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AS OF MAY |, METRO BROADCAST SALES WILLREPRESENT
WTTG, WASHINGTON, D.C.AND KMBC-TV, KANSAS CITY, MO.

SPECIALEFFECTS.To take the best of broadcasting and turn it into
a climbing sales chart,that’s the operating philosophy behind METRO
BROADCAST SALES,the nation’s new,quality Station Representative.
To produce these striking effects, METRO BROADCAST SALES: repre-
sents a limited number of selected stations in major markets...offers/
you complete, in-depth coverage...and employs experienced sales-
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honors the dedicated

koe-Tv --Albuquerque  WNEW-TV ... New York Watch new miracles of medicine take place.

WSB-TV o..oeveininn Atlanta WTAR-TV Norfoik-Tidewater . i g led d 1

KERO-TV . Bakersfield Gain the knowledge and reassurance we a

WBAL-TV ... Baltimore need on its progress. Programs on medicine

wg:ﬂ, : Ciulfc?ég and health are only one way TV accepts its

WEAATV ...l Dallas  yon Raleigh Durham responsibilities. These stations are proud to

":}L“ELM“T’V ~~D"F'|‘!“;‘g”Peé'}:f WROCTV oo R e be part. of Television’s contribution to the
- «ee....Flint-Bay Ci . . . )

KPRETV ... Hoistoz KCRATV .......... Sacramento understanding of medical science.

WDAF-TV . Kansas City KOTV............ Salt Lake Clty

KARK-TV .. ........ .LittleRock ~ WOALTV - .San Antonio

KCOP ............ Los Angeles KFMB-TY ........... San Diego Teleuvision Division

WISNTV . ..ovvannn, Milwaukee WNEP-TV. . Scranton-Wilkes Barre

KSTP-TV .. .Minneapolis-St. Paul KREM-TV ............ Spokane Edward Petry & CO., InC-

WSMIV ...l Nashville WTHI-TV........... Terre Haute The Original Station

WVUE............ New Orleans KVOO-TV ............... Tulsa Representative

NEW YORK ¢ CHICAGO + ATLANTA « BOSTON ¢ DALLAS * DETROIT ¢ LOS ANGELES « SAN FRANCISCO « ST.LOUIS
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A FROZEN FORMULA? NO!C

Because people are different. .. markets are different. They require tailored
programming to meet the difference. That’s why Storer Broadcasting
Company’s formula is to have no single formula for its 9 key markets.

CLEVELAND
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Instead, an individual format is created for each station to meet the needs and
desires of that community. Small wonder a Storer Station gives you so much
for your advertising dollar. Important Stations in Important Markets.

CLEVELAND ATLANTA MIAMI TOLEDO TOLEDD S TO R E R
WIW-TV ! WAGA-TV WGBS WSPD WSPD-TV BROADCASTING COMPANY
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TELEVISION

THE NEW BUSINESS OF LEISURE  America’s post-war economy has ripened into an industrial and sociological revo-
lution that is putting more leisure time into the lives, and more discretionary dollars into the pockets, of most citizens. By
conservative measure leisure is now a $47 billion business, and growing by leaps and bounds. By contrast, television’s share
of the advertising market growing with leisure has progressed only at a snail's pace. Here’s why.................. 45

THE NEW GAME OF PLAYING IT SAFE  Recent actions of the Federal Trade Commission in regard to television
commercials have brought on a new era of super-honesty among the people making them. Not sure that the technique that’s
acceptable today won’t be suspect tomorrow, many of them are bending over backwards to stay out of the grey areas—and are
paying production penalties in the process. Status report on the current climate in commercials................... 50

BASIC TRAINING FOR TV EXECUTIVES NBC’s page system has produced a number of important broadcasting

executives and performers in the 35 years it’s been in business. Here’s how—and who.......... ..., 54

FROM OUT OF THE NORTH Once upon a time, somewhere north of the border, a new idea sprung up about how
to market a brand of tea. The experts from south of the border advised them it couldn’t be done. So they did it anyway.
This is the account, both meaningful and amusing, of how the tea that dared to be known by good taste alone dared to do
business under that name. A television SUCCESS SIOTY. .. ...ttt e e e 60

CLOSEUP: LEE RICH  The big question about Lee Rich is whether he’s the last of an old breed or the first of a new
one. In either case, the man who directs both media and programming millions for the clients of Benton & Bowles is a man

who has much (o say about the running of TV, and doesn’t hesitate to say it. A penetrating TELEVISION CLOSEUP. . . . . 62
DEPARTMENTS

Focus ON BUSINESS . . . . ... .. 7 PLAYBACK ... ........... 23 Focus oN COMMERCIALS . . . . .. 38
Focus oN PEOPLE . . . . ... ... 13 LETTERS ... ..... 5600000 35 TELESTATUS . . « v v v v v v oo . 85
Focus oN NEws . .. ........ 17 EDITORIAL . . . . .. ... ...... 92
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H. H. Tash Secretary and breadth of the land. The

B. T. Taishoff  Treasurer statisticians tell us leisure is |

X i o the fastest growing commodity |
Advisory Board—Broadcasting Publications Inc. around, in all respects but in |

Vice President-General Manager Maury Long  Edwin H. James Vice President-Executive Editor the amount of leisure adver- |
Comptroller Irving C. Miller  John P. Cosgrove Director of Publications tisin : 2 #

. : . ; gt g on television. A depth |
Assistant Publisher Lawrence B. Taishoff  Frank Gentile Subscription Manager article beginning on page 45 |

describes this booming market. |

TELEVISION MAGAZINE

Sol Taishoff Editor and Publisher
Managing Editor Donald V. West  Kenneth Cowan Vice President-Business Manager

Senior Editor Albert R. Kroeger  Frank Chizzini Advertising Director
Published monthly by the Television Magazine Corp., Executive, editorial

Assoc.iate E.dimr Morris J. Gelman ]ack_l" Blas Adv. Production/Ofﬁce Mgr: circulation and advertising offices: 444 Madison Ave., New York 22, N. Y.

Production Editor Barbara Landsberg  Fredi Selden Secretary to the Vice President Telephone PLaza 3-9944. Single copy, 50 cents, Yearly subscriptions in the

—_— A a A United States and its possessions, $5.00; in Canada, $5.50; elsewhere, $6.00.

Editorial Associate Deborah Haber  Eileen Monroe Assistant Printing Office: 3110 Eim Ave., Baltimore, Md. Second-class postage paid at

Art Director Stanley White  Harriette Weinberg Subscriptions e Tt it D e 1963 D peleukiim M Ycroim, With-

4 TELEVISION MAGAZINE |/ May 1962

WAAMA-Serecantadiohistornr-com


www.americanradiohistory.com



www.americanradiohistory.com

—_r
L

el
zzwgggggxxs i
. '
- g@"é‘w-&w«wm;. - . §§
e
i Wi cerrets | -
gk H : S
el gg' .
4 ?“% &‘3&@“&.‘&
i . e
e e
. "
It's MAIN STREET in Ohio’s Third Market
The President may travel Pennsylvania Avenue during his inaugural drive, but if he is feted in Dayton
he’ll ride down Main Street. And nowhere in Ohio’s Third Market do we make any bones about the fact
that so many of our main streets are called just that. @ This doesn’t suggest, we trust, that we are alto-
gether provincial, but it does point up the fact that people are a little different here. Not better. Just
different. And it explains why we take such pains to program precisely to those differences with a varied
fare of facts and entertainment. With the result—and we have piles of statistics to prove it—that people
on our Main Streets, and our side streets, and down our country lanes, consistently prefer our signals—
on TV, on AM, on FM. ® And, by and large, they have more spending money in their pockets (some-
times nicknamed “discretionary income”) than people in any other Ohio market. Ask George P. Hollingbery.
DAYTON, OHIO WHIO-AM-FM-TV Dayion

AM—1290 KC

Associated with WSB, WSB-TV, Atlanta, Georgia
and WSOC, WSOC-TV, Charlotte, North Carolina
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Color television gets a push; fall selling blooms

What a colorful spring. ABC-TV has
announced its entry into color television
next fall, McCall’s magazine will cut its
color ad rate (to a chorus of boos from
fellow publishers) , and RCA, countering
an antitrust suit brought against it by
Philco Corp., charges that Philco has
unlawfully sought to keep color TV from
the American public.

It’s a big colorful ball of wax, and
however it melts, the big color push
seems to be on—in all media.

NBC-RCA come fall will no longer be
doing a color solo. The ABC color move
(three hours a week on the tinting of
Hollywood Special, Flintstones and
Matty’s Funnies in an uncertain color
station lineup) admittedly is not much.
But it is a start and it may be all that is
needed to nudge a silent CBS over the
black-and-white border to really send
television color into the big time.

The present TV color statistics are not
nonexistent: about 375 network color-
equipped stations, some 900,000 color
homes. NBC currently programs 44
hours of color a week. Next fall 659, of
its nighttime program hours will be in
color, an increase of 199, over 1961-62,
719, over 1960-61. ABC’s increase, of
course, will be 1009,.

But color homes are still only about
one half of one percent of total TV
homes (49 million). This certainly has
to rise. After years of red ink on its
color efforts, RCA last year announced
that it was starting to turn a profit. And
RCA presumably will benefit as ABC-TV
and its affiliates purchase color equip-
ment, much of it bearing the RCA label.

The RCA action against Philco (ask-
ing $174 million in damages) comes as
a court motion tied to a five-year-old
antitrust suit by Philco against RCA,
General Electric, the American Tele-
phone & Telegraph Co. and two of its
subsidiaries, charging a monopoly in
electronics.

The new RCA action contends Philco

TELEVISION MAGAZINE / May 1962

FOCUS ON BUSINESS

had violated the Sherman Antitrust Act
in allegedly conspiring to deprive the
public of the full benefits of color tele-
vision. According to RCA, after the FCC
in 1953 adopted compatible color TV
standards that “were to a substantial
degree based upon the product of RCA’s
research and engineering developments,”
RCA disclosed to the TV industry the
significant features of its system.

But, contends RCA, from 1953 on

Philco had “unlawfully combined, con-
spired and attempted to monopolize
trade and commerce in color TV appara-
tus.” The alleged motive: to set back
the introduction of color TV until
profits from black-and-white sets had
been exploited and to buy time, at the
cost of denying the public full color TV,
to develop Philco’s own color process.
According to the complaint, Philco’s
agents also spread “false information as

TV BOX SCORE

1960 % Change
Television Homes & Penetration
Homes 49,000,000 46,900,000 4+ 45
Percent Penetration 88 + 23
Multi-Set Homes 6,400,000 5,800,000 +10.3
Television Usage
Avg. Minute Audience (Homes)
Total Day 13,179,000 12,656,000 + 4.1
Morning 6,144,000 5,786,000 + 6.2
Afternoon 11,209,000 10,532,000 4+ 6.4
Evening 19,933,000 19,346,000 + 3.0
Avg. Hours per Home 5 hr. 7 min. 5hr. 6 min.
Avg. Audience—Network Show (Homes)
Nighttime 7,645,000 7,368,000 + 38
Weekday Daytime 2,820,000 2,776,000 + 16
Weekend Daytime 3,149,000 3,093,000 + 1.8
Total Hours of Usage per Day 240,100,000 230,500,000 4+ 4.2
Television Expenditures
Network $ 748,873,000 $ 682,371,000 + 9.7
Spot 617,398,000 603,294,000 + 2.3
Total 1,366,271,000 1,285,665,000 + 6.3
Cost-Per-Thousand (Network)
All Programs $2.73 — 04
Evening Programs 4.04 — 1.0
Daytime Programs 1.96 — 1.0
Source: TvB

www_americanradiohistorv com
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to the status of the development of color
TV apparatus.”

While it all comes late to the new
bloom on color, and a large number of
manufacturers have begun making color
TV sets, RCA says it all would have
started six or seven years ago if Philco
had not waged its “unlawful” battle, a
battle, RCA adds, in which it incurred
“extraordinary expenses” in order to
prevent destruction of its color business.

While it does not directly affect the
television business, McCall’s recent an-
nouncement that in July it would elimi-
nate its premium charge for color ad-
vertising—making color as cheap as
black-and-white in the magazine—may
emphasize the direction in which TV
must go.

The McCall’s move presses its print
competitors to make some sort of a de-
cision on color rates. If they drop, and
it is a good bet that they will, magazines
will pile on the color linage. (News-
papers, with about 849, of their circula-
tion available with run-of-paper color,
have been making steady color gains.)
Widespread TV color could be an im-
pressive counter to the noise now being
made by the print people.

(NBC-TV has no premium rate on
color advertising, although color produc-
tion charges are higher than black-and-
white charges. ABC has not yet said if
color will cost advertisers extra.)

With all of the figures and calcula-
tions finally in (see page 7), 1961 shaped
up as a healthy year for television. Gains
were made down the line in audience
and advertising, according to the Tele-
vision Bureau of Advertising.

Television homes last year increased
4.59,, from 46.9 million in 1960 to 49
million. Nine out of ten homes are now
TV-equipped.

The audience per average minute went
up 4.19, to 13,179,000 while network
cost-per-thousand homes declined. All
program c-p-m was $2.72 in 1961 vs. $2.73
in 1960.

The number of commercial stations
went up to 541 from 527 in 1960. Total
hours of television usage during an aver-
age day was computed at 240 million, an
increase of almost 10 million hours per
day from 1960’s 230.5 million.

Network and national spot gross time
billings rose 6.3%, to $1,366,271,000.
Food and food products and toiletries,
as usual, were the leading product classi-

T —wwwamencanrachohistory-con

fications on network TV in 1961, ac-
counting for more than $265 million in
gross time billings.

On the programming front, the cur-
rent network season has settled down
into a kind of “it's all over but the sum-
mer -re-runs” atmosphere. The big ac-
tivity, of course, is in new fall schedules
and program selling. Both have gotten
off to the fastest pace ever.

NBC-TV early last month announced
that its 1962-63 nighttime program sched-
ule was firmly set—17 of the network’s
current programs will return, 11 new
ones will debut. CBS-TV is near its
program lockup, ABC-TV probably
would have closed already if a new re-
gime, on the ouster of network president
Oliver Treyz, had not decided to re-
arrange the ABC fall lineup. (ABC
figured to do some heavy program think-
ing anyway in the light of its poor 1961-
62 ratings showing.)

Whatever the shape of their fall sched-
ules, the networks have been selling
prime time commercial availabilities at
a fast clip. By mid-April, CBS reported
itself “over 909" sold out. NBC similar-
ly was “859, SRO.” ABC was at the
“809, point.”

