible population.

It began with a call to
WKBW-TV from a viewer who
wanted to know about food stamp
eligibility.

Our Eyewitness News
“Troubleshooter,” Henry Simon,
decided to have a chat with the

ONE OF THE STATIONS OF CAPITAL CITIES C
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Social Services Department.

For appetizers, he found
that only the names on the wel-
fare roles were getting food
stamps,

Thousands of other people
who qualified because they were
needy, or unemployed, were left
with growling stomachs.

Why? Because the agency
had no outreach program.

So we decided to do our
own reaching out. We did a story
on the typical family of seven. It
was all people needed to hear.
Hundreds of calls poured into the
station. And hundreds poured

into the Social Services’ office, fore-
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ing them to staff up just to han-
dle the inquiries.

And because our listeners
were still hungry for information,
we did a series of hardhitting re-
ports, feeding them all the facts.

As aresult, the Erie
County legislators opened an
inquiry.

Today there are 50% more
people receiving food stampsin
Erie County.

Proving that by reaching
the right ears you can reach the
right mouths.

WKBW-ITV

Juffalo

OMMUNICATIONS. WE TALK TO PEOPLE.
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The wQek in Brief

A FRESH START? O House Communications
Subcommittee Chairman Lionel Van Deerlin thinks the
1934 Communications Act is an anachronism and maybe
it's time to rewrite this piece of basic broadcast
legislation. A witness at the subcommittee's hearings
last week on cable television regulation echoes the
congressman's sentiments. PAGE 19.

MORE QUESTIONS THAN ANSWERS {0 SRl researchinto
Nielsen metered ratings for Chicago don't settle the
controversy. Both sides find support for their positions,
but no hard conclusions. PAGE 21.

FOOTBALL FACTS AND FIGURES 0O BROADCASTING'S
annual survey of college and pro footbali shows a slight
rise in rights payments from broadcasters over last year.
The networks' coverage plans and ad rates appear on
PAGE 24 and their rights figures are on PAGE 26. A team-
by-team breakdown for the NFL showing radio-TV plans
and sponsors starts on PAGE 27.

' THERE'LL BE SOME CHANGES MADE O Summers
appointment draws some disapproval from NAB
members. His selection is just the beginning of a
reorganization of the top levels of the association. PAGE
34. New NAB committee assignments are listed on
PAGE 35,

JUSTICE AND THEFCC O Commission's renewal of
Topeka, Kan., station that Justice Department had
petitioned to deny on grounds of concentration of control
could wind up as a court case. PAGE 36.

ASPEN CONFAB 0 Wiley and Houser are among the
government communications representatives attending
Aspen Institute session on policy formulation. PAGE 37.

OBJECTS O NAB calls the House's recent revision of the
copyright bill "one-sided" in favor of cable and starts to
apply pressure for changes before the Judiciary
Committee gets the bill. PAGE 38.

NEW RENEWAL 0 Staggers introduces second renewal
proposal to House in two months. This one sets licenses
at five years for radio and four for TV. PAGE 38.

NOT FAIR O NAB says FCC review board decision to add
fairness doctrine issue in a comparative/renewal matter

is prohibited by First Amendment. At issue is whether
station must prove it devoted “reasonable amount of
time" to controversial issues. PAGE 38.

ATTACK 0O FCC widens the scope of its personal attack
rules to provide for replies for attacks made “in relation to"
as well as during discussion of a controversial issue.
PAGE 39.

NOT GIVING UP O National Black Media Coalition is not
abandoning its plans for increased black station owners
and employes after petition was turned down by the FCC.
In addition to appealing it asked the commission to set
up a media-access task force. PAGE 40.

VIOLENCE GETS THEAX 0O Best Foods issues guidelines
for its advertising which forbid buying time in or near
programs with a "pervasive portrayal of viclence.” PAGE 41.

OUTINTHECOLD 0O The over 500 applications that were
rushed in before the FCC's freeze on requests for new
radio stations and major facilities changes probably won't
be a boon to equipment makers since the commission
can't process them fast enough. PAGE 43.

LEE’'S LAMENT O In dissentto commission's creation of
offshore service using TV channel 17, the commissioner
deplores the erosion of UHF space. PAGE 44.

IATSEWINS ENG O National Labor Relations Board rules
that at KTTv, IATSE members are better skilled to use
minicams for news than NABET members, PAGE 44.

JUSTTHE FACTS O FCC Commissioner Benjamin Hooks
releases statistics detailing cable's record in equal
employment opportunities, a record that led to the
commission's rulemaking for governing EEQ in that
industry. PAGE 45.

MORE THAN MONEY O ABC didn’t get rich from its
Olympic coverage—it made perhaps $1 million—but the
greater benefits were from the high ratings throughout the
games. PAGE 46.

THE REAL WORLD OF ARTHUR MORTENSON O Hughes
Television Network chief is carving carefully this part-
time and special network service's niche in the world of
TV. PAGE 65.

Streel, N.W Washington. D.C. 20036. Second-ciass postage paid at
Washington. Single issue $1 except yaarend issue $2.50 Subscriptions, US. and possessions: one year 325. two years $45, three years $60. Canada add 54 per year, all other countries add $6
per year, U.S. and possessions add $52 yearly for special delivery. $65 for first class delivery. Subscriber's occupation required. Annualiy: Broadcasting Yearbook $23. Cable Sourcebook $70.
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The great
Providence ADI

is a rewarding market
Drug Store Sales

$148,272,000

For more effective and
productive advertising,
you need the uniform
coverage throughout
the entire ADI area that
WTEV delivers. Be sure
to include this station in
your marketing plans.

Representative

THE
MEEKER
COMPANY, INC.

WIEY.