Selling this early is far from the “des-
peration” stage and the bankrollers are
apparently not waiting around for those
late-blooming discounts—or chancing a
miss on favored positions.

BBDO COMMERCIAL TEST

It may never be decided to everyone’s
satisfaction what kind of commercial is
most effective or why some commercials
are more effective than others. But in a
unique test, BBDO is trying to find out.

For the last few months BBDO has
been the sponsor of The Beachcombers,
a syndicated series, running weekly in
prime time over wkrv Utica, N. Y. In-
serted in the program are commercials
for various products, an ever-changing
list. Some commercials are long, some
short, some bunched, some spread out.

WKTV’s viewers are said not to be aware
that the program is any different in in-
tent from regular shows. But after each
program, a random sample of viewers is
contacted to obtain reaction to the com-
mercials.

BBDO calls its experiment “the first
continuous, realistic, television commer-
cial laboratory.” According to Dr. Clark
Wilson, director of research for BBDO,
the experiment has turned up some valu-
able findings. One finding: 30-second
commercials were 60 to 659, as effective
as 60-second commercials. The sugges-
tion is that two 30-second spots may, in
some cases, be of greater value to a
sponsor than a single one-minute com-
mercial. END

TELEVISION MAGAZINE / May 1962
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Call your WLW Stations’ representative . . . you'll be glad you did!

WLW-A"

¥ Tolevision vl : | Telev Television
Dayton [ g [incinnot Atlanta

Crosley Broadcasting Corporation
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TENNIS ANYONE?
TENNIS EVERYQNE!

now for the first time. ..
a great new sports

series

CHAMPIONSHIP

another smash hit by the

producers of CHAMPIONSHIP BOWLING -
and CHAMPIONSHIP BRIDGE

cKay vs Neale Fraser wit on budge, commentator
write, phone or wire:
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CHAMPIONSHIP

TENNIS

your pick of upper-income viewers . .. a ready-
made market for the BLUE CHIP ADVERTISER

Format: half or full hours featuring the
champion tennis players of the United States,
Australia, England, South America, Europe
and other parts of the world, on film in a new
TV production that will show you the game as
you’ve never seen it before!

Did you know that there are more tennis
players than golfers in our country today?

East Wacker Drive, Chicago ® Phone: FRanklin 2-4392
e El dorado 5-4616

N. Y. Office: 527 Madison Ave.

Herewith a unique opportunity to reap the
benefits of this exclusive sport spensorship.

Take advantage of this rich and growing mar-
ket of players and spectators with a TV show.
that’s tops in prestige and sponsor identifica-
tion. Available for national or regional spon-
sorship . . . 26 weeks or 13 weeks. Contact us’
today for details. N

INC.

Full cooperation from
the USLTA

wWWW americantadiohistorv-com
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Alka-Seltzer B i

A few media buyers still suffer from a hangover of misinformation. They'll tell you Rochester is
much larger than Nashville...and so are Louisville, Birmingham, and Tampa-St. Petersburg.
It depends...on whether you count noses or TV homes. Nashville, 38th in America with

435,700 TV homes, beats them all...and quite a few more. Sobering, isn't it?

WLAC-TV WSM-TV WSIX-TV

CBS-TV Channel 56 NBC-TV Channel 4 ABC-TV Channel 8
NASHVILLE, TENNESSEE

WWWeamericanradiohistorv.com
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PEOPLE

A sequel to the executive shakeup at ABC was the an-
nouncement of Oliver Treyz’ appointment as vice president
and world-wide sales manager of Warner Brothers televi-
sion division. The former president of ABC-TV, who now
reports directly to Jack L. Warner, heads a new sales divi-
sion intended to expand the film company’s TV division.
Warners is currently turning out eight weekly television
series.

On the heels of the CBS-TV realignment in program-
ming echelons, which saw Hub Robinson installed as senior
v.p.-programs, the network announced the appointment of
Robert F. Lewine as vice president-programs, Hollywood.
He succeeds Guy della Cioppa, who resigned. Lewine,
who is national president of the Academy of Television
Arts & Sciences, has served as vice president-programs for
CBS Films since October 1959. He was previously NBC
vice president of TV network programs and ABC v.p. in
charge of television programming and talent.

Back at ABC, Theodore F. Shaker was elected president
of the ABC owned and operated television stations, suc-
ceeding Julius Barnathan, who had been appointed vice
president and general manager of ABC-TV. Shaker, for-
merly president of ABC-TV National Station Sales, joined
the network in June 1961, when the station sales arm was
formed, as its v.p. and general manager. He previously
was director of network program sales at CBS-TV. Replac-
ing Shaker is James Conley, former vice president and
general sales manager, now executive v.p. and general
manager. Conley came to ABC from wcau Philadelphia
last November. He previously was associated with CBS TV
Spot Sales and wisa-Tv Indianapolis.

Elected chairman of the important Broadcast Advertis-
ing Committee of the Association of National Advertisers:
Harry F. Schroeter, director, general advertising depart-
ment, National Biscuit Company. He succeeds Howard
Eaton Jr. Eaton, former media director at Lever Brothers,
made his own news by moving to Grey Advertising, New
York, as vice president for programming in the broadcast
department. Before joining Lever, Eaton had been with
Young & Rubicam. Succeéding him at Lever Brothers is
Richard C. Butler, former media manager. Butler joined
Lever in 1959 after 12 years with A. C. Nielsen Co. He
will be responsible for purchase of all radio and TV time,
talent and programs and all print advertising.

Bennet H. Korn, executive vice president in charge of
television, was named president of Metropolitan Broad-
casting Television, a division of Metromedia. He will be
responsible for the division which covers six owned and
operated TV stations: wNEW-TV New York, wrrec Washing-
ton, RMBC-TV Kansas City, Kovr Sacramento-Stockton, wrvH
Peoria and wrve Decatur, Ill. Korn began his broadcasting

TELEVISION MAGAZINE / May 1962
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career in 1986 as an account executive
with woxr New York. He was named
vice president in charge of TV opera-
tions for Metropolitan in 1958, executive
v.p. in November 1959,

Screen Gems’ board of directors elect-
ed Jerome Hyams, former vice president
and general manager, to the post of ex-
ecutive vice president. He continues as
general manager. Hyams, who began his
film career in 1934, was associated with
Hygo Television Films until it was sold
to Screen Gems. He became director of
syndication sales in 1956 and vice presi-
dent and general manager in 1959. Other
new officers are Leo Jaffe, formerly first
vice president and treasurer, now first
vice president and chairman of the finan-
cial committee, and Bert Schneider, for-
mer director of business affairs, now
treasurer.

The New York representative firm of
John E. Pearson elected Joseph Savalli,
former managing director, to its presi-
dency. He succeeds Ralph N. Weil, now
board chairman. Savalli, sales manager
of wov (later wapo) New York, from
1947-1961, is 2 member of a group which
bought a controlling interest in the rep
firm in September 1961.

Also on the move:

David G. Watrous, vice president and
chairman of the executive committee,
has been elected president of Earle Lud-
gin & Co., Chicago-based advertising
agency. George A. Rink, v.p. and gen-
eral manager, and V. Hugh Wells, v.p.
and creative director, were elected execu-
tive v.p. and vice president in charge of
all creative operations, respectively. The
agency also named James L. Lurie a
vice president.

Two new posts of senior media direc-
tor have been created at Young & Rubi-
cam. Named to fill the positions were
Warren Bahr and Joseph St. Georges,
both vice presidents.

Farish A. Jenkins, senior vice presi-
dent in charge of Canadian operations,
McCann-Erickson, has been elected ex-
ecutive vice president. Jenkins is also a
member of the board of directors of In-
terpublic, parent company of McCann-
Erickson.

Carol Kazin, director of consumer re-
search at another subsidiary of Inter-
public, Marplan Division of Communi-
cations Affiliates, has been elected a
vice president and director of research
at McCann-Marschalk.

Jack W. Smock, vice president in
charge of Young & Rubicam’s Los An-
geles office, resigned o head the newly-
formed Los Angeles agency of Smock,
Debnam & Waddell. With him went the
Union Oil account, forced to move be-

14

cause ol a conflict of interest with Y&R’s
Gulf Oil account, planning a West Coast
expansion. Other former Y&R staffers
Robert C. Debnam and Paul R. Waddell
are now v.p.s and principals of the new
agency.

Sid Marshall has been appointed di-
rector of Young & Rubicam’s Hollywood
commercial production center, succeed-
ing John Freese, who will retire after 14
years with Y&R.

Philip R. Warner, who recently joined
BBDO as management supervisor, has
been elected a vice president.

Chirurg & Cairns named Channing M.
Hadlock vice president and director of
radio and TV.

Richard V. Lombardi, radio-TV direc-
tor at Hoag & Provandie, has been elect-
ed a vice president.

Ves R. Box, assistant general manager
of krLD-TV Dallas, has been elected a vice
president.

Bernard Tabakin, former executive
vice president, has been elected presi-
dent of National Telefilm Associates.

Bern Kanner, a vice president and as-
sociate media director of Benton &
Bowles, has been promoted to manager
of the media department,

Henry Muller, previously vice presi-
dent at Benton & Bowles, has joined Ted
Bates as a vice president. Bates also an-
nounced the election of five vice presi-
dents: William K. Foster and John S.
Howard, account supervisors, and Paul
Reardon, Conant Sawyer and Frank
Thompson, media supervisors.

Thomas A. Welstead, vice president
and national sales manager of WLBW-TV
Miami, Fla., has been appointed general
manager of the station.

Henry C. L. Johnson, v.p., general
manager and chairman of the plans
board of Lippincott & Margulies, indus-
trial designers, has been elected presi-
dent and member of the board of direc-
tors of Bermingham, Castleman & Pierce,
New York advertising agency.

Howard M. Wilson, senior vice presi-
dent, creative services and member of the
board of directors of Kenyon & Eck-
hardt, has joined Geyer, Morey, Madden
& Ballard as general corporate executive
in charge of creative services.

Foote, Cone & Belding named three
of its office managers to the agency’s
board of directors: William E. Cham-
bers Jr., New York, Louis E. Scott, Los
Angeles, and William C. Matthews, San
Francisco.

David Milam has been named head of
Edward Petry’s Dallas office, television
division. He moves to Petry TV from
Petry Radio Sales in Dallas.

Walter Schwimmer, TV production-

——  wAararetieanraciohistorv-eom

syndication company, named Michael M.
Sillerman as sales manager. He former-
ly was partner and executive v.p. in
charge of sales for both Programs for
Television Inc. and Television Programs
of America.

Ralph Nimmons, general sales man-
ager of wrea-Tv Jacksonville, Fla., has
been named station manager.

Charles Cernera, William Moseley and
William Brennan have been elected vice
presidents of Norman, Craig & Kummel.
Cernera is in charge of production and
art, Moseley of TV production, and
Brennan is an account supervisor.

MGM Television appointed Herman
Keld to the newly created post of sales
coordinator. Keld will be responsible
for coordinating, planning and market-
ing strategy on all feature film, syndicat-
ed and network program sales for MGM-
TV.

Fred L. Vance, station manager of
KVOA-TV Tucson, Ariz., has been appoint-
ed general manager of Alvarado Televi-
sion Co. (KvoA-Tv and KOAT-Tv Albuquer-
que, N.M.).

Needham, Louis & Brorby conferred
vice presidencies on three members of
its creative departments: John J. Cal-
nan, manager, Harold Kaufman, senior
writer, both of the TV/radio creative
department in Chicago, and Joseph A.
La Rosa, director of the art department,
New York.

Carson/Roberts appointed Magdalene
Diamantis, formerly senior research su-
pervisor at Benton & Bowles and account
research executive at J. Walter Thomp-
son, as research director.

20th Century-Fox Television, Los An-
geles, named Howard B. Anderson man-
ager of its syndication department, which
plans to place at least two off-network
programs in syndication soon. Anderson
is former v.p. and sales manager of ABC
Films.

Victor G. Bloede, a senior vice presi-
dent and member of the board of direc-
tors of Benton & Bowles, has been ap-
pointed director of creative services for
the agency.

John R. Bassett and D. Reynolds
Moore, account supervisors, have been
elected vice presidents of Sullivan,
Stauffer, Colwell & Bayles.

Mitchell M. Benson, formerly of Tal-
ent Associates, has joined Westinghouse
Broadcasting as TV program manager.

N. W. Ayer has appointed Louis T.
Hagopian, supervisor on the Plymouth-
Valiant account, a vice president.

Phil Cowan, director of publicity and
special events, has been named vice presi-
dent. public relations, for Metropolitan
Broadcasting. END
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«Hello, Dr. Casey? This is Dr. Max. . .

... M-A-X. I'm staff pediatrician at
WMT-TV . .. no, that's M- T, not M-D.
A tv station, not a hospital. . . . Sure we do,
in Fastern Iowa. I run a clinic for kids.
Four to five p.m., weekdays. Got it all over
a residency. Regular hours. Sleep nights.
.. . Look, Ben baby, I called for a consul-
tation. About this epidemic. . . . Well, it’s
bigger that both of us, to say nothing of my
staff. . .. I guess you could say five. Popeye.
Deputy Dog. The Three Stooges. On peak
days we have about 128 thousand kids. . . .
No, the other way around. They see us.
Catching? Well, Doc Nielsen says 58,400
homes out of 91,700. Doc Seiler says 60,100
out of 74,000. . . . Yes, an interesting differ-
ence of professional opinion, yet there’s sig-
nificant basic agreement ., . . well, TI'll be
glad to consider it, Ben. If anything hap-
pens to one of my staffers . . . but Ben, baby,
youw’ll have to button up your shirt.”

This antiseptic look behind the scenes is brought
to you by the group therapy CBS ielevision station
for Eastern Iowa.

WMT-TV

Cedar Rapids—Waterloo

National Representatives: The Katz Agency
Affiliated with WMT Radio;

K-WMT, Fort Dodge; WEBC, Duluth
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New shows, new stars, opening on ABC-TV this Fall.

On stage, from left to right, top row: man name of Fess Parker
plays man name of Smith in the further adventures of Mr. Smith
Goes to Washington; Jack Lord in Stony Burke, the spills and
thrills of life on the rodeo circuit; Gene Kelly, a dancer, plays
Father O’Malley, a role created by a singer, in Going My Way;
Robert McQueeney and William Reynolds in The Gallant Men,
dramatized World War 11 saga of the 36th Infantry’s march from
Salerno to Rome; Stanley Holloway as Qur Man Higgins, a Scotch
import in an American Family. Bottom row: Marty Ingles, Emmaline
Henry, and John Astin in Men at Work, the roof-raising antics
of 2 carpenters disguised as comedians; Rick Jason, Vic Morrow
and Shecky Greene take the lead in Combat, the Robert-Pirosh-
produced World War I1 series; John McIntyre rides again in Wagon
Train; Fred (of course) Astaire hosts and plays in the new “Alcoa
Premiere”and “Premiere” presented by Fred Astaire.Should be
averyentertaining season. For viewers. And viewer-minded sponsors.

WWW americanfadioRistorT conT
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That dread word, antitrust, was pinned
to CBS last month by the Department of
Justice, which charged the network’s TV
compensation system-—which graduates
payment to affiliates depending on the
number of CBS programs cleared—vio-
lates the law. CBS, which empbhasized
the plan had been cleared by counsel
(and is in force with only 31 of 188
affiliates) , felt it could shake loose the
label when the case comes to court.
While one segment of television was
finding a new accuser, the industry as a
whole felt it had [ound a champion.
Gov. LeRoy Collins, president of the
National Association of Broadcasters,
after a year of relative accommodation
with the New Frontier’s Newton Minow,
took leave of him at the NAB’s Chicago
convention by criticizing the FGC’s hear-
ings into program performance of the
Chicago television stations. “. . . an ex-
periment noble in purpose and intent,
but illogical in merit and effect,” Gov.
Collins called the procedure, saying I
[eel that it was neither well-advised, nor
that 1t has served a good purpose, nor
that it should be repeated elsewhere.”
Responding, Chairman Minow gave no
indication that it would not be (also sce
“Playback,” pages 23 and 25).

The threat of government regulation
of the TV networks has been tied to the
networks’ refusal to subscribe to the
NAB TV Code. Sen. John O. Pastore
(D-R.1.), chairman of the Senate Com-
munications Subcommittee, says that’s
the only way networks can avoid legisla-
tion to place them under FCC regula-
tion. Other congressmen have criticized
the code as mot being effective where
individual licensees are concerned, espe-
cially non-subscribers.

NAB’s (roubles in getling networks
and other non-subscribers 1o make their
programming conform to the TV Code
Standards are only part of its code prob-
lems. Broadcast Advertisers Reports Inc.
(BAR), which for years has monitored
TV stations to report 1o NAB on com-
pliance with the commercial aspects ol
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FOCUS ON

EWS

Antitrust suit hits
CBS; BAR's new report
card for stations;
Collins, Minow split;
UHF bill progresses

the TV Code, has come to a parting with
NAB. BAR charges NAB is not really
interested in enforcing the code. NAB
says it dropped the BAR service because
ol proposed increases in the cost and
reductions in the service.

BAR, which [urnishes services to 35
agencies, thereupon announced that it
will monitor 240 TV starions in 77 top
markets, grade them on their compliance
with the commercial requirements of
the code and on other commercial prac-
tices in which agencies are interested,
and furnish the information to agency
clients. BAR, which also sells reports (o
individual stations, proposed to provide
the reporting service to NAB by fur-
nishing the station services through
NAB, which could in turn muake a profit
from charges to stations. NAB has taken
no action on the proposal. But Robert
D. Swezey, director of the NAB Code
authority, has said the association is bet-
ter off without the BAR service.

NAB also is considering the possible
establishment of a “clearing house” (o
pass on the acceptability of TV commer-
cials, but there are legal and other ques-
tions 10 be considered before such a
project is instituted.

The high costs of TV programs and
the ever-smaller profits rom networking,
a sore subject with the three TV net-
works, were explained by CBS-TV in a

www americanradiohistorv com

lerter to its affiliates which said that some
solution must be found. CBS-TV said
the three-network program expenses rose
from $217 million in 1956 to $377 mil-
lion in 1960, but losses practically dou-
bled, jumping from $60 million in 1957
10 $119 million in 1960. CBS-TV said
the situation must improve for the net-
works or programming will suffer.

The House Commerce Committee has
reported [avorably on a bill to require
that TV sets be manufactured that will
receive both VHF and UHF channels.
President Kennedy favors the bill and its
chances for enactment are considered
good. The FCC earlier had said it would
be agreeable to a moratorium on its plan
to shift single VHF channels from eight
markets. The moratorium period would
run five to seven years, possibly more, to
allow time to determine whether the all-
channel set legislation will be adequate
to insure the success of UHF, without
deintermixture.

The Senate Space Committee approved
a bill to set up a corporation to admin-
ister the space satellite communications
program, under 50-50 ownership by both
the public and common carriers. The
Senate Communications and Antitrust
subcommittees also held hearings on the
proposals for a satellite corporation, in-
cluding one providing for government
ownership. The bill approved by the
Space Committee is a compromise be-
tween a White House proposal provid-
ing for the half-and-half ownership and
another which would have turned over
ownership entirely to common carriers.
The White House has expressed satisfac-
tion with the compromise bill and the
FCC, which had proposed complete com-
mon carrier ownership, is agreeable to it.
The advocates of public and government
ownership have expressed the fear of
control by AT&T and of other possibil-
ities.

The FCC has put into effect a rule re-
quiring that under most conditions a
TV or radio station cannot be'sold with-
out a hearing unless it has been held by
the seller for three years.

NAB'’s President Collins proposed that

17
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THE MIRACLE OF EASTER/THE MENACE OF COMMUNISM/A PROGRAM OF NEWS EDITED FOR

THIS IS NBC -

Oneof a series of advertisements which reflects the balance, scope and diversity of NBC's program service.
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YOUNG PEOPLE /DEBUTANTES AND A DIVA/A PRECINCT HOUSEAND ATRIP DOWN U.S. 1

LARGEST SINGLE SOURCE OF NEWS, INFORMATION AND ENTERTAINMENT IN THE FREE WORLD
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The THIRD MAN is back!

More EXCITING than ever

CHRET SN

starring

MICHAEL RENNIE

Proved with top ratings*

Montgomery

Rochester . ...

Cleveland ....................
Birmingham .
Albany, Ga. ............oo.... 48.8
Omaha ...........ccoovienen. 21.0
Boston ...................l. 21.6
Tallahassee .................. 41.6
Des Moines .................. 26.6
Aibany, Troy, Schnectady .. ... .. 217
*ARB-Nielsen

call N TA

for availabilties
of these 38

new productions

OFFICES:
New York, New York
10 Columbus Circle
Chicago, Illinois
612 N. Michigan Ave. MI 2-5561
Beverly Hills, California

JU 2-7300

8530 Wilshire Blvd. 01. 5-7701
St. Louis, Missouri
915 Olive St. CE 1-6056

N EWS conlinued

the U.S. Supreme Court permit radio-
TV test coverage of that body’s proceed-
ings. An American Bar Association com-
mittee studying the possible revision of
ABA’s Canon 35 prohibiting courtroom
coverage by radio-T'V has asked Radio-
TV News Directors Association for de-
tails of the latter’s proposal for a series of
courtroom coverage tests throughout the
country. But the Judicial Conference of
the U.S. announced it opposes courtroom
coverage and would draw restrictions
even tighter in federal courts.

Television Dbroadcasters have turned
down a proposal that they dispose of
their interests in BMI in return for a
179, reduction in ASCAP fees, leaving
the stations’ suit for reduced fees once
more before the court of Chief Judge
Sylvester ]J. Ryan of the U.S. Southern
District of New York.

ABC-TV, in a series of moves which
followed its change in management fron:
Oliver Treyz to Thomas Moore, has an-
nounced that for next season it has
bought a package of 30 post-1955 fea-
ture films to use in its Sunday, 8-10 p.m.
period; that The Voice of Firestone will
return to the network on Sunday eve-
nings; that ABC-TV is returning the
Friday 10:30-11 p.m. period to affiliates
for local programming, and that the
network will feed some color programs
to its owned stations and those affiliates
equipped for colorcasts.

The Canadian Association of Broad-
casters opposes a plan by the Board of
Broadcast Governors to require Canadian
TV stations to obtain 55%, of their pro-
gram content from Canadian sources.

Goodyear Tire & Rubber Co., Akron,
has decided to retain Young & Rubicam
as agency for its $11 million auto tire
adverdsing billings. A group of 15
Young & Rubicam staff people have left
the agency’s Los Angeles office, taking
with them the $4 million Union Oil Co.
of California account, reportedly for-
feited by Y&R in favor of a West Coast
subsidiary of Gulf Qil, which has $10
million in ad billings with Y&R in other
areas.

1961 NETWORK INCOME

CBS Inc. reports its net sales for 1961
were $473.8 million ($464.59 million in
1960) and its 1961 net income $22 mil-
lion ($2.55 a share), down from $23.2
million ($2.69 a share) in 1960. AB-PT
reports a 1961 gross income of $363.1
million, an all-time high, and nearly $30
million more than in 1960. Its net oper-
ating profit for 1961 was $9.9 million
($2.31 a share), down from $10.4 mil-
lion ($2.46 a share) in 1960.

President John F. Kennedy has won
the Radio-TV News Directors Assn.’s
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Paul White award for his part in the
presidential campaign debates of 1960.
President Kennedy has said he’s willing
to debate his opponent again in 1964,
and Pierre Salinger, the White House
news secretary, says his boss still likes
those off-the-cuff news conferences carried
on TV and radio.

MORE ON PAY TV

A new pay TV threat emerged last
month in Denver. The Teleglobe-Denver
Corp. (two-thirds owned by Macfadden-
Bartell, one-third owned by Teleglobe
Pay TV System, in conjunction with
KTVR (1v) of the Gotham Broadcasting
Co. of Denver, filed a petition with the
FCC for a three-year pay TV test in
Denver.

Teleglobe proposes to transmit its sig-
nal over the air via KTVR, and its sound
by special telephone company cable, so
that subscribers would be paying on the
basis of sound. The experiment will re-
quire not only FCC approval but prob-
ably approval of the City of Denver and
the Colorado Public Service Commission
as well for the cable portion.

Fighting the test are Denver members
of Theatre Owners of America (TOA).
Exhibitors have set up the Colorado
Committee Against Pay TV. Membership
includes Fox Intermountain, RKO and
most of the independent circuits and
exhibitors in the state. The group has
retained the services of Washington at-
torney Marcus Cohn (also attorney for
the Joint Committee Against Pay TV)
to file a protest and hearing request with
the FCC.

TOA says the case will be unique in
that it will combine arguments TOA
has used both in Hartford against the
broadcast pay TV of Phonevision, and in
Little Rock against the cable pay TV
of Telemeter. TOA is in the process of
appealing both cases in court.

The typical TV station manager earns
$20,000 a year, reports NAB from a sur-
vey based on questionnaires covering
2,345 broadcasting industry executives
and employes. The typical TV employe
earned $8,700. Radio station managers
made $12,600, employes $6,500. Nost
executives and employes in both media
are happy they’re in the business. Accord-
ing to the survey, they also have a high
education level.

The Associated Press annual report
said that while some of its Washington
reporters are present at President Ken-
nedy’s televised news conferences, others
are watching the TV set to write bulle-
tins and leads. The AP also disclosed
that 141 TV and radio stations joined
the service in 1961, while the AP lost
three newspaper members. END
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KGO-TV Covers San Francisco’'s Top News Events to take viewers on the scene
when local history is made. In April the station telecast EXCLUSIVELY a two and one-half hour cathedral

ceremony at which Archbishop Joseph T. McGucken was installed as spiritual leader of the Roman Catholic
Archdiocese of San Francisco . . . the first time such an event was telecast in the Bay Area, and the second

time it was done anywhere in U. S. television. Programming such as this is now a staple part of KGO-TV's.

public affairs endeavors. For more facts on the new KGO-TV, call UN 3-0077 in oo,
e .
San Francisco, or contact ABC-TV National Station Sales. KGO-TV @ 0. 7 .
)

OWNED AND OPERATED BY AMERICAN BROADCASTING/PARAMOUNT THEATRES, INC. ®ce
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BEST TOWER

| PROVES
| SURVEY
f POWER

LaTesT ARB ror

SHREVEPORT

(March 1962)

Average Homes Reached
Mon. thru Sun. 6:30-10 P.M.

S KTAL 49,200

STA. B 42,300
STA. C 46,100

— AFTER ONLY 6 MONTHS OF
TALL TOWER OPERATION —

KAY-TALL IS FIRST!

Channel 6 for SHREVEPORT-TEXARKANA

Walter M. Windsor James 8. Dugan
Gen. Mgr. Sales Dir.

i
1
| :
1 *1553" ABOVE GROUND BLAIR TELEVISION ASSOCIATES
¥ 18580° ABOVE AVERAGE TERRAIN. National Representatives
A ]
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MINOW (page 25)

COLLINS (below)

LeRoy Collins, president of the National
Association of Broadcasters, before the
40th Annual NAB Convention in Chi-
cago on April 2:

We all want broadcasting to be free,
but freedom means different things to
different people. There are those who
think that one is free if he is left to
do as he pleases without check or hin-
drance. But this is not freedom.

In fact, it is a sure way to make the
loss of freedom inevitable. For the core
of any truly free status is discipline.
One is free when he has an opportunity
to discipline himself. One loses freedom
when he fails in self-discipline. He there-
by not only encourages but even at times
makes it necessary for the government to
provide discipline for him.

Our first line of defense against un-
desirable government interference, there-
fore, is the individual broadcaster’s own
self-discipline. Beyond this we have the
further protection of voluntary collective
action to encourage and make more cer-
tain individual self-discipline. And this
we provide with our [radio and TV]
codes.

In my judgment, any broadcaster who
refuses to support his medium’s code
intentionally or not is actually working
against broadcast freedom, no matter
how long or how loudly he may profess
his devotion to it.
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Now, I know there are those who say,
“I have my own code, and its standards
are even higher than the NAB Code. My
membership, therefore, would be mean-
ingless.” I know also that there are those
who say, “I won’t subscribe until there
is greater assurance of stronger enforce-
ment.” And so on.

I say to all these that we are in this
business together. There is no immunity
from injury no matter where a default
may occur or who the offender may be.
Further, unless we can have substan-
tially full industry-wide subscription our
whole code program will not be accorded
full weight.

I was told by a traveler once that over
in Switzerland, high in the Alps, there
is a little church in a very small village.
To the casual visitor there appears
nothing unusual about this church, but
the close observer can note that there
are no lights of any kind in it. When
the evening services are held, tourists
behold a strange sight. Each villager, as
he leaves home, carries his own lamp,
and, finally, coming from all directions,
they all converge at the church. The
church then becomes brilliantly lighted
with the combined force of the lights
brought by all.