Providence, R.|. ® New Bedford-Fall River, Mass. ® New London, Conn.
Vance L. Eckersley, Manager

“Annual figures based on Sales Management
"Survey of Buying Power" — July, 1976
Figures not published tor Dukés and Nanitucket Counties

WTEV Providence, R. [./New Bedfor- al
WGAL-TY Lancaster-Harrisbur rk- anon, Pa

STEINMAN TELEVISION STATIONS S astisnchiniammictman et r




Closed:Circuit®

Insider report: behind the scene, before the fact

T —

Silent subject

Jimmy Carter's campaign managers have
considered but rejected plan to name task
force on communications policy. There are
16 task forces advising candidate on issues
of importance to campaign. But when
Carter people began looking at
communications as possible issue to cover
in speeches, ‘‘we decided there weren’t
the kinds of things there you can relate to
in a campaign,” according to one staffer.
Cable TV controversy, for instance, *‘is so
immerisely complicated it's not right to try
to approach in a campaign,” he said. Mr.
Carter would wait until he had resources
of communications agencies under him
before tackling issues like that in earnest.

Despite absence of over-all

communications policy task force,
however, Mr. Carter is having background
material prepared for possible speeches on
First Amendment and privacy. That’s
issue people can relate to in campaign,
Carter people think.

]

Missionary

FCC Commissioner Benjamin L. Hooks,
who because of his ties to camp of
Democratic presidential ndminee Jimmy
Carter is often mentioned as next FCC
chairman, is lobbying among Carter aides
as well as among friends in Republican
circles, but not to advance his own
candidacy. Commissioner, who is first
black member of FCC, is spreading word
that blacks ought to be named to other
regulatory agencies. FCC is one of four
agencies with a black on board. Mr. Hooks
says 18 others are white only, and he wants
to improve odds.

..
All ENG

Target date for phase-out of NBC News
film cameras is end of 1977, with most
NBC 0&O0 television stations on same
timetable. Some film capability will be
retairied in bureaus, but ENG will
supersede all else, Deals 1o sell or give
affiliates network’s CP-16 film cameras
will be worked out later, said Richard
Fischer, vice president-TV news.

T T T W

Clamping down

Evolution of satellites as worldwide
disseminators of news is reason for
growing trend toward censorship in many
countries and in international councils.
That's view of Leonard Marks, chairman
of U.S. Advisory Commission on
International Educational and Cultural
Affairs, upon return last week from Paris

meeting with UNESCO officials. Mr.
Marks, Washington communications
lawyer, will confer with officers of
American Society of Newspaper Editors,
American Newspaper Publishers
Association and National Association of
Broadcasters on gravity of situation.
UNESCO, with original mission of
promoting international exchanges of
information and ideas, could be on course
leading to outright censorship, U.S.
obser vers say. UNESCO meeting in Costa
Rica at which there was serious talk of
nationalization of news media among
Latin American nations and restrictions
on reporting in that area by free-society
journalists (BROADCASTING. July 26) is
cited as indication of way things are going.
Activist
FCC is close to naming new deputy chief
of industry equal employment opportunity
unit in general counsel’s office. Choice of
Lionel Monagas, unit chief, and outgoing
general counsel, Ashton Hardy, is Patricia
Russell, 29, attorney in Broadcast
Bureau’s renewal branch. Ms. Russell,
native of Indianapolis, is graduate of
Kentucky State University and Howard
University Law Schiool and has been active
in civil rights and black organizations.
Selection of Ms. Russell, who would
succeed Clarence McKee, now legal
assistant in Commissioner Benjamin L.
Hooks’s office, must be cleared by
personnel and internal security units.

]

Available

Shuflling of top executives at National
Association of Broadcasters (see page 34)
may leave Burns Nugent odd man out. Mr.
Nugent, 51, who joined association in
present post of executive vice president
for station relations in 1972, said he’s not
bitter. “*if in their [NAB executive
committee’s and task force’s]
deliberations there’s no spot for me, that’s
OK with me. What the hell. There are
other ways to make a contribution to the
association,” he said. Mr. Nugent has
already begun to search for another job,
wants to manage radio or TV station.
Before joining NAB he managed stations
in Minnesota ahd lowa for about 15 years,
and “‘I'm pretty good at it,”” he said.

N
Simmering

Network sources say issue of longer
network evening TV newscasts is on back
burner, but ABC officials, at least, think
they’ll have proposal ready to discuss with
ABC-TV affiliates board when it holds fall
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meeting Oct. 24-29 at Kauai, Hawaii. CBS
and NBC sources don't go that far, but it
seems safe bet there’ll be more talk about
it when their affiliates boards hold their
own fall meetings: NBC-TV Nov. 15-17 at
Barbados, CBS-TV that same week in
Hawaii. Speculation has one thing
definitely hardening: unlikelihood that
longer newscasts will start before
Septéember 1977.

In addition to regular meeting in Hawaii
in November, CBS-TV affiliates board has
special session coming up this week in
New York. It's today and tomorrow {Aug.
9-10) and purpose is to get board better
acquainted with members of new and
enlarged program executive echelon that's
been installed in New York and on West
Coast in past few months.

P

Bigger NRBA

National Radio Broadcasters Association,
currently headquartered in New York, may
open branch office in Washington. That
decision will probably be made at
association’s fall conference in San
Francisco Sept. 19-22. Washington office,
if opened, would probably be headed by
NRBA's current part-time executive
director, Abe Voron. Association is
hunting for new full-time executive for
New York. Reason for expansion is growth
of association from about 375 FM
members last September when it was still
National Association of FM Broadcasters
to about twice that many AM and FM
members now.