In our program of self-discipline, each
broadcaster is responsible for his own
light. To the extent that anyone fails,
the whole effort and effect are reduced. . .

Let us carry forward as never before
an all-out effort to obtain freedom of
information.

For many years now, we have been
seeking to eliminate Canon 35 of the
Judicial Ethics. We thought we were
making progress, especially since our
Freedom of Information Committee,
with the able leadership of Frank Fog-
arty [of wow-rv Omaha), made its recent
presentation here in Chicago before the
Special Committee of the American Bar
Association charged with a study of the
matter. In the past few days, however, we
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have been confronted with a rather
severe setback from an unexpected quar-
ter. I refer to the unfortunate resolution
of the Judicial Conference of the United
States, condemning the broadcast cover-
age of all judicial proceedings.

At the present time, the broadcasting
of criminal proceedings from a federal
courtroom is prohibited by Rule 53 of
the Federal Rules of Criminal Procedure.
The action of the Judicial Conference
recommends the extension of the rule to
all judicial proceedings and even to the
corridors leading to the courtroom itself.

This is an action which we simply
cannot allow to go unchallenged.

We make no mere plea for equality
of status for the broadcast reporter with
the competitor newspaper reporter, al-
though that alone is a just cause.

But something far more important is
at stake; it is the right of the people
in a free society to be informed.

Our stand should be very simple:
Wherever the public has a right to go
and hear and see, so does the broadcaster.
For, in a very real sense, it is only
through the broadcaster’s microphone
and camera that the overwhelming num-
bers of citizens can find fulfillment of
their right to know—and to understand
how the government, which is their busi-
ness, is being conducted.

The only reservation we should make
is that we will not insist upon the right
to cover any event which is not of a
proper public nature or where broadcast
equipment would be disruptive of the
official proceedings. But we have demon-
strated time and time again that with
proper equipment and preparation only
in the rarest of circumstances is there
any justifiable objection to broadcast
coverage on the ground of interference.

One of the fundamentals of our
American democracy is the public trial.
It came about as a reaction from Euro-
pean pre-colonial star-chamber proceed-
ings, where the accused not only was at

23
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PLAYBACK ..rinec

the mercy of his accusers but did not
even have the benefit of public scrutiny
of what was happening to him.

While the public trial was instituted
as a part of the rightful protection of
the individual on trial, there was another
great right at stake—the right of the
public generally to witness how the trial
was conducted.

This was no mere sop for the satisfac-
tion of the curious. It was done with the
knowledge that the surest way of safe-
guarding the trial process itself from
abuse and corruption was to keep it
exposed to the view of the people, in
whose hands the ultimate authority
rested.

It is argued by some that to broadcast
court proceedings would debase the dig-
nity of the courts. That is absurd. To
the contrary, if the courts are properly
functioning there is nothing which will
generate more public confidence in them
than the ears and eyes of broadcast
journalism. ...

Seeing and hearing bring knowledge,
and from knowledge grow wisdom, trust
and respect.

The other side of the coin is that
secrecy and darkness exclude knowledge
and breed suspicion, distrust and disre-
spect.

So let us open our courts with reason.
I propose that we start at the top and

Darect line to Puttsburgh women:

.“Kay Calls’ is Pittsburgh's women's maga
Kay Neumann, long-time cooking authority:
ality, presents cooking hints, the day's *

L

(124,270
mail pull—
first 8 months
on the air!)

the quiz game, *'Twin Ones’’ —with cash priZes to viewers..

Kay also presents filmed segments of
The Kids. = -

Alice Weston, another popular WIIC pe:
news and views of the greater Pittsburg|
Schano, top Pittsburgh model, offers beatit

tips. John Hills, famed physical culturist,
how to re:l_u_l:eg and stay i_n trim. :
TYPICAL SPONSOR COMMENTS:

‘‘Kay Neumann—greatest TV sal

results. But for the first time | thin

advertising properly, thanks to the

ceived from Kay Neumann and th
You, too, can get on the direct line to
women. Join the party line when KAY
at 9 a.m.—on WIIC, Channel 11 in Pi
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The eyes of Pilisburgh,

ask the Supreme Court of the United
States on a trial basis to select some cases
involving issues of great interest and im-
portance to the American public, as for
example the recent one dealing with
legislative apportionment, and allow the
broadcasting profession to show the
people what this court, which is of such
great importance in our democratic
system, is really like. Let the people
hear the brilliant arguments of the ad-
vocates, see the judges at work. What
an exciting experience for the people—
what a meaningful aid this would prove
in developing understanding of our gov-
ernment here and all over the world....

The business of broadcasting has never
been tranquil and serene and never will
be. If we should ever have a cease-fire on
the broadcast front we would know that
broadcasting had ceased growing.

We are subjected to harsh criticism
—some good, some bad, some motivated
for constructive purposes, some for evil.
Let us react with maturity and sound
appraisal, benefiting from the good,
casting aside that which is not. Let us
realize that broadcasting is criticized
because of its strength in performance
and potential and because, therefore,
the people along with our competitors
have a deep interest and concern for
what broadcasting does.

Criticism and goading are the tools
of freedom—stimulators of progress. Let
us make them helpful and not dissipate
our energies or distort our course by
wringing our hands or trying to wring
the necks of our detractors.

Speaking of criticism, several have
asked my views about the hearing now
being conducted by the FCC here in Chi-
cago, inquiring into efforts of all tele-
vision stations here to determine local
needs and to program in response
thereto.

Now, I have been advised that this
hearing thus far has developed as much
praise of television stations as it has
blame. At the same time, I feel that it
was neither well-advised, nor that it has
served a good purpose, nor that it should
be repeated elsewhere.

In my opinion, a hearing on such
questions is justified only if there ap-
pears substantial cause for the Com-
mission to consider revoking or refusing
to renew a license. And in such a case
the inquiry should be limited to the
individual licensee involved, and en-
compass all of the rights of due process
that go along with a quasi-judicial pro-
ceeding.

It is unfair and unwarranted to bring
under question all licensees in a market
—some with renewal applications pend-
ing, and others not—and subject them
to the cost and distraction involved to

-
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provide information for the Commission
to use for some undetermined or un-
disclosed purpose.

The Commission should recognize
that the broadcaster to do his job must
not fear to become controversial or to
make some people angry. The broad-
caster who strives to please all the people
all the time is one who abandons his
obligations to be creative and consigns
his conscience to a deep freeze.

If a broadcaster is to live under the
threat of public thrashings, under legal
auspices, by anyone with a grievance,
then he is encouraged not to be good,
but to be acceptable; not to do his best,
but to get by with the least possible
dissension.

I hope the Commission regards the
Chicago hearing as an experiment noble
in purpose and intent, but illogical in
merit and effect.

OBLIGATIONS OF THE FCC

FCC Chairman Newton N. Minow, ad-
dressing the NAB convention in Chicago
April 3 (and responding to NAB Presi-
dent Collins’ remarks about the Chicago
program hearings):

It would be inappropriate and unfair
for me to comment specifically on the
testimony offered in the Chicago hear-
ings because they are not yet completed:
the Chicago broadcasters have not yet
had their say.

But I must comment generally on
public hearings and their function.

Some of you apparently would like us
to ignore our responsibilities to the
public interest. Some of you would like
us to file complaints about the use of the
public airwaves in the wastebasket.

Regarding Chicago, we received sub-
stantial complaints from the three major
religious faiths and other citizens re-
questing a chance to comment on local
service. T say to you frankly and posi-
tively: we will not ignore such com-
plaints—and neither should you.

The FCC has obligations to you—an
obligation to be reasonable and to be
just. But our primary responsibility is
to the public. You are entitled to due
process—and so is your public. You
will not be censored—and neither will
the public. When we receive substantial
complaints from responsible leaders of
your community, we have an obligation
to find ways to encourage effective and
fruitful expression of their views to you
and to us, and your views to them and to
us.

This is what the Chicago hearings are
basically about. We are exploring the
facts in an informal and responsible
way—to provide a forum for the public
to speak out and a forum for all of you
to answer. And I'm confident this will
lead to mutual understanding.

The renewal or revocation hearing is
simply not the instrument to achieve
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this purpose. Legislative inquiries—such
as this one and the network investigation
that we have been conducting—are the
sort of function for which Congress
created an administrative agency, instead
of a communications court.

No responsible broadcaster should
fear the public he is licensed to serve. No
responsible broadcaster should tremble
and wilt under criticism instead of lis-
tening to the good and rejecting the
bad ...

We have much to learn from the great
American audience. Television spends a
great deal of time and effort measuring
that audience. While this has been
going on, the audience has been taking
the measure of television—and I think
the audience is ahead of you. You're
moving in the right direction, but you
have a long way to go to catch up.

Let us get this in perspective. The
healthy, national appraisal of television
now going forward is part of a larger
appraisal that we as a people are making
of our total means of communication.
Everything you do well—and everything
at which you fail—is the object of enor-
mous attention. The larger issue is the
use—or misuse—of man’s power to
merge sight and sound . ...

You broadcasters are at the center of
the national debate—you are in the eye
of the hurricane.

Your public trust is the obligation to
move forward—here, now, today—to
perfect this magnificent instrument of
broadcasting. The public must have its
say in your planning and your building.
It must, because you are much more than
an industry.

For the nation, you are our theatre,
our concert hall, our newsroom, our
stadium, our picture window to the
world. You shape the national con-
science, you guide our children, and you
have it in your hands and hearts to shape
history. Am I guilty of asking too much
of broadcasting? Or are you guilty of
asking too little?

AN EDITORIAL OPIN{ON
An editorial in the New York Herald
Tribune on April 4:

LeRoy Collins, ex-governor of Florida
and now president of the National Asso-
ciation of Broadcasters, had some sharp
words at the NAB convention for those
who think more government is the way
to get better television. At the same
time, he reminded his listeners that “our
first line of defense against undesirable
government interference. . .is the individ-
ual broadcaster’s own self-discipline.”

It was at the same convention a year
ago that FCC chairman Newton Minow
called television a “vast wasteland.” He
still, whatever his denials, seems itching
to get his official fingers into the pro-
gramming pie. And a lot of viewers
(and non-viewers, who frequently are
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TV’s most caustic critics) have been
cheering him on.

Whatever television’s faults, the rem-
edy is not more federal control of pro-
gram content—whether exercised posi-
tively, or only negatively through subtle
or notso-subtle threats to withdraw
licenses.

The way to get better fare is for
viewers to demand it. The point is not
whether Mr. Minow’s ideas of what pro-
gramming ought to be are sound; it is
what ought to be the limits of his or
any government official's authority to
determine or influence program content.

Freedom from regulation can readily
be abused by private broadcasters, and
has been. But freedom to regulate is
subject to far more dangerous abuse.

There are three television networks
and hundreds of stations, but only one
federal government. And it’s a lot easier
for a viewer to switch channels than it
is for him to switch FCC chairmen.

H. Carleton Greene, director-general of
the BBC, at the Alfred I. duPont Awards
Foundation dinner in Washington:

I think it is worth while taking a good
hard look at some of these loaded words,
“freedom,” “democracy,” “competition,”
as they apply in broadcasting. What do
people who speak about “freedom” in
broadcasting really mean? So far as I
can make out they usually mean freedom
from government control. We are, of
course, all against government control—
as we are all, no doubt, against sin. We
are all willing to go on the barricades to
defend broadcasting against that inig-
uity. But who are these rather curious
allies who stand with us on the barri-
cades beating off the government forces
in the name of freedom? I am rather
afraid that they are preparing to stab us
in the back. What is, in fact, their in-
terest in freedom? Don’t they want to
control broadcasting for economic ends
—for selfish ends—just as intensely as
any government? And why should broad-
casters regard bondage to economic in-
terests as “freedom” and bondage to
state interests as “slavery?” Both condi-
tions are bondage. And, if we are to
serve the public which I would declare
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The circular concept of the new headquarters
for the Triangle Stations and the offices and
studios of the WFIL Stations is graphically
illustrated in this architect’s model of the
building. Scheduled for completion in the
summer of 1963, all power sources originate
from a unique Penthouse Powercon atop the
center of the structure.

The four-level building will be completely modern in interior furnishings.
and visitors will enter through a spacious lobby leading to administra-
tive offices of the Triangle Stations headquarters and of the WFIL Stations.

The concentric radial efficiency of the central core is emphasized in the
artist’s conception of the studio floor and its control operating center.
The sloping site selected for the new building permits direct floor-level
access for the delivery of scenery and related property material.

WWWW americantadiohicstorsrcom

PERTINENT ARCHITECT'S STATISTICS
Architect: Vincent G. Kiing, FAIA

Tatal Building Area 80,000 sn. ft.
TV Studio “A” 3090 sq. 1.
TV Studio “B” 2,482 51. 1.
TV Studio “C” 174450, 11,
Interview TV Studio 347 0.1t
AM-FM Broadcasting Depariment 2,827 sq. ft.
Ratio Studio “A” 603 sq. ft.
Radio Studio “B” 185 5. ft.
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TRIANGLE STATIONS

ANNOUNCE BUILDING PLANS

FOR NEW HEADQUARTERS
AND WFIL STATIONS

YNAMIC new concepts in the construction of the new
multi-million dollar radio and television center for the
headquarters of the Radio & Television Division of Triangle
Publications, and for WFIL AM-FM & TV were announced
this week by Roger W. Clipp, vice president of the Triangle
Stations.

The new radio and television center in Philadelphia will
be uniquely circular in form, with all operating and admin-
istrative functions emanating from a central core.

Never before in the history of broadcasting has this concept
been carried to its ultimate—and the results are startling ad-
vances in the efficiency of television and radio operation,
administrative and office procedures and technical and build-
ing services. Upon completion in the summer of 1963, the
four-level building will be the most modern and efficient
broadcasting facility in the nation.

Functionally, everything in the building radiates from a
central core. All phases of technical and administrative oper-
ations utilize to the maximum the amazing advantages of the
complete circular design.

The central core . . . like a giant coaxial cable . . . com-
partmentally houses the distribution of power supply for
studios and offices and all other building services, transmis-
sion facilities for heat, light, and air conditioning. For even
these basic functions, the complete circularity provides
astounding economies by the elimination of thousands of
feet of duct work and complex wiring.

The advantages of perfect-circle design become most dra-
matic when applied to the two upper levels which house all
of the broadcasting facilities for the WFIL Stations.

Half of the production section of the building is occupied
by three, interconnected, two-story high, fan shaped studios.
The studios, which are segments of a circle in plan, have a
curved exterior wall for-a background that provides a per-
manent cyclorama. '

The technical operating center is located in the center
core on the studio floor with all of the major operating ele-
ments flowing from it. This is the hub of the entire production
process and the concentric spatial relationship produces the
shortest distance for visual and electronic control between
the technical staff and the performing artists.

This operations center contains areas for film and slide
projection, video-tape equipment, video control and switch-

(Advertisement)

ing distribution. The central core concept enables complete
technical control of all operations in the studios and lends
itself to use of remote control cameras and related automatic
equipment. Automated equipment installed there will permit
the complete pre-setting, and pre-lighting of a complete
day’s programs with the net saving in manpower and studio
efficiency.

Another unique feature of this television operations area
will be a custom designed complex electronic computer built
to specifications set by the Triangle Stations’ engineering
staff. With this computer, switching operations for the entire
day can be pre-set on either absolute or elapsed time se-
quences. Broadcasting equipment in all phases of the radio
and television operations will be transistorized to the maxi-
mum extent possible, and the television operation will be
equipped for all phases of color-casting.

Separate TV control rooms for each studio are located in
the center core area on the mezzanine floor overlooking the
studio floor. All control rooms are equipped with sliding
partitions permitting them to function as one unit.

AM and FM Radio studios and control rooms are located
on the remaining half of this mezzanine floor together with
the news department and the record and film libraries. They
are so situated as to permit AM and FM personnel access
from their particular areas with the result that either staff
can use all facilities without interrupting the other.

Of particular note in the new building is the fact that all
mechanical equipment including gas-fired heating boilers,
air conditioning, refrigeration and cooling equipment, and
related air handling equipment is centrally located in a set-
back circular Penthouse Powercon at the top of the building.
The location on the roof permits all distribution piping and
duct work to run down through shafts in the central core from
which short runs feed the various spaces on each floor. This
revolutionary centralized distribution, made possible by the
circular form of the building, greatly reduced the total
amount of mechanical distribution pipes and ducts over what
might be required in a rectangular building.

The first two floors of the building will be glass enclosed
offices for the Triangle Stations headquarters and the WFIL
Stations and administrative spaces. They are set-back from
the overhanging two-story pre-formed stone enclosed circu-
lar form of the studios. The lower level offices will face into
a circular plaza which will be retained by a hemicircular
stone wall. The granite chips on the precast stone facing of
the upper floors will be off-white in color and rich in texture,
contrasting with the glassy base of the offices below. The
quiet of the masonry enclosed super-structure will produce
a rich contrast with the heavy stand of trees surrounding
the design.

The site selected for the new building is a four-acre, tri-
angular plot located at the intersection of City Line Avenue
and Monument Road on high ground overlooking the Schuyl-
kill River and downtown Philadelphia. The site slopes rapidly
up from the street intersection and is heavily wooded with an
excellent stand of mature trees. The new structure, driveways,
and related parking areas have all been located to preserve
the maximum number of trees and retain the suburban nature
of the setting.

Since the automobile will be the main mode of transpor-
tation, the entrance sequence and parking facilities have been
designed to relate to the main lobby to permit all visitors and
employees to enjoy a pleasant and short walk from the park-
ing areas to the main portal. The parking areas, for 125 auto-
mobiles, are provided on multiple levels, dispersed among
the trees which have been saved as a screen and foil.
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to be our main responsibility, we cannot
be both bond and free.

Whether he likes it or not, the broad-
caster under any system is always a pub-
lic servant. In the last resort he operates
by permission of the public, and there
is no country in which the state does not
retain certain sanctions. If the public
feels itself abused by its servants in the
end the public may remove them and
replace them by others. Where the
broadcaster is part of a totalitarian sys-
tem it may require a revolution to eject
broadcaster and government together. In
a democracy there are more peaceful but
equally effective means of bringing about
change.

Then we come on another of those
loaded phrases: “giving the public what
it wants.” And this phrase is linked with
“democracy” and with “trusting the
people”—the simple faith preached by
many men who are not at all simple—
that what most people want all people
should have.

To use the word “freedom” in this
connection is an abuse of language.
What we are in fact concerned with at
this point is tyranny—the tyranny of the
ratings. There is, to my mind, mortal
danger for the broadcaster in erecting
the ratings chart into a kind of totem,
contradicted only at great risk. I have
already said that we broadcasters are
public servants. Yes. But what is the
public> How little in fact the ratings
tell us. They tell us simply how many
people watch a particular program. They
tell us nothing about the people them-
selves: who they are, why they watch or
how much they enjoyed what they
watched. Yet I should have thought that
“why they watched” and “how much
they enjoyed what they watched” were
vital pieces of information in the plan-
ning of a responsible broadcasting serv-
ice.

The ratings therefore tell us hardly
anything about the things which, as re-
sponsible broadcasters, we ought to
know. Yet this imperfect system is often
hailed as a triumph for democracy, of
the people voting, not like the Czarist
army with their feet but with their
fingers on the knob. But does democracy
really triumph if we merely give some
mild pleasure or a soporific to people
too indifferent to switch the program off?

The very simplicity of the concept of
“giving the public what it wants”"—and
its too frequent use by those whose
professional skill is cajolery of the simple-
minded—should make us suspicious. To
be sure, a statement is not necessarily
invalid because it is simple and evocative
but neither is it necessarily true because
it has these qualities. The phrase implies
the existence of a collectivity called “the
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public” which has a common will. “It”
can want this and not want that. “We”
can speak in its name; “we” claim to
know what “it” wants. But the truth is
that the “public” is an abstraction. In
reality it is people. And, in our less
pretentious moments, we all know that
people have widely differing tastes, in-
terests and satisfactions. If you substi-
tute for “giving the public what it wants”
the phrase “giving everyone what they
want” you expose its essential falsity.
You cannot give everyone what they
want all the time. But you can, under
what I should call a free broadcasting
systemn, do your best to think sometimes
in terms of the few, sometimes in terms
of the many; and even if, as must in-
evitably be the case, there are many in-
terests which you cannot satisfy, you can
at least not kid yourself into thinking
that the studied neglect of minorities is
justified on democratic grounds. . . .

The leadership of the western world
is today in American hands. History has
known few nobler or more selfless actions
than the generosity which America has
shown to other nations during the last
20 years. One cannot help wondering
whether the good that has been done by
program after program of foreign aid is
in danger of being undone by the image
of America as it appears in [TV] program
after program [around the world].

The BBC has been fortunate enough
to screen some of the best American tele-
vision documentaries. They are often
the best in the world—models of fairness,
honest outspokenness and, when called
for, self-criticism. These documentaries
present so much better an image of
America. I do not only mean better in
the sense of more favorable, but better
in the sense of being more accurate and
closer to the real nature of the country.

It is not, to my mind, enough to reply
that it is action shows and westerns
which most overseas countries want,
rather than documentaries. Most of
these countries buy such programs be-
cause they are cheaper and there is an
inexhaustable supply. What the remedy
is I do not know, but that a remedy
should be found before it is too late I
am sure. In the countries of Asia, Africa
and Latin America there are thousands
of young idealistic people who want
more from television than the ideals of
Tombstone and Dead Man’s Gulch.

It is my deep conviction that if the
broadcaster is content merely to tag
along, pandering to what he believes on
the evidence of the ratings to be the
public’s taste, and thereby confirming
and hardening that taste, he must in the
end betray the trust the public has
placed in him and fail in his responsi-
bility.
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C. Wrede Petersmeyer, president of
Corinthian Broadcasting Corp., at the
Indiana Broadcasters Association meet-
ing in Indianapolis:

It seems to me that a substantial part
of the quarrel about broadcasting comes
from those who accept the fruits of free
enterprise, but basically distrust both
the public itself and the business com-
munity—are not really convinced that
the free play of supply and demand or
profic performs a useful service.

For example, ratings, which are only
a tool for determining public likes and
dislikes, come in for more than their
share of abuse. The role of the adver-
tiser in programming decisions is popu-
larly decried as though the pursuit of
the advertiser’s interest is separate from
the interest of the viewer.

There are two points worth noting
here. Is it not the function, indeed the
obligation, of a popular communications
medium to provide what most of the
people want most of the time? Should
there not be a means of determining the
size and makeup of audiences being
reached?

Once understood, few will quarrel
with the fact of ratings. There will be
disagreement over their accuracy and
use. The accuracy of ratings is most
strongly questioned by those who refuse
to believe that the public by overwhelm-
ing choice will pick Eliot Ness over
Dwight Eisenhower. They believe that
ratings understate the level of popular
taste. There is no evidence to support
this belief. Whatever may be the techni-
cal shortcomings of ratings, and un-
doubtedly there are some, there is no
reason to doubt the overall validity of
the viewing profile which they present.

So viewed, ratings, rather than suggest-
ing irresponsibility as is often charged,
constitute a responsible effort to find out
what the people want. They identify
majority and minority preferences, thus
providing one element of a factual base
for making program decisions. Ratings
are no more responsible for the health
of programming than a thermometer is
responsible for the health of a patient.

If our critics truly trust the people
and have regard for other’s likes and dis-
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WHICH

IS THE IOWA
FARMER'S
WIFE?

Slightly more than half of all Towa’s income
derives from manufacturing and services—
slightly less than half from agriculture.

But the average farmer in lowa makes an
annual income of $14,700—and you can’t
distinguish bis wife from “city wives” in any
well-dressed gathering.

The point is that you can sell so-called
“city products” as well in Jowa as in New
York or San Francisco. If your Iowa sales
don’t prove it, maybe you aren’t giving this
market the proper cultivation. Why not get
the figures, and see?

And that will be the time to remember that
WHO-TV is a daily and nightly friend,
entertainer and advisor to almost every
woman in Central Towa!

WHO-TV is part of

Central Broadcasting Company,
which also owns and operates -]
WHO Radio, Des Moines
WOC and WOC-TV, Davenport A
Channel 13 < Des Moines

NBC Affiliate

Petezs, Griffin, Woodward, Inc.

National Representatives
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WDAF News Director Bill Leeds, left, was the first
winner of the Earl Godwin Memorial Award, NBC’s
recognition of its top news correspondent of the
year. e  WDAF Newsman John Herrington, right,
is the most recent winner e Two winners, a

First, Latest...and All Ways

tie for first, and a second place in five years...
and it's our goal that WDAF newsman will always
be in contention. There are 14 more real pro-
fessionals of the Leeds-Herrington calibre in the
Signal Hill newsroom.

WDAF-TVO WDAF-RADIO@KANSAS CITY =

# -

—
s

S“ywr‘nbolnof
Service

In Television:

£ San Diego
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Noricentinents Jelovision (orpsration

WGR-TV Buffalo
s WDAF-TV Kansas City s KFMB-TV
KERO-TV Bakersfield
" e« WNEP-TV Scranton-Wilkes Barre

380 MADISON AVENUE -«

Represented by In Radio: KFMB & KFMB-FM San

@@

the Original Station Representative C ity ¢ WGR & WGR-FM Buffadlo

NEW YORK 17, NEW YORK

Diego « WDAF & WDAF-FM Kansas
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likes, whether they agree with them or
not, ratings are a force for good, not
evil. If they do not have regard for the
dignity and good sense of the individual
we will have to change many of our
institutions, including democratic gov-
ernment itself.

Secondly, much is made by our critics
of the difference between the private
interest of the broadcaster and adver-
tiser and the public interest of the
viewer, as though the broadcaster’s and
advertiser’s aims in programming are
vastly different from the interests of the
viewers. Can anyone really believe that
broadcasters and advertisers are at log-
gerheads with their viewers and potential
customers? Can anyone really believe ad-
VErtisers are not trying to please the type
of audience that constitutes their best
market? Is the fact that the broadcaster
is trying to meet the needs of his audi-
ence and that the advertiser is trying to
sell his product and both hope to profit
therefrom inconsistent with the public
interest? This does not mean to say that
the advertiser will necessarily try to reach
the maximum number of viewers. As a
matter of fact, an increasing number of
advertisers are content to reach a smaller
number of viewers, provided they are the
type of viewer they are most interested
in reaching. And an increasing number
of programs of limited appeal are pre-
sented because the broadcaster knows
that the public includes many publics.

OVERSEAS PRODUCT

Edward R. Murrow, director of the U. S.
Information Agency, addressing the NAB
convention April 2:

A communication system is totally
neutral. It has no conscience, no prin-
ciple, no morality. It has only a history.
It will broadcast filth or inspiration with
equal facility. It will speak the truth as
loudly as it will speak the falsehood. It
is, in sum, no more or no less than the
men who use it.

And it is here that I suggest the future
should give us cause for pause.

You gentlemen will share the burden
of what this new communication system
[of TV satellites] will have to say.
Around this globe there are many people
who seek only to lift their lives from a
crushing way of existence. There will
be many with starving bellies, diseased
children, and squalid hovels who will
turn but with marginal interest to your
new television. And what will you have
to say to them?

I am told that last year the export
of television product ran to $40-45 mil-
lion. That portion of your product
which goes abroad is, as it should be, a
matter for your own judgment. No
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government agency should have author-
ity to control, or even influence, your
product for export.

But I suggest you would do well to
acknowledge that in the volatile world
in which we live celluloid or magnetic
tape is a strategic commodity. Those
who do export it must show concern and
consideration for its use.

What I am then suggesting is that
when you put your tapes and your kines
in your salesmen’s bags you should have
regard for what goes into it, as well as
for what you hope it brings back. Not
everything done abroad is necessarily
perpetrated in the national interest.
Those who export for profit should, I
think, on behalf of all of us, have as
much regard for impact as they have for
income.

Yours is the option of the free. The
power of the instruments you control to
influence opinion and attitude abroad
is, I suggest, greater than you realize. I
repeat that no government agency should
be empowered to control what you pro-
duce for export and no government
agency has the appetite so to do. Both
the opportunity and the responsibility
are yours.

AN ADMIRING CRITIC

Philip Clark in the Asheville Citizen:

A lot of TV entertainment takes an
undeserved beating for not being some-
thing it doesn’t even try to be—high-
brow drama. A lot of people insist on
rating television’s perfectly legitimate
casual entertainment on the same scale
they’d rate Shakespeare or Shaw or Ibsen.
This isn’t cricket, chaps, really.