]

Try again

U.S. arid Canadian officials are talking
about another meeting on Canadian
policies adversely affecting American
television stations along border. And State
Department officials, possibly feeling heat
from 18 U.S. senators concerned about
matter (BROADCASTING, Aug. 2}, make it
clear they want to talk about tax bill
Canadian parliament hds adopted that
denies tax break to ad vertisers buyirig time
on American stations as well as about
Canadian policy requiring cable systems to
delete commercials from American
programs they import. Early in discussions
between two countries on broadcasting
problems, State tended to characterize bill
as internal Canadian matter not
susceptible to negotiation.

State Department officials want meeting
soon —certainly before Canadian
government implements tax bill. 1t would
be **awkward,” said State Department
official, if Canada implemented bill before
meeling,



Polarold O Camera company will
unleash $18 million campaign this fall,
with more than 18,000 minutes on local
radio ana TV sponsorship of World Series
and movie presentations of “Gone with
the Wind" and "Patton™ in November. in
addition, company has scheduled 250
more network-TV placements. Candice

Bergen will starin some TV commeicials,

many of which will introduce new lines of
instant cameras and new film.

Green GiantO New commercials for
canned vegetables will be launched in fall
flights, Sept. 20 through Oct. 17 and Nov.
15 through Dec. 5. Late fringe and

daytime TV 30's are set for network play,
with limited number of spot markets in
addition. Target audience is women,
18-49. Leo Burnett, Chicago, is agency.

Miles Laboratories O Grocery
products division of Miles Labs will
feature 5.0.S. steel wool cleanserin fringe
and daytime TV 30's aiming for women,
18-49, in long list of major markets. Next
flight is Sept. 27 for five weeks. Doyle
Dane Bembach, New York, is agency.

Zenith RadioO Manufacturer plans fall
campaign on network TV to coincide with
new season program premieres and

E—— e T T N e s P S e S S ST
BAR reports television-network sales as of July 25
ABC $495,144,700 (31.7%) D CBS $547,690,600 (350%) O NBC $519,870,800 (33.3%)

Total Total

minutes dolfars %
week week 1976 total 1975 total change
ended ended 1976 total doliars doliars from
Day parts July 25 July 25 minutes year lo date year to date 1975
Monday-Friday
Sign-on 10 am. 140 $ 626400 4010 $ 20624600 § 18894900 + 9.2
Monday-Friday
10 am.-6 p.m. 1,005 10,362,800 29,608 347,214,000 293,501,200 +183
Saturday-Sunday
Sign-on-6 p.m. 279 6625900 9108 175,169,200 129,286,100 +355
Monday-Saturday
6 pm.-7:30 p.m. 101 2837300 3,019 84,880.800 70864300 +198
Sunday
6 p.m.-7:30 p.m. 21 843.100 629 25617300 11,012,100 +1326
Monday-Sunday
7:30 pm.-11 p.m. 448 26535700 12310 799,389,500 693726200 +15.2
Monday-Sunday
11 pm.-Sign-oft 205 4372300 5,903 109.810.700 92578800 +186
Total 2199 §52223500 64,587 $1.562,706,100  $1.309,003600 +193
BAR reports television-network sales as of July 18
ABC $471,533,300 (31.2%) O CBS $533,099,600 (35.3%) O NBC $505,849.700 (33.5%)
Total Total
minutes doliars %
weak week 1976 total 1975 total change
ended anded 1976 total doltars dollars trom
Day parts July 18 July 18 minutes year to date year to date 1975
Monday-Friday
Sign-on 10 a.m. 143 § 642800 3870 S 19998200 § 18225400 + 97
Menday-Friday
10 am.-6 p.m. 971 9,715,400 288603 336,831,200 285,297900 +18.1
Saturday-Sunday
Sign-on-6 p.m. 269 6,149900 8829 168,543.300 126403900 +333
Monday-Saturday
6 p.m.-7:30 p.m. 13 2782900 2918 82,043500 68363300 +200
Sunday
6 pm.-7:30 p.m. 17 558,900 607 24,774,200 10725600 +131.0
Menday-Sunday
7:30 pm.-11 pm. 381 19,205,100 11,862 772853800 677009700 +142
Monday-Sunday
11 p.m.-Sign-oft 154 2722600 5,698 105,438,400 89312800 +180
Total 2048 §541,777600 62,387 $1510,482600 $1,275338600 +184

Source: Broadcast Advertisers Reports
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election news coverage. Local
distributors will augment national
campaign on individual broadcast outlets.

Nabisco O Wheat Thins campaign is out
of test period, running day- and prime-
time TV 30's in major West Coast
markets. Second phase begins Sept. 20
through November, using actress Sandy
Duncan for "the light little cracker with the
big wheat taste” Network campaign is
scheduled for January. Parkson, New York,
is agency.

Star-KistO Tuna fish campaign
continues with fringe TV 30's in 30 spot
markets plus some network, to run
through end of year. Nine Lives Cat Food
campaign begins new flight Sept. 6
through November in same number of
markets. Both products target appeal to
women, 18-49. Leo Burnett, Chicago, is
agency.

Rockweli International 0 Portable
power tools will be centerpiece of spot-
TV promotion to be launched by Rockwell
in mid-October for six weeks in 67 major
markets. Ketchum, Macleod & Grove,
Pittsburgh, is zeroing in on men, 25-54,
via 30-second spots in fringe, prime and
sports program positions.

Standard Oil of Californial Chevron
motor oil will be highlighted in spot-TV
push to begin in late September and
continue through late November or mid-
December, depending on market. BBDO
International, San Francisco, is targeting
its messages toward adults, 18-49.

Peter Paul O Spot TV will sweeten
seven-week campaign in support of
Whistle Pops (lollipops that whistle),
starting in mid-August in 25 markets in
South and East. Wilson, Haight & Welch,
Hartford, Conn., is directing its appeal
toward children, 3 and older.