1 don’t know any way to get the tele-
vision people out of this critical cross-
fire except to advise them to be patient
and to keep on trying to get in a little
more “quality” stuff—but not to be
ashamed of the regular entertainment
either.

Another way of putting it is this—if
literary criticism operated on the same
basis as TV criticism, every piece of
casual fiction in the Saturday Evening
Post or Good Housekeeping would be
reviewed by top-flight egghead critics
with the same deadly seriousness as a
new play by Thornton Wilder or Lillian
Hellman.

Of course, literary criticism doesn’t
do anything so asinine. The magazine
stories aren’t reviewed at all. Everyone
recognizes them for what they’re in-
tended to be—light entertainment with
no pretensions to immortality. But the
same grade of TV product gets the full
critical 21-gun salute.

It's not hard to figure how TV got
into such a jam. It’s because the whole
TV offering comes pouring out of that
single one-eyed magic box with no
change of address. In the older forms,
the serious drama was in one clearly
marked theatre and the vaudeville was
in another; the serious novels came out
as bound books and the popular maga-
zine fiction in a plainly different format.
You didn’t buy one hunk of printed
matter that had William Faulkner and
Lawman bound up and fired together at
the same audience.

I understand they manage to avoid
this problem in England, where the BBC
has separate lowbrow, middlebrow and
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highbrow radio services, with programs
graded to the tastes of each group.

1 doubt mightily that the U.S. govern-
ment is going into the TV business, and
I'm not advocating that solution. But
there’s an angle there for U.S. commer-
cial TV to ponder as it rakes in the
dollars and the brickbats. How somehow
to get the programs sifted out so the
“quality” programs don’t get smothered
by the frankly mass entertainment?

I've seen some awfully good stuff on
TV, including as good a “Macbeth” as
any I ever saw on the stage, stunning
public events coverage like the Glenn
orbit and science programs that even I
could understand. And the sports events
are a constant pleasure.

The driving insistence of the adver-
tising commercials is a nuisance, but if
a large part of the public starts feeling
that way the networks will probably
respond. I'm not snob enough to think
that everything I don’t happen to like is
“third rate.” I'm sure some of the things
I enjoy are classed as very third rate by
some people.

So I think that a large part of tele-
vision's current public relations problem
is not so much that TV doesn’t do any-
thing good, as that the good stuff doesn’t
get set off enough to get fair credit.

—— o g

Lewis & Clark Find
the Hidden Market

Lewis & Clark, an alert agency out
of the Northwest, wanted to break
their Tired Suds campaign in a hot
Southeastern market. They discov-
ered that Tri-Cities was really 19th
largest in the Southeast, with 71,000
households crying for a new wash-
ing powder. Call Meeker (in the
Southeast, James S. Ayres) for infor-
mation on WCYB-TV @ Bristol, Tenn.-
Va.
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Martin Agronsky, NBC news correspond-
ent in Washington, accepting the Alfred
I. duPont Commentator Award for 1961
at a dinner at the Mayflower Hotel in
Washington:

The whole truth is difficult to attain,
not only hecause of the pressures of time
and space on the reporter. Those are
just the mechanical problems. There is
the other—in a way the greater—prob-
lem of ascertaining what is the “whole
truth.” No reporter can cover every story
at first hand. He has to rely on the wire
services and the newspapers for those
facts he can’t observe himself. And then
he has to determine—even when thus
forced to work at secondhand—what in
the facts is meaningful. All of this he
must do while trying—especially in the
heat of a political campaign or an inter-
national crisis—to divorce himself, as
much as humanly possible, from the
prevalent emotions. The ideal goal is to
exclude rigorously, not only emotions
but all bias, all prejudice—as the lawyers
put it—to let the facts control.

Yet, as anyone who understands hu-
man nature knows, if telling the whole
truth depends upon reaching that kind
of emotional sterility and intellectual
neutrality, it’s impossible to get there.
And, as a reporter with a professional
understanding of and dedication to ob-
jectivity, I incline to wonder if there is
not a very real danger of falling into a
semantical trap in our concern with the
business of being objective.

Objectivity can become a fetish—an
intellectually debilitating fetish. It can
be carried to a point where it can serve
to exclude judgment, or even to exclude
opinion, to give judgment the other
name it often has in our business.

1 raise this because of another dimen-
sion in which every reporter who is try-
ing to tell the whole truth must auto-
matically be involved. It’s the one pro-
vided by his employers.

Very recently this became a matter
of overriding significance for a very dis-
tinguished colleague of mine who once
was most deservedly honored by this very
foundation before which I am now
privileged to appear [an obvious refer-
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ence to Howard K. Smith, ex-CBS, now
ABC]. He was faced by his employers
with the contention that he was too
given to having and expressing opinions.
1t was not held that he did not have the
background and the qualifications to
hold an opinion, or even that those
editorial opinions he expressed were ir-
responsible or inaccurate. At the same
time, in relerring to my colleague, his
employers described him as a commenta-
tor and news analyst. He is both. He
performs both functions with responsi-
bility and distinction. But, somehow, it
seems to have escaped the attention of
his employers that it is the function of a
commentator to comment; that it is the
job of a news analyst to analyze the news.
And how it also escaped their attention
that any analysis or comment on news
is also an expression of opinion is a
semantical mystery that really seems to
defy either analysis or comment.

My colleague has gone elsewhere where
an opinion is not held to be a naughty
word.

However, I think that this state of
mind, this fear of expressing opinions,
needs noting and noting well in these
days when the media of communications
are continually contracting, and when
more and more, through the myriad
miracles of electronics, more and more
people depend on fewer sources of news
and comment.

It makes the responsibility of the com-
municators an awesome one in a free
society like ours. It cannot be met by
avoiding the expression of opinions. It
is an incredible fact today that there are
only 60 cities in the United States where
there are competing newspapers. That
makes even greater the burden on the
shoulders of the other communicators;
that is, on those of our own industry.
It is a burden that I feel is best met
by encouraging freedom of opinion—
not by discouraging it—certainly not by
throttling it.

I think it is as true today as it was
when Justice Holmes first said it—that
opinion is best tested “in the market-
place.”

Some 1,800 years ago, the historian
Tacitus wrote: “Rare is the felicity of
the times when you can think what you
like and say what you think.” That is
something that matters to reporters or
to anyone who cares about free speech
and cares about its expression through
a deliberate encouragement of a climate
of free opinion. And it matters more,
much more, to those whom our media
serve. In the end, that is the overriding
responsibility we must meet—our respon.-
sibility to those who listen or look. It
can never be adequately discharged by
those who fear to hold an opinion.  END
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School Drop Out, a grave threat to our nation’s future.-What can be-done‘about it? The ABC television
station in Los Angeles has determined that much can be done about it. In coopération with the City
and County Schools, Channel 7 is spearheading a campaign to combat this serious loss to society. »
Specially created films for high school use, prepared material for high school newspapers, recorded
spots for radio, theatre trailers, and round the clock on-the-air TV promotion are but a few examples
of public appeals being made to teenagers and their parents ... another community service by KABC-TV.

Owned and operated by American Broadcasting-Paramount Theatres, Incorporated
Represented nationally by ABC-TV National Station Sales, Incorporated
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WMAR-TU
7 0'CLOCK
FINAL

WORLD NEWS

MORE HOMES' 7-7:30 P.M.

*ARB March, 1962

In Maryland Mosf People Watch NEWS on

£ e R -3 s B
& o0 ; L &

Channel 2- Sunpapers Televmon Baltimore 3, Md.

Represented Nationally by THE KATZ AGENCY, INC.
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‘R’eprint
Checklist

These Reprints Still Available!

IN THE EYE OF THE BEHOLDER O
6bp from April 1962 25¢ each

The study of an ambitious project of basic
research now opening new doors in com-
munications.

THE DOLLARS BEHIND A TV SIGNAL ]
8pp from April 1962 25¢ each

This is a dollars-and-cents story which shows
what it takes to stay on the air and up-to-
date in TV.

THE TOP 100 O
4pp from April 1962 15¢ each

Exclusive ranking of the 101 markets that
make up the first hundred television markets,
complete with pinpointed map.

TELEVISION'S NEGLECTED PERSUADER [m]
&bp from March 1962 25¢ each

Introducing an important ally, the food broker,
who steers $15 billion in food and related
products each year and is a good man to
h%vedin your corner when ad budgets are de-
cided.

SPECIAL REPORT: NETWORKS UNDER
THE GUN

32pp from March 1962 40¢ each

The complete story of the significant FCC
hearings into network practices, with con-
densed testimony of all network witnesses.

AROUND THE WORLD WITH TELEVISION [J
12pp from December 1961 25¢ each

From Albania to Yugoslavia—a complete up-
to-date listing of 995 TV facilities in 82 na-
tions outside the United States.

COLOR: MISSING LINK IN REALITY ]
8pp from June 1961 25¢ each

Describing the role color plays both in man's
environment and his reaction to it, and spell-
ing out how television can take advantage of
jts abilities to achieve unmatched effective-
ness.

THE MANY WORLDS OF LOCAL TV ]
12pp from August 1961 40¢ each

A cross-country report of local television, a
complex personality of many parts, many
worlds. It shows the forces working to make
local programing meaningful to all.

THE RESTLESS VIEWER 0
12pp from May 1961 25¢ each

A depth investigation of what the viewer
thinks and does about TV, with important and
provocative meaning for anyone concerned
with television programming and/or com-
mercials.

TELEVISION MAGAZINE
444 MADISON AVE., NEW YORK 22, N. Y.

o Send quantities checked ahove to:

Name

Company

Address
City

Zone State

Payment Enclosed [ (Note: Nw York City
addressees please add 3% sales tax for orders of
51 or more.)

Bill me ]
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CONCURRING OPINION

Several of our competitors are dirty
dogs who should be shot down in the
street, or at least drummed out of the
corps. Of course, it’s a bald lie, but these
same fellows might say the same about
us.

In other words, your editorial in the
April issue makes nothing but sense.
RorrrT B. JoNES Jr. Vice President and
General Manager, wrBr Baltimore.

NEGLECTED NO LONGER (cont'd)

I am interested in receiving reprints
of the article “Television's Neglected Per-
suader,” which appeared in the March
1962 issue of your magazine. We plan
on sending a copy of the article to each
of the food brokers in our station’s cover-
age area. WAYNE J. PAINTER Merchan-
dising Director, wisN-Tv Milwaukee.

The article “Television’s Neglected
Persuader” is an excellent one. Because
of the remote nature of our market, we
have preached many of the same points
to our brokers to enlist their help in
securing greater mainland awareness of
the 50th state.

May I have 25 reprints for circulation
among brokers here? JiM SpENCER Na-
tional Sales Manager, xona-Tv Honolulu.

. 15 reprints of "“Television’s Ne-
glected Persuader.” Donna TROLINGER
Young Teclevision Corp., New York.

... 20 reprints. FRANK C. MARTIN [Rr.
Merchandising and Sales Promotion
Manager, wosJ-Tv Roanoke, Va.

MORE ON MARCH

I would appreciate 50 reprint copies
of your March special report of the FCC
network hearings. It occurred to me
that this reprint might be worthwhile
to send to our kvrv Community Council
membership. DoNaLp D. SuLLivan Vice
President and General Manager, KvVTv
Sioux City, Iowa.
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Magellan Found
the Hidden Market

Magellan Macomber, marketing
director, suddenly interrupted his
globe - girdling quest for Tiny Little
Ted Leaves. Dropped his bags in the
19th ranked market in the South-
east and found 277,000 eager tea
sippers ready for that far-off taste.
Called Meeker (James S. Ayres in
the Southeast) who agreed it was
straight of Magellan to pick :
WCYB-TV ¢ Bristol, Tenn.-Va.

P R e e e T e =
. T -

e ————

avoid the
hazards of
selling on

your own

Why take the risks involved in
negotiating without our knowledge
of markets, of actual sales, of
responsible contacts? In speaking
to any buyer, Blackburn’s
experience and reputation for
reliability naturally lend greater
weight to our opinion than any
seller can reasonably expect

to be given to his own.

BLACKBURN

& COMPANY, INC.
Radio * TV + Newspaper Brokers

WASHINGTON, D. C.: RCA Building, FE 3-9270

CHICAGO: 333 N. Michigan Avenue, Fl 6-6460
ATLANTA: Healey Building, JA 5-1576
BEVERLY HILLS: calif. Bank Bldg., CR 4-2770
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Sophisticated marketing & advertising men know
what these crazy mixed-up horses mean.

Marketing has taken a new direction; and advertis-
ing must head the same way, if they are both to pull
in the same direction.

What direction? Today’s most basic trend in market-
ing can be summed up in nine words: “The United
States is becoming a nation of cities.” Certainly, our
big cities are spreading; are becoming, more and
more, everyone’s best markets. That’s why well over
half your sales come, or should come, from the top 20
TV markets alone (where 58% of the nation’s income,
and 55% of all TV homes, are now concentrated).

Money can be made only where the money is!

Tilt!

Are you getting as much as 50% of your advertising
impact where you want more than 50% of your sales?
That’s worth checking because “national advertis-
ing” almost always tilts the wrong way; tilts away
from your best markets, not toward them; reducing
selling pressure where you want it most.

You never see this negative tilt in your “national
figures.” Yet look behind them, at the audiences
you're actually getting in the concentrated “big half”
of your selling areas. When you check the individual
market audiences for your TV Network shows, in the
top 20 selling areas, you'll see how much the distribu-
tion of your national advertising-impact can “fall
short” in your best (and toughest) markets.*

That’s why “national coverage” is no longer the ade-

quate answer in itself, if you want your marketing and
advertising really to pull together.

What happens when
Marketing & Advertising
don’t pull together?

What’s the answer?

Do you want to speed turnover? Challenge competi-
tion? Counteract competitive moves? Equalize mar-
keting valleys? Bolster thin national advertising,
where sales potentials are highest?

The most versatile answer to all these questions is
already being used by 92 of the top 100 advertisers
(and hundreds of others) exclusively, or to correct
the “wrong-way-tilt” of their national coverage.

It’s Spot TV — Individual Market Television — the
most controllable, most flexible, most powerful, in-
dividual market selling-force in America today.

You'll find Spot TV offers a remarkable range of solu-
tions to tough problems. Its versatilities adapt to
virtually every budget-size, campaign length, mes-
sage-length, as well as to choice of markets, seasons,
and all forms of program sponsorship.

If you've a marketing problem, large or small, let us
show you how Spot TV can be tailored to your needs.