McCulloughO Chain saws by
McCullough will get month-long TV flight
beginning Aug. 16 in number of markets.
Daytime, fringe and prime-time 30's are
targeted to men, 25-54. Benton & Bowles,
Los Angeles, is agency.

Taylor WineO Inblueprint stage is spot-
TV coverage as part of Taylor's pre-
Thanksgiving and pre-Christmas moves.
First is scheduled for two weeks, starting
in early November and second for two
weeks, beginning in early December.
B8DO International, New York, is focusing
on men and women, 25-49,

Bob Evans Farm Sausage O Six-week
spot TV drive will begin in {ate September,




consisting of two three-week flights with
two-week hiatus and spanning 30
markets. Supplementing TV will be radio
in three markets. Byer & Bowman,
Columbus, Ohio, is focusing on women,
25-54.

American Can Co.0 Gala paper towels
will be spotiighted in spot TV promotion
in more than 60 markets, starting in mid-
November for three weeks. Wm. Esty Co.,
New York, is setting its sights on women,
18-49,

Dial Finance O Extensive spot-radio
drive is planned by Dial to blanket more
than 70 markets for 10 weeks, beginning
in early Cctober. Marvin H. Frank Co.,
Chicago, is seeking to reach men and
women, 25-49.

Hasbro Industries O Various toy
products play up spot TV in pre-
Christmas push to begin in mid-
September and continue for three
months. Benton & Bowles, New York, is
aiming for time periods catering to total
children and children, 6-11.

Western Auto Supply Co.0O Various
products will be spotlighted in six-week
spot-TV effort now in preparation to start
in early October in large number of
markets. Barickman Advertising, Kansas
City, Mo., will be concentrating on daytime
and late fringe periods to reach men and
women, 18-49.

Diamond-Sunsweet Corp.0 Separate
spot-TV flights are being blueprinted for
Sunsweet prunes and for Diamond
walnuts. Push for prunes is set to start in
early November for six weeks in about 25
markets to reach women, 50 and over. For
walnuts, flight will beginin late
September for nine weeks in about 50
markets, targeted to wormen, 25-49. Doyle
Dane Bembach, Los Angeles, is agency.

Barnkers Life and Casualty
0O Company celebrates its 25th year of
using Paul Harvey radio commentary to
promote its insurance. Firm will continue
60-second commercials daily on more
than 600 affiliates of ABC Radio. Pictured
are Mr. Harvey (1} and George Hunter,
Bankers' director of advertising. Marshall
JohniAction Advertising, Northbrook, lll., is
agency.

B ——
Rep appointments

O Kertvitv) Omaha: Katz Television,
New York.

0O KaMitaM) Henderson-KFMS(FM)
Las Vegas, both Nev.: Buckley
Radio Sales, New York

O Wccec-am-FMm Hartford, Conn.:
Kadetsky Broadcast Properties,
Boston, appointed New England
representative.

Whitmoyer Laboratories 0 Spot TV
and radio will be used for company's
Vacor rodenticide (mice killer) for 10
weeks starting in early October. Spot-TV
markets will total 27 and radio
approximately 40. Brewer Advertising,
Kansas City, Mo, is seeking tc reach men,
18-49.

Kelly Foods O Canned meat products
will be displayed on spot TV in 14
Southern markets during eight-week
flight, starting in late August. Noble-Dury
& Associates, Nashville, is taking aim at
women, 18-49, via commercials on
daytime, fringe and prime-time programs,
Antoher Noble-Dury client, Riceland
Foods, is mapping spot-TV effort to break
in late September for eight weeks in 13
Southern markets. Company will be
advertising its Riceland rice and Chefway
oil and shortening. Limited amount of

radio will also be used. Agency is seeking
women, 18 and over, and women, 25-49,

Cluett & Peabody O Sanfor-Knits
underwear is poised for spot-TV drive in
early September to run for three weeks.
Young & Rubicam International, New York,
is aiming to reach men and women,
25-49, via spots in fringe periods and
within news and sports programs.

Endicott Johnson Corp.O0 Company's
shoe products will be showcased in spot
TV and radio flights to begin August 23 for
two weeks. Eighteen markets will be
used, split between radio and television to
reach men and women, 18-34. Vitt Media
International, New York, is seeking
daytime, fringe and prime periods on TV.

New York Daily News O Second round
of off-beat approach to circulation
advertising surfaces this month. News
has developed campaign showing 30
days of-tabloid's front-page headlines in
30 seconds. Commercial for June
headlines ran on July 1 and 2 on WNBC-Tv.
waBC-Tv and wrix. all New York.
Commercial was conceived and
produced by Tony Schwartz of New
Sounds Inc., New York. Voice-over:
"Remember last month? The news of last
month in 30 seconds. it's brief. I1's
concise. Make your time count every day
with the Daily News. " Air Time inc., New
York, placed time.

MODEL X700-RP
NET PRICE $635.00

SUPER-TORQUE MOTOR
HEAVY DUTY TAPE DECK
PRECISION ADJUSTABLE
HEAD ASSEMBLY

QUIET AIRDAMPED SOLENOID

PHONE
TOLL FREE
800 638-0977

TTAPEC ASTER

BOX 662 ROCKVILLE, MARYLAND 20851
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Monday=zMemo’

A broadcast advertising commentary from Tom Hurley, advertising services manager, Ralston Purina Co,, St. Louis

Testing, testing:
keeping down costs
for commercial tryouts

Over the past five years, the number of
test commercials we’e produced annually
at Ralston Purina has increased six times,
from 17 in 1971 to well over 100 last year.
That’s twice as many tests as finished com-
mercials.

The cost of our test commercials has
risen almost as much—about 500% over
the same five-year period. More impor-
tantly, test commercials have gone from a
fairly insignificant part of our production
budget to a point where, last year, they ac-
counted for almost a quarter of our total
production dollars.

With this as background, 1'd like to
share some of our thoughts on ways to cut
the cost of test commercials —being the
first to admit that we certainly don’t have
all the answers. 1'd also like to note at the
outset that my remarks apply only to our
rough test program at Ralston Purina,
which, basically, tests memorability.

The purpose of our test program is
simply to expose as many creative ideas as
possible to the consumer. 1t's our belief
that the more concepts we test, the greater
our chances of putting an above-average
finished commercial on the air. Obviously,
then, it’s important that our test commer-
cials be as inexpensive as possible,
especially for brands with limited budgets.

Initially, this system involves on-air
tests on a local UHF station, with a pre-
recruited audience. The commercial or
commercials scoring highest in
memorability are then produced in
finished form, and the resulting commer-
cial is tested further and a decision is made
to air or not to air. Based on a number of
years of experience memorability scores
.from these local on-air tests compare fa-
vorably with the more extensive day-after
recall testing.

There are three basic types of test com-
mercials:

The first, and probably most common,
version is the animatic, which is simply a
storyboard on film, made up of a number
of panels of artwork. The simplest type of
animatic is shot still-frame in sequence on
16mm or video tape. A further step is to
take it to limited animation —that is, to add
some movement. Since animatics ob-
viously don’t require a set or actors, they
tend to be the least expensive type of test
commercial to produce and therefore the
most widely used. Qur animatics currently
are running about $4,000 each.

Next are photomatic test commercials.
These are simply animatic commercials
made from phtotgraphs instead of art-
work. Thus, they have the immediate ad-

Tom Hurley joined Ralston Purina in his present
position, in 1970. His respansibilities include
coordination of the company's over-all
television production effort, in which capacity
he works with the production departments of
some nine agencies. Formerly a writer-
producer at Gardner Advertising, Mr. Hurley
also has been a television writer in San Diego
and Phoenix, an editor with Capitol Records in
Hollywood, and a producer-director of
children’s programing at noncommercial
KETC-Tv St. Louis.

vantage of realism—of being more repre-
sentative of the finished commercial and
less subject to misinterpretation. Photo-
matics also provide the opportunity to test
viewer reaction to casting and sets.

“In our experience at Ralston Purina,
photomatics tend to cost roughly 50%
more than animatics. One reason: Unlike
animatics, photomatics require the addi-
tional expense of casting on-camera
talent, studio rerital, props, wardrobe, elc.
This alone doesn’t explain the big
difference in price, however. Perhaps the
explanation lies in the fact that the closer
you get to the original, the greater the
temptation to take the commercial that ex-
tra step—to add more opticals, to dress the
set a little more elaborately.

Which brings us to the third type of test
commercial —live-action. While it’s almost
always the most expensive, there can be
exceptions. We have come across in-
stances when it turned out to be less ex-
pensive—and far less time-consuming—to
shoot a test commercial live than to
assemble one from a number of still
photographs and go through opticals.

At Ralston Purina, we use live-action
selectively. For example, if we were trying
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to convince consumers of the palatability
of a particular pet food, nothing makes the
point like seeing a real, live dog wolf it
down. Or, we might use live-action to illus-
trate a particular technique such as slow-
motion.

How do you cut test commercial costs?
To start with the obvious—maybe you're
producing more test commercials than
necessary. If you’re getting too many ver-
sions of a particular creative strategy to
test, perhaps your preliminary research
isn’t doing the job it should in selecting
your true alternatives. Make sure you’re
not just testing variations on a theme.

Next, resist the temptation to *‘‘over-
produce.” In rough production, it's impor-
tant to concentrate on getling the idea
across—and leave it at that. A look at to-
day’s test commercials shows they are far
more finished than they were only a few
years ago (and I include our own) buit,
more important, our research tells us
they're more finished than they need to
be.

A test commercial should represent the
idea faithfully—in terms of structure,
proper sequence, pace, and brand-name
exposure. But, it shouldn’t be overdone in
terms of production values, since this is
what brings up costs. Save production
values —and this includes sound as well as
picture—for the finished commercial.

There is an additional danger, too, in
getting too elaborate, for this may distract
the viewers by introducing extraneous ele-
ments into the commercial.

Some simple rules to remember: In
animatics, try to simplify—concentrate on
the idea and eliminate the irrelevant. Cut
the cost of artwork by keeping the number
of panels to a minimum and by simplifying
artwork. Use limbo backgrounds or a
single background with acetate overlays for
individual panels.

Wherever possible, use still-frame
rather than limited animation. Use opticals
sparingly—and make sure there's a sound
reason for each of them. Shoot in 16mm
and, instead of finishing the film, go to
A&B rolls, and roll onto tape. Or shoot
directly on tape in the first place.

Basically, the same guidelines apply to
photomatics. Use as few photos as possi-
ble, keep them simple and keep opticals to
a minimum,

Since live-action tends to be the most
expensive tlype of test commercial, the
first consideration is whether to use live-
action or not. Beyond that, the basic
guidelines for saving money in animatics
and photomatics also apply, with the addi-
tions suggested: Use locations instead of
building sets, keep talent at a minimum
(no pun intended), shoot in 16mm or
video tape, and don’t use complicated op-
ticals unless you really need them.



WTHI-TV Terre Haute

iIsontop ofthehighground.
SoisKatzTVvContinental.

Throughout the day, more viewers in
the Terre Haute, Indiana, market watch
WTHI-TV than the other two stations
combined. In the four NSI reports, May
1975-May 1976, WTHI-TV averaged a
40% higher_share in its Desig-
nated Market Area than its near-
est competitor (M-S 9AM-mid).