#*If you would like to see a new detailed exclusive analysis of
the marketing “tilt” of 65 different Network TV programs,
entitled “TILT—The After-Math of Network TV”, write us
at 666 Fifth Avenue, New York (19) or call JUdson 2-3456.

TVAR

TELEVISION ADVERTISING REPRESENTATIVES, INC.

Representing: WBTV Charlotte (Jefferson Standard Broadcasting Co.).

O WTOP-TV Washington and WJXT Jacksonville (Post-Newsweek Stations)

O WBZ-TV Boston, WJZ-TV Baltimore, KDKA-TY Pittsburgh, KYW-TV

Cleveland and KPIX San Francisco (Westinghouse Broadcasting Company)
TvAR Offices in

New York, Chicago, Detroit, San Francisco, Los Angeles and- Atlanta.
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Advertisers have long been intrigued by
the scientific claim, that sometimes
mystical, generally complicated but high-
ly promotable bit of evidence that makes
one product stand out from its com-
petitors. There is impact in demonstra-
tion. And the bigger and better the scien-
tific “stunt,” hopefully, the bigger the
message impact on the consumer. Put it
all in front of TV cameras and you have

‘the “wow” commercial, costly but worth

it in the mind of the advertiser.

Among many such commercials now
being televised are the two described
herein, one for an improved new
Eveready radio battery, the other for
U.S. Royal Tires with CVC, a high-
strength vulcanmng compound. But be-
fore' these commercials are explored, a
word from the world of scientific stunt
via' one of its top proponents, Dr. Jona-
than Karas, president of The Science

,Orgamzatlon Manchester, Mass.

~Karas, once an assistant professor of
physics at the University of New Hamp-
shire, has spent the last five years dream-
ing up attention-catching “scientific
proof” product demonstrations for such
advertisers as Ford, P&G, DuPont, Gen-
eral Electric, Goodyear, U.S. Time Corp.
and Xerox Corp.

He is on call by such ad agencies as
T. Walter Thompson, Young & Rubicam,
BBDO, Benton & Bowles and Ogilvy,
Benson & Mather to translate a copy-
writer’s (or his own) idea into scientifi-
cally sound, dramatic proof of product
capability.

In the pursuit. of TV viewer “wow,”

Karas has battered an auto chassis with

a building wrecking ball, run over auto
mufflers with a truck, flattened an auto
with a 35-ton bulldozer, struck a watch
with a five million volt lightning bolt,
charged a girl with 500,000 volts of
electricity to stand her hair on end,
“punched” a hole through a glass plate
with a high-powered jet ol water, etc.
Every time Karas hears of a new
scientific demonstration via TV com-
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mercial—even il it isn’t his—he has a
kind of “score one for our side” reaction.
But he stresses that “fakery” is out. “You
have to have an advantage before you
can dramatize it.”

Karas says that “scientists are not
magicians. If your product is a poor
one or is undistinguished in product
superiorities, no amount of scientific
genius will help you prove its worth.”

On the scientific demonstration com-
mercial itself, Karas says, “I have never
believed that the American public has a
12-year-old mentality. People are inter-
ested in why things happen or why a
product is good. You needn’t talk like
a mental midget just because the piece
of film is called a ‘commercial.’

“I have used concepts like momentum,
brake efficiency, electrostatics, high-pres-
sure research and other advanced ideas
without losing viewers. The important
thing is to give the viewer something
with visual impact to carry your mes-
sage.”

Karas has coined a new word for the
modern approach of science in adver-
tising — Scimantics, formed from the
words science and semantics. He defines
it as “The concept of applying creative
science and engineering to mass com-
nwnications, marketing and advertising.”

Eveready and U.S. Rubber do not call
their new demonstration commercials
(non-Karas creations) Scimantic offer-
ings, but they are in keeping with
“wow,” the bigger and better scientific
stunt test.

THE PROBLEM

One of the big auto tire rvoad wear
troubles is separation between plies—
rubber pulling away from the tire
cords. How do you introduce a new
line of tires showing that “it can’t
happen” to us?

THE SOLUTION
Sight in on a key product feature. Give
the product a “torture test.” Make the

www americanradiohistorv com
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test big and spectacular and put it on
videotape for heightened realism.

Last month the U.S. Rubber Co.
launched a major advertising and mer-
chandising campaign [lor its new line of
U.S. Royal Tires with CVC (catalytic
vulcanizing compound), stressing the
rubber’s new, powerful adhesive strength.

The television end of the campaign
started in production last February.
Working on location at the U.S. Rubber
Co. proving grounds in Lancaster, Calif.,
representatives of MGM Telestudios,
U.S. Rubber and its ad agency, Fletcher
Richards, Calkins & Holden Inc., video-
taped a series of demonstrations for the
new catalytic vulcanizing conipound
which bonds the rubber to the tire cords
that now reinforce all U.S. Rubber tire
products.

A series of experiments was devised

Torture test: A helicopter lifis a grand
piano, via cable strain on a U.S. Royal
tire with CVC, part of a new commercial
demonstration series for U.S. Rubber.

TELEVISION MAGAZINE | May 1962
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Seeing is believing where the housewife's

concerned. She respaonds warmly to the

glow of stainless steel in this video taped
.S, Steel" commercial.

way you cok atit...

i :

Make-believe gains conviction and added
enchantment from the video taped picture
that brings the '‘Shari Lewis Show'' to life
for millions on NBC.

Picture stories come to life on
ScoTCH BRAND Live-Action Video Tape!

The same vivid sense of “it’s happening now”
that makes a video taped drama grip the viewer’s
attention, works for added believability in com-
mercials carried on “ScoTcH” BRAND Video Tape!
The reason for this exceptional sense of ‘“‘pres-
ence”: compatibility of picture source and the
picture itself. Both are electronic and give the
viewer an image that involves no compromise.

For black and white tv, “ScorcH” Video Tape
provides a wide, expanded gray scale for gradual
transitions from absolute black to absolute white.
For color, the superior picture quality of video
tape is even greater. Highest fidelity sound adds
to the true-to-life impression. And the sharp video
tape original can be duplicated with excellent
copies or with kines made from the master tape.

SEQTCH™ AND THE PLAID DESIGN ARE REGISTERED
TRAREMARKS oF MINN :sor MINING & MANUF.

RING CO. ST. PAUL 1. MINNESOTA. EXPORT. Y
PARK AVENUE. NEW ORK. - 4+ 1N CANADAL LONDON,
ONTARIO. @1962. 38

Tape has many favorable facets for the pro-
ducer of network shows, for the advertiser and
agency making commercials, for local program-
ming and closed circuit applications. Immediate
playback means mistakes can be spofted and cor-
rected at once. An almost limitless number of
special effects can be achieved instantly by push-
button; others are done relatively easily, and
never involve lab work and the long wait.

“Techniques of Editing Video Tape” is the
name of a booklet that offers a sampling of ideas
used by video tape editors to build shows from
tapes, create special effects . . . tells of techniques
that make editing easier. It’s free . . . just write,
Magnetic Products Division, 3M Company,
Dept. MCS-52, St. Paul 1, Minn.

Magnetic Products Division Bm
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COMMERCIALS coninuea

to show that the tread of the tire could
not be pulled away from the cord, even
under tremendous stress.

The experiments involved situations
in which extremely heavy objects—a
piano, four half-ton safes—were lifted
off the ground by helicopter or crane.
Another test was a tug of war between
two tractors—with a U.S. Royal trying
to be pulled apart in the middle.

Placed on the supporting cables for
all the “pull” tests were tires, attached
in such a way that the adhesive quality
between the carcass and the tire tread
rubber would have to support all the
weight of the objects being raised off the
ground or pulled. (The treads on the
tires were cut back and clamped, leaving
only seven inches of tread intact. With
stress put on them, the treads stretch to
twice their length—but fail to separate
from the tire carcass.)

From the taped footage shot at Lan-
caster (much of which was shown last
month to U.S. Rubber dealers on a 25-
city closed-circuit telecast to begin the
campaign), FRC&H has put together
three 60-second ‘“torture test” commer-
cials.

One commercial shows a crane lifting
a tiremounted frame with four 600-
pound safes supplying the stress. A
second commercial centers on a heli-
copter lifting a grand piano via tread-
strength, and the third is the tractor tug
of war putting 1,300 pounds of pull on a
U.S. Royal with “CVC.”

Except for describing the particular
demonstration being shown, the three
commercials keep to a similar vein:
Video starts off with cars coming down
a track. Speed and miles are the implica-
tion. Voice-over on audio gets right to
the job, introduces new “U.S. Royal
Tires with patented CVC. . .,” they “re-
tain their strength to give you thousands
of extra miles.”

“ In ordinary tires,” say the commer-
cials, “heat and pressure can weaken the
adhesive that bonds the cords to the rub-
ber . .. causing tire failures.” (The com-
parison tactic is supported by “wipes” to
cross sections of “ordinary tire,” which
show tread separation—wipes to cross
sections of “strong” U.S. Royal with
CVC)

FEach commercial, after the demon-
stration runs its course, closes with a
dissolve to a product shot and U.S.
Rubber logo, with audio intoning “The
new U.S. Royal Safety 800 with CVC—
now on the finest 1962 cars—is available
wherever you see this sign.”

Except for the 15-second wipes to ani-
mation for tire cross section comparison,
the commercials concentrate on the tor-
ture tests, show their preparation and

40

Only four Eveready batleries are needed to power 50 portable radios, this 30-second

e
e
e

filmed commercial proves. Cigar store fugitive indicates that all is “honest Injun.”

completion. Sound comes in on the noise
of the equipment, the crane and the heli-
copter engine.

The commercials were shot in three
days under adverse weather conditions
but the videotape process worked well
with minimal lighting and in the rain.
It was possible to start tape editing
within a half-hour after the daily shoot-
ing was completed.

Steve Roppolo, FRC&H writer-pro-
ducer on the series, says the torture test
idea was conceived last fall between the
U.S. Rubber account group and com-
pany research men in Detroit. The com-
mercials are running as participations
on NBC-TV and ABC-TV and on a local
spot basis nationally via U.S. Royal
dealers.

THE PROBLEM

How to dramatically introduce a new
radio battery product, authentically dem-
onstrate its improved power capacity,
and make it appear as an attractive buy
at double the usual battery cost.

THE SOLUTION
Use a theatrical setting, invite a group
of press people and show the battery
handling 50 times its normal work load
while performing as a vital part of an
increasingly popular consumer product.
The research and development men at
Union Carbide Consumer Products Co.,
a division of Union Carbide Corp., re-
cently came up with a new type of
primary battery. Called the Alkaline
Energizer, because it contains a highly
alkaline electrolyte, the new product is

Wwww americanradiohistorv com

marketed under the Eveready Iabel.
(Eveready is also the registered trade-
mark used for Carbide’s conventional
carbon-zinc batteries.)

Weighing in at less than an ounce,
and standing just over an inch in height,
the 1.5 volt battery is said to yield ex-
ceptional service under conditions of
heavy current drains, continuous usage
and extremes of temperatures. Con-
vinced that it had an improved product
to sell, Carbide decided to introduce it
to the public this spring by way of a
full-scale network TV ad campaign.

Allotting a record budget of $500,000,
the most money it has ever spent on a
single advertising push, the consumer
products division asked its agency, Wil-
liam Esty Co., New York, to work out
a campaign based on the extra power
promise.

Actually, the “power to spare” theme
isn't new. Last summer Carbide and Esty
combined to produce three TV com-
mercials demonstrating the electrical
energy qualities of standard Eveready
flashlight batteries. (In one commer-
cial, a Piper Cub airplane was lifted off
the ground utilizing flashlight battery
power.)

With the alkaline campaign, however,
the nature of the commercial slogan is
of secondary importance. The chief
problem was how to persuade consumers
that the product is worth its extra cost
(50 cents vs. 25 cents for its carbon-zinc
penlite type counterpart) . Most people,
it was believed, would not pay the in-
flated price for a cell that would just be
another flashlight battery substitute. The

TELEVISION MAGAZINE / May 1962
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MATHEMATICS FOR THE MILIEU

Joe and Gladys Smith, hitherto city-bound apartment dwellers, decided
to move their TV set to a pad of their own in distant exurbia. Assured
by their real estate dealer that they would receive WMAL-TV loud and
clear even in their remote “new frontier,” they began to work out the
mathematics of the real estate deal.*

Said Joe to Gladys, “If you'll give me three-quarters of your money,
I'll add it to mine and have just enough to buy this $5000 house. Youll
have just enough left to buy the lot next door with the shady grove and
the running stream.”

“No, no,” cried Gladys, quick to rise to the defense of the bank account
marked HERS. “You give me two-thirds of your money and, by com-
bining it with mine, I'll have enough to buy the house and you’ll have
just enough left to pay for the grove with the babbling brook.”

What was the value of the shady grove with its never-failing stream? In
return for the solution to the problem, we’ll send you a new volume of
puzzles to while away the hours between coffee breaks. Address requests
for $5000 houses to your local real estate agent. He needs a laugh
occasionally, too.

*The mathematics of the TV situation is simple: minute participations in one
of WMAL-TV’s 4 daily half-hour news reports (1:30 p.m.; 6:00 p.m.; 7:00 p.mn.;
11:00 p.m.) build loyal audiences and are the best buy in the D. C. area.

Puzzle adaptation courtesy of Dover Publications, N.Y. 14, N.Y.

wmal-tv

Washington, D. C.

An Evening Star Broadcasting Company Station, represented by H-R Television, Inc.
®
Affillated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Vva
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New...on Detroit’'s WJBK-TV

PREMIUM MOVIES
IN PRIME
EVENING TIME

Thursdays,

to 9r.m.

60-Second Announcements Now
Available in the Pick of the Pictures®

Looking for prime 60’s with a selling punch? Here they are,
in an all-star lineup on Detroit’s Channel 2.-Call your Storer
rep now for first choice of the avails.

WJBK-TV
DETROIT

ILADE.
WIB!