WTHI-TV is now represented by
Katz TV Continental. Salesmen in 14
offices are backed up by 39 sales re-
search professionals with the computer
power to produce the facts media deci-
sion-makers need to buy spot TV
effectively. Join WTHI-TV. Climb
tothe high ground. Come to Katz.

WTHI-TV. Katz. Thebest.




Listentowhat
successful
sound like.




"Billings have more than doubled within four months. We don't have to pre-

sell clients—theyre our listeners and are responding at a great rate. Were alsc
attracting clients who never used radio before. We are extremely proud of
everything that's happened to us. NIS has put radio on a pedestal that it's
never been on before. — John Phelan, KTSM, El Paso

"We were the original contemporary station in the state 18 years ago. Ittock us
all these years with music to build the same size audience as NIS gave us in
only 11 months.— Al Pellegrino, WPOP, Hartford*

“Our local account list has quadrupled. Over 90% of our business has come
from new accounts. NIS has made us.'— Lee Zanin, WWTC, Minneapolis

"Advertisers response has been just great! Advertisers are getting results and
keep coming back!—Edd Routt, WRR, Dallas

“We've developed a large amount of quality accounts that no other Omaha
radio station can touch. And they're buying larger schedules than we've ever
experienced before.’ — Jerry Misner, KLNG, Omaha

“After switching from MOR to NIS, our overall audience increased 90%
andthe audience gain is reflected in new advertisers and new revenue’
—Art Williams, KFBK, Sacramento*

All of these radio stations have socmething in common besides the sweet sound
of success.

Every one of them switched to NIS all-news radio. The complete programming
service fromthe largest broadcast news-gathering force in the world NBCNews.

Just one year old, and already NIS is a full-grown success. So if you want more
people to listen to your station. listen to these stations. And call Chuck Renwick
at (212) 247-8300 to find out more about the NIS all-news story.

Call now. Because next year instead of reading success stories, you could be
writing one.

NBC NEWS &
INFORMATION
SERVICE

*SOURCE ARB MSA Apnil/May 1975. Apni/May 1976. Total Adults. Mon -Sun 6AM - Midright
NOTE Audience and related data are based on estimates Provided by the rating services indicated and are subject to the qualifications 1ssued
by these services. Copies of such qualilications avaiable on requesl



& indicates new or revised listing
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This week

Aug. 9-10—Hearings on public broadcasting's
record of minority hiring before House Communica-
tions Subcommittee. Washington,

Aug. 9-11— Community Antenna Television Associa-
tion seminar. Western Hills Lodge. Wagoner, Okla.

Aug., 10-12—Canadian Broadcasting League con-
ference on "Crisis in Canadian Broadcasting.” Twenty
papers will be presented and discussed on broadcast
TV. cable, economics, programing and pay TV. St
Mary's University. Halifax, Nova Scotia.

Aug. 11— FCC’s new deadline for comments on its
proposed rule amendment to permit the use of auto-
matic transmilters at AM, FM and TV stations (Docket
20403). Replies are now due Sepl. 13. FCC. Wash-
ington.

Aug. 11—Connecticut Broadcasters Association
summer sales seminar. Waverly Inn, Cheshire.

Aug. 12.13—Arkansas Broadcasters Association
summer convenlion. Speakers: Saidie Adwon of
KTUL-TV Tulsa, Okla. president of American Women
in Radio and Television; Donald Jones, KFIZ(AM) Fond
du Lac, Wis.. chairman of National Association of
Broadcasters radio board. Degray State Park lodge
and convention center, Arkadelphia.

Aug. 15— Deadline for entries in CINE cempetition.
Council on International Nontheatrical Eventsis non-
profit organization to encourage international com-
munications and to select U.S. nontheatrical and short
subject tilms for entry in appropriate international
festivals. Details: CINE, 1201 16th Street, NW. Wash-
ington 20036; (202} 785-1136.

o= — o i ]
Also in August

Aug. 16—Opening of Republican National Conven-
tien. Kansas City, Mo.

Aug. 17 —Idearama, sponsored by Radio Advertising
Bureau for salespeople. Holiday Inn Downtown,
Anchorage.

Datebookx®

8 Aug. 17 —Luncheon, Hollywood chapter, National
Academy of Television Arts and Sciences. Speakers:
Michael D. Eisner, ABC Entertainment; John J.
McMahon, NBC-TV; William Selt, CBS-TV. Sports-
man's Lodge, Studio City, Calif.

Aug. 17-18— House Communications Subcommittee
hearings on family viewing. Los Angeles.

Aug. 19-22— West Virginia Broadcasters Associa-
tion fall meeting. The Greenbrier, White Sulphur
Springs, W. Va.

Aug. 20~ National Public Radio board of directors
meeting. Fashing Haus, Aspen, Colo.

Aug. 23 — FCC's deadline for comments on proposat
o require TV receivers to come equipped with an at-
tached UHF antenna. Reply comments are due Sept.
13. FCC, Washington.

m Aug. 24 —Hearing on nominations of White House
assistant news secretary, Margita White. and Senate
Communications Subcommittee counsel,’ Joseph
Fogarty. to be members of FCC. Senate offices. Wash-
ington.

Aug. 24— FCC's new deadline for its proposal to
allow circular polarization for TV transmissions
(Docket 20802). Replies are now due Sepl. 6.

Aug. 30-31— Nationa! Religious Broadcasters
Eastern regional convention. Eastern College. St
David's, Pa.

]
September

Sept, 1— FCC's deadline for comments on its inquiry
into the relevancy of its license requirements for
broadcast stations operators (Docket 20817). Replies
are due Sept. 15,

Sept. 1 — FCC's deadline for comments on request by
Public Media Center of San Francisce to institute in-
quiry and rulemaking on airing of public service an-
nouncements by broadcasters (RM-2712).