MIAMI MILWAUKER CLEVELAND ATLANTA
‘WGBS WITI-TV WIW-TV WAGA-TV

|-

THURSDRY

]DVJU%WD

31

*TITLES AND STARS LIKE THESE,
CHOSEN AND TIMED FOR
FAMILY VIEWING

STRANGERS ON A TRAIN, 1951
Farley Granger, Ruth Roman
THE SEARCHERS, 1956

John Wayne, Natalie Wood
CALL NORTHSIDE 777, 1948
James Stewart, Lee J. Cobb
PRINCE OF FOXES, 1949
Tyrone Power, Orson Welles
THE WHIRLPOOL, 1949

Gene Tierney, Jose Ferrer
PINKY, 1949

Jeanne Crain, William Lundigan
ALL ABOUT EVE, 1950

Bette' Davis, Marilyn Monroe
THE BLUE DAHLIA, 1945

Alan Ladd, Veronica Lake
VIVA ZAPATA, 1852

Marlon Brando, Jean Peters
THE CRIMSON PIRATE, 1952
Burt Lancaster

A STAR IS BORN, 1955

Judy Garland. James Mason
COME FILL THE CUP, 1351
James Cagney, Phyllis Thaxter
TEA FOR TWO, 1350

Doris Day, Gordon MacRae
THE DAMNED DON'T CRY, 1950
Joan Crawtord, Steve Cochran
THE BIiG LIFT, 1950
Montgomery Clitt, Paul Douglas
HOUSE OF STRANGERS, 1943
Susan Hayward, Edward G. Robinson

— oo b Bisvv v - : ; IMPORTANT STATIONS

LOS ANGELES PH LPHIA CLEVELAND NEW YORK TOLEDO DETROIT
TOLEDO | DETROIT S T ORER
WSPD-TV WIBK-TV BROADCASTING COMPANY

STORER TELEVISION SALES, INC.. represcntatives for all Storer television stations
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TELEVISION
Markethook

Exclusive compilation of the vital sta-
tistics which delineate all U.S. tele-
vision markets, the counties that com-
prise them and the TV homes they

reach.

Only the 1962 TELEVISION Market-
book gives you fingertip reference
and other exclusive market facts:
o U.S. TV Homes by Counties, p. 58
o TV Markets vs. Standard Metro
politan Markets, p. 77

o The Television Markets, p. 83

The TELEVISION Marketbook is the
only current and independent source
for television homes and households
data correlated with the coverage area
of every TV market and reported on a

county-by-county basis.

TELEVISION
Markethook

Order now!

$2 ea.

TELEVISION MAGAZINE
444 MADISON AVE, NEW YORK 22, N. Y.

e Send (962 Marketbook ta:

Name - S —— -
Company . oemees e
Address e

City S—

Payment Enclosed ]
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COMMERCIALS e

trick was to link the new battery up with
a frequently used consumer product that
requires a higher rate source ol electrical
energy.

Carbide and Esty bet all their chips
on portable radios. They believe that
the “AA” size alkaline cell is ideally
suited for use in this increasingly popu-
lar entertainment instrument.

Realizing that portables are mostly
outdoor radios, used with growing fre-
quency as the weather gets warmer, Esty
geared its Carbide campaign [or a con-
centrated spring push.

WITNESSES FOR FTC'S SAKE

During the filming of the commercial,
reporters from trade and consumer pub-
lications were invited to witness the
activity. Authenticity during the pro-
duction of the alkaline battery demon-
stration was a key [actor. With the Fed-
eral Trade Commission probing many
product claims (see story, page 50), the
agency wanted plenty of witnesses for
the defense as an antidote [or possible
skepticism.

A movie house, the Mineola Theatre
in Mineola, Long Island, was rented for
three days for the commercial filming.
The news corps was transported to the
site by chartered bus and for the shooting
itself, Carbide rounded up 50 different
makes of portable radio sets—at a total
cost of $1,800.

The sets were placed ten to a shelf
on a fiveshelf platform built on the
stage of the theatre. The wiring section
of each radio was wired to one central
section located on a pedestal above the
platform. None of the radios contained
batteries. They were each set [or maxi-
mum power without distortion and
tuned to the same frequency. Four
Eveready alkaline cells, the number that
it normally takes to energize one port-
able radio, were then connected to the
central wiring system. All 50 radios were
simultaneously energized.

The sets were tuned to WNBC-AM New
York. (Agreement was reached with the
station beforehand to broadcast a special
music program which was used as part
of the sound track of the commercial.)
The audio sales pitch, stressing the extra
power yielded by the new cell, was pre-
recorded and delivered by newscaster
Ken Banghart.

The commercial was filmed by WCD
Inc. after three days of preparation and
retakes. The final result is a 30-second
message costing more than $10,000 (o
produce. It will be piggybacked with
other 30-second commercials for a variety
of Union Carbide products, and will be
seen on nine network TV shows.

The campaign was scheduled to run
April 23 through July 30. END
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New WDBJ-TV Studios, among the
largest and most modern in the entire South.
Finest technical equipment — 316,000
watts e, r. p. — CBS coffiliate.

WDBJ-TV Brings
You the News
About Palmy

Western Virginia!

The prosperous Western
Virginia market keeps making
news with its rapid industrial
growth. Blanket this market
with WDBJ-TV, Roanoke, now
reaching over 400,000 TV homes
in Virginia, N. Carolina, W.
Virginia — in counties with nearly
2,000,000 population.  For an

ideal test market, you're right to
use Roanoke and WDBJ-TV,

T

o ]
New Building for fast-growing Poly-
Scientific Corp. at Blacksburg, Va. Many
new industrial plants boost prosperity of
WDBJ-TV coverage area.

Ask Your PGW Colonel For Current Avoilabilities

WDBJ-TV

ROANOKE, VIRGINIA
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New York, the biggest, most competitive and most lucrative market in the nation, is not so
easy to crack. Advertisers must have the indispensable impact of local spot television. WpIX-11,
New York’s prestige independent, delivers the most effective combination of market-cracking
opportunities...Minute Commercials in Prime Evening time in a “network atmosphere” of
network caliber programming and national advertisers. Only wpiX-11 can deliver all of these

premium opportunities.

where are your 60-second commercials tonight?
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TELEVIS

A new economic force has burst upon
the United States. It’s the business
of leisure—having money to spend

and the time to spend it. Legions of
products have grown up to supply
the nation’s new need for the
non-essential. They’re advertisers.

Not many are on TV. Here’s why.
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How television has come out in the new revolution of leisure

SHOR'T END

By Morris J. GELMAN

THE leisure and recreational market, already measuring
some $46.8 billion, is zooming to new heights. Knowl-
edgeable sources predict that by 1970 it will be soaring with
the eagles of the U.S. economy. But the nation’s third
largest and fastest growing advertising medium, it appears,
is not going along on the ride. When last sighted, television
was lost in leisure’s vapor trail, consoling itself with molec-
ular leavings.

In 1961, accordmg to TvB/LNA-BAR figures, $32.1 mil-
lion was spent in network and spot television to advertise
leisure-associated products and services. This was only
12.89, of the estimated $250 million the leisure market sank
into all measured advertising media for the last year. By
comparison, $41.8 billion passed over the country’s food and
grocery counters last year. Food and grocery advertisers
turned over about $850 million of that amount to a variety
of Madison Avenue retainers. Television cut itself in for
an estimated $302 million chunk of this advertising prize.

If television is being deprived of a rightful share of
leisure’s advertising nourishment, as seems evident by any
available et of pertinent statistics, the medium must share
the.blame. For when it comes to the leisure market, tele-
vision is guilty of advertising’s most unthinkable crime:
lack of aggressive, in some cases lack of any, salesmanship.

Take, for example, the case of Caprico International Inc.,
New York, a sporting goods importer and national distrib-
utor specializing in golf equipment. The company was
started in ¥957 by a couple of golf enthusiasts who were
tired of spending $1.25 each for their golf balls. Believing
they cotld cash in on the tremendously growing golf mar-
ket and its mass audience appeal potential, they discovered
a Japaniese manufacturer who could produce a low-cost but
good quahty product. Marketing their first ones for 50 cents
each, the company now makes and sells four differently
priced golf balls. It also imports and sells domestically
tennis racquets ard baseball gloves among other sporting
equipment. Ower the last three years it has become one of
the leading golf ball importers, bringing about 240,000
dozen into the country each year. The company’s annual
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volume is well over a million dollars. As sporting goods
concerns go, Caprico is considered upper middle income.

The firm’s annual advertising budget is about $40,000.
Traditionally, as is the case throughout the sporting goods
field, Caprico has relied on trade advertising, direct mail to
jobbers and catalogue promotions to build its business.
Carl Birnbach, president, and Sandy Millman, advertising
manager, the two golfing zealots who founded the company.
have always felt they had insufficient funds for a full-scale
consumer campaign. But their company is on the move
now and they are open-minded men.

“I'm convinced,” says Millman, “that even if it’s used
only on a local level, sporting goods products could be
promoted on television to a terrific advantage. There’s no
question that TV could do a better job than consumer
magazines. It’s a surefire method with sporting goods, just
like it is with toys and kids. But,” Millman adds ruefully,
“it takes money. I feel it’s too expensive, and nobody comes
around to tell me differently. I've got an idea, for instance,
that $1,000 will get me nothing on television. I might be
willing to take a chance, if somebody would show me I'm
wrong. I'd like to make a TV tape using name players and
offer them to our dealers along with a TV co-op deal. If
TV has bargains, and can prove they are bargains, it can
convert dozens of companies like ours. But even though we
are known as an aggressive and promotional outfit, and have
heen approached by all the consumer newspapers and
magazines, nobody from television has ever been around to
sell us.”

Sandy Miliman’s story is the story of dozens of other
leisyre market companies: neglected, even scorned by tele-
vision’s salesmen, many so busy fighting for a share of the
advertising leviathans that they don’t bother about the
smaller accounts which abound in such profusion.

A recent TELEVISION MAGAZINE canvass of the field turned
up approximately 450 sporting goods companies which
market nationally. Of this total, roughly 50 companies
divert some portion of their advertising budget to television.
Most are barely marginal users of the medium on strictly
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local levels. In 1961, sporting goods firms gave network and
spot TV about $1.5 million of their advertising dollars.
Special interest magazines, the survey shows, got a 75%, share
of sporting goods’ overall advertising business. The direct
mail people and trade papers both also garnered more of
this specific advertising bankroll than did television. With
little exception, throughout the leisure market, in most
goods and services categories, television takes a financial
back seat to these same tliree advertising media.

But before television’s leisure market indictment goes
further, an examination of some other facts is in order.

The leisure market is an enigma to television because it
is perhaps the most complex in the country’s economy. It
has puzzled the most perceptive researchers for years, and
there is still no economic cartographer who can pinpoint
the market's boundaries with any certainity. It 1s ade
up of a potpourri of other markets, some completely inter-
dependent, others with second cousin relationships but
autonomous, and still others totally unaffiliated. The pre-
cise line between leisure market spending and necessary or
utilitarian spending must be drawn arbitrarily.

Questions, for example, have often been raised as to
whether tobacco is a willful pursuit or a compulsion; as to
when automobile motoring stops being a necessity and starts
becoming a pleasure, and as to what proportion ol the cloth-
ing market is essential wear, especially in light of social
customs in California and Florida where men go to work
m short-sleeved, open-necked sports shirts, and what pro-
portion is casual.

For purposes of this analysis, TELEVISION MAGAZINE has
not attempted to draw such fine lines. It defines the leisure
market as those goods and services which are paid for with
the completely discretionary dollar, or that money which is
not needed for the essentials of everyday life. The analysis
has excluded [rom the leisure market all those goods and
services which, while not absolutely essential to ordinary
well-being, have become so much a part of normal living
that they are in the nature of habitual or compulsory or
expected pleasures. Automobile motoring, use of tobacco
products, television viewing, radio and phonograph record
listening, movie and theatre-going and use of home appli-
ances like hair dryers all fall outside these, admittedly,
rather arbitrary guide lines.

SUN LOTIONS IN, COSMETICS OUT

Wherever possible this analysis has sought to cover only
those goods and services which are interdependent within
the casily definable leisure framework or whose expendi-
tures within a closely related market can reasonably be
measured. Thus sun tan lotions are covered in this study,
while cosmetics and toiletries, the larger market of which
sun lotions are actually an important part, are not included,
the explanation being that cosmetics and toiletries have
been too long and widely used to be labeled non-essential
commodities, while sun lotions, which can be measured
separately, are used solely in connection with Ieisure living.

Along the same lines of reasoning, toys, which justifiably
could be called discretionary income products, are not part
of TELEVISION's leisure market survey. For richer or poorer,
for better or worse, the American home has not for a long
time and will not in the future be without its overflowing
nursery toy chest. Let only those fathers who can decisively
and consistently say no to a child’s request for a toy, chal-
lenge this survey's exclusion of the product as a leisure entry.

Because of its hybrid nature, it is virtually impossible to
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Gross national sales for 1960
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SHORT END OF THE BOOM continued

Post-war economy, creating more dollars from less work, opened new vistas in leisure

accurately measure the total annual sales performances of
all leisure products and services. TELEVISION's estimate of
a $46.8 billion total leisure market relates only to those
product and service categories that fall within the afore-
explained boundary lines of this survey. If the leisure octo-
pus is granted all its plausible and possible industrial
tentacles the total annual ante could easily rise above the
$75 billion mark. But $46.8 billion or $75 billion, there’s
no question that for American business leisure pays aston-
ishingly well, and that it constitutes the fastest growing
market in the nation.

Leisure’s birth as a potent consumer expenditure force
began after the end of World War II. It was sparked by
the changing economic structure of the country: more
national productivity, increased consumer buying power,
the shortening work week, greater personal longevity and
earlier work retirement.

The war was the great catalyst of modern American eco-
nomic life. During its course, with factories going full
blast, industry became accustomed to producing at satura-
tion levels. Labor, operating in a desperate demand mar-
ket, was wooed with record high wages, overtime and un-
heard of frills called fringe benefits. The guaranteed two-
week vacation, the eight-hour week and retirement-pension
plans became worker realities rather than union oratory.
The average work week, which had been shrinking steadily
from 72 hours in 1850, to 67 hours in 1900, to 54 hours up
through the ’20s to 50 hours through the ’30s, began stabi-
lizing at 40 hours during the war. By the early *50s it had
become an actuality for almost all workers, both nonagricul-
tural and agricultural.

THE WAR STARTED IT ALL

The war’s productivity demands also boomed personal
income. The mass leisure expenditures of today are pos-
sible only because of the increment and redistribution of
purchasing power that began during and just after the war.
According to U.S. Dept. of Commerce figures, prior to the
war only about 509, of American families had total incomes
over $4,000. By 1945 almost another 109, of families had
been added to this total, and by 1955 more than 70%, of all
families in the country had aggregate incomes of $4,000 a
year or more.

Economist Fabian Linden, in the March 1962 issue of
“The Conference Board Business Record” published by the
National Industrial Conference Board, reports that in 1950
about 17% of American families had surpassed a pretax
total earning figure of $7,000 a year. This is the minimum
income deemed necessary