Sept. 8-11— International Musexpo '76, market
place for international record and music industry. Fair-
mant hotel, New Orleans. Information: 1350 Avenue of
the Americas, New York 10019; (212) 489-9245,

Sept. 12-15—Institute of Broadcasting Fi-
nancial Management annual conierence.
Sheraton Boston hotel 1977 conference in
mid-September in Regency Chicago hotei.
Chicago.

Sept. 19-22 — National Radio Broadcasters
Association 1976 Conference & Exposition.
Hyatt Regency Embarcadero. San Francisco.
Chicago will be 1977 site.

Qct, 13-16— Annual meeting, Association of
National Advertisers. Broadmoor hotel, Col-
orado Springs. 1977 annual meeting will be
Oct. 23-26 at the Homestead, Hot Springs, Va.

Oct, 24.27 — National Association of Educa-
tional Broadeasters 52d annual convention.
Conrad Hilton hotel, Chicago.

Nov, 8- 11— Television Bureau of Advertising
annual meeting. Shoreham Americana hotel,
Washington.

Nov. 10-13—Society of Professional Jour.
nalists. Sigma Delta Chi. national convention.
Marriott hotel, Los Angeles.

Dec. 11-16— Radio Television News Direc-
tors Association international conference.
Americana hotel. Miami Beach, Fla. 1977 con-
ference will be Sept. 14-18 at Hyalt Regency
hotel. San Francisco: 1978 conference at
Atlanta Hilton hotel, Atlanta; 1979 conference
al site to be designated in Chicago.

Major meetings

Jan. 911, 1977 — Association of Indepen-
dent Television Stations (INTV) fourth annual
convention. Fairmont hotel, San Francisco.

Jan, 23-26, 1977 — National Religious
Broadcasters 34th annual convention. Wash-
ington Hilton hotel, Washington.

Feb. 12-16, 1977 —National Association of
Television Program Executives 14th annual
conference. Fontainebleau hotel, Miami, 1978
conference is scheduled for Los Angeles. site
and date to be announced.

March 27-30, 1977 — National Association
of Broadcasters annual convention. Wash-
ington. Future conventions: in 1978, Las
Vegas. April 9-12; in 1979, Dallas, March
25-28; in 1980, New Orleans, March 30-April
2,

April 17-20, 1977 — National Cable Televi-
sion Association annual convention. Conrad
Hilton, Chicago.

April 27-May 1, 1977 — American Women
in Radio and Television 26th annual conven-
tion. Radisson Downtown hotel, Minneapolis.
May 18-21, 1977 — American Association
of Aduvertising Agencies annual meeting.
Greenbrier, White Sulphut Springs. W. Va.
June 12-16, 1977 — Broadcast Promotion
Association 22d annual seminalr Beverly
Hilton hotel, Los Angeles. :
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‘Sept. 10-12—Annual conference ot NBC Television

and Radio Networks and NBC Radio's News and In-
formation Service news directors. Hotel Drake,
Chicago.

Sept. 12-14— Southern Cable Television Association
convention. Fairmont Colony Sguare hotel, Atlanta.
Contact: Otto Miller, executive secretary, PO. Box 465,
Tuscaloosa, Ala. 35401; (205) 758-2157.

Sept. 12-14—Annual convention of Western chapter
ol The National Religious Broadcasters. Sheraton
hotel. Los Angeles airport.

Sept. 12.15—Sixteenth annual conference of the In-
stitute of Broadcasting Financial Management. FCC
Chairman Richard Wiley will be Monday luncheon
speaker; Cox Broadcasting President Clitford Kirtland
will be Tuesday luncheon speaker. Sheraton-Boston
hotel, Boston.

Sept. 13—Public hearings begin in Chicago on first
phase of Federal Trade Commission's proposed trade
regulation regarding information and claims in food
advertising. FTC regional office, 5% East Monroe
Street.

| Sept. 14—0ral argument in case in which Action
for Children's Television is appealing FCC's 1974
policy statement on ¢hildren's TV. U.S. Court of Ap-
peals, Washington.

Sept, 14-18—Hearings on license renewal legisla-
tion before House Communications Subcommittee.
Washington.

Sept, 14-16— lllinois Broadcasters Association Con-
vention, Holiday Inn East, Springfield.

Sept. 14.17 — CBS Radio Network affiliates conven-
tion. Williamsburg, Va.

Sept. 15—Deadline for entries for Ohio State Awards *
competition that annually recognizes meritorious
achievement in educational, informational and public
affairs broadcasting. Competition is sponsored by the
Institute for Education by Radio-Television and is
held under auspices of Ohio State University Telecom-
munications Center, Columbus. Winners will be an-
nounced in March 1977, Contact: |ERT, 2400 Olen-
tangy River Road, Columbus. Ohio 43210,

Sept. 15-17— Tennessee Association of Broad-
casters annual convention. Glenstone Lodge. Gatlin-
burg.

Sept. 17-19— American Women in Radic and
Television West Central area conference. Clayton Inn,
Clayton, Mo,

Sept. 17-18— Maine Association of Broadcasters
annual convenlion. Sebasco Estates.

Sept. 19-22— National Radio Broadcasters
Association Conference & Exposition. Hyatt Regency
Embarcadero. San Francisco.

Sept. 20-21-— National Retail Merchants Associa-
tion retail advertising workshop and seminar. Biltmore
hotel, New York,

Sept. 21— FCC's new deadline for comments on AM
clear channel proceedings to allow 1-A clears to oper-
ate with greater than 50 kw (Docket 20642). Replies
are now due Nov. 22. FCC, Washington.

m Sept. 21.23— National Association of Broad.
casters black management seminal, for black station
owners. NAB headguarters, Washington.

Sept. 22.24—1976 Biennial International Broad-
casting Convention, sponsored by the Electronic
Engineering Association, Institution for Electrical
Engineers, Institute of Electrical and Electronics
Engineers, Institution of Electronic and Radio
Engineers. Royal Television Society and Society of Mo.
tion Picture and Television Engineers. New tech-
nigues and equipment for the whole spectrum of the
industry will be exhibited. More than 60 technical
papers will be presented in 14 sessions. Grosvenor
House. London. Information: The secretariat, Interna-
ticnal Broadcasting Convention, ISS. Savoy Place, Lon-
don WC2R OBL.



Sept, 23.28— Videcom, International Market of
Videocommunications sollware/hardware exhibit.
Palais des Festivals, Cannes, France. U.S. contact:
John Nathan, Merryl Levow, 30 Rockefeller Plaza. suite
4535, New York 10020.

Sept. 24— American Women in Radio and Television
Western area conference. Brown Palace hotel, Denver.

® Sept. 26-28— Nebraska Broadcasters Associa-
tion convention. Vincent Wasilewski, National
Association of Broadcasters president; John Salisbury,
president, Radio Television News Directors Associa-
tion, and FCC Commissioner Abbott Washburn will
speak. Lincoln Hilton, Lincoln.

Sept. 26-28— Nevada Broadcasters Association
convention. Stockmen's Motor Hotel, Elko. Nev.

Sept. 26-29— Pacific Northwest Cable Communica-
tions Assoeiation annual convention. Davenport hotel,
Spokane, Wash,

® Sept. 27-28—Annual convention of Midwest
chapter of The Natioral Religious Broadcasters.
Charles Colson, former White House adviser, is among
speakers. Chicago O'Hare Airport Exel Inn, Chicago.

® Sept. 27+30— Electronic Industries Association
annual fall conference. Century Plaza hotel. Los
Angeles.

Sept. 29-0Oct. 2— Information Film Producers of
America film and video communicalors conference,
trade show and Cindy Awards festival. Palm Springs
Spa hotel, Palm Springs, Calif. Information: IFPA, 3518
Cahuenga Boulevard West, suite 313, Hollywood
90068:; (213) 874-2266.

Sept. 30—Deadline for entries for 1976 Ondas
Awards (eight for radio and four for TV in Spain; five
for radio and television in Latin-America; four for radio
and tour for TV in other countries). Awards are for pro-
grams, organizations and individuals lor professional
achievement between September 1975 and Septem-
ber 1976. Awards will be conferred at Grand Radio
Gala in Barcelona. Spain, Nov. 14. Contact: Premios
Ondas, Calle Caspe 6, Barcelona 10.

Sept. 30 —Seminar on adverlising law. problems and
trends. jointly sponscred by American Advertising
Federation, Federal Bar Association and Interna-
tional Library (publishers ol National Advertising
Law Anthology). Hyalt Regency hotel, Washington.

]
October

Oc¢t, 1—"0Deadline tor entries in media awards pro-
gram of American Cancer Scciety. Categories include
multiple classifications in local and network radio-
television. Information: ACS Mass Media Awards
Committee, 801 Second Avenue, New York 10017:
(212) 749-8038.

Qct. 1—Regional convention and equipment show,
Society of Broadcast Engineers. Chapter 22. Syracuse-
Hillon Inn, Syracuse, N.Y, Information: Paul Barron,
WOCNY-TV-FM, Syracuse.

Oct. 1 — FCC's deadline lor comments on amendment
of noncommercial FM broadcast rules. Reply com-
ments are due Nov. 16, FCC, Washington.

Oct. 1-3— Massachusetts Broadcasters Association
annual convention. Sheraton-Boxborough Inn, Box-
borough. Contact: Douglas Rowe. MBA, 16 West Main
Street, Marlborough, Mass. 01752,

Oct. 1-3— American Women in Radio and Television
Northeast area conlerence. Gideon-Pulnam hotel,
Saratoga Springs. N.Y.

Oct. 2—Seminar of California Trial Lawyers
Association for Southermn California news media. Sub-
jects will include libel and slander. reporters’ shield
law. media gag rule, invasion of privacy and public
figure status. Hyalt International. Los Angeles Interna-
tional Airport.

Oc¢t. 3-5— North Dakota Broadcasters Association
fall convention. Ramada Inn, Minot.

Oct. 8-8— Indiana Broadcasters Association annual
membership meeting. Executive Inn, Vincennes.

Oct. 7-10— Women in Communications Inc. national
meeting. Marc Plaza hotel. Milwaukee.

Oct. B-9—intercollegiate Religious Broadcasters
convention. Evangel College, Springfield. Mo.

Oct. 8-10— American Women in Radio and Televi-
sion Southern area conference. Hilton hotel, Chat-
tanooga.

Doubleday
Media
offers: A MARKET

BONANZA

Fulltime—AM

* Exciting market growth
potentials

Excellent equipment

Vast winter/summer resort
center

Oil rich economy

Proven billing growth
Limited media competition

Price: $360,000—Superb terms

Call: Dan Hayslett 214/233-4334

clem

Doubleday Media
Brokers of Radio, TV, CATV and Newspaper Properties
13601 Preston Rd., Suite 417 W, Dallas 75240

Shenandoah Valley
Television System Inc.

a division of Worrell Newspapers, Inc.

has purchased WHSV-TV (formerly WSVA-TV),

Harrisonburg, Va. from

Gilmore Broadcasting
Corporation

Kalamazoo, Michigan

for $3,250,000

The undersigned assisted both parties
in this transaction.

R.C.CRISLER & CO., INC.

Cincinnati, Ohio Tucson, Arizona
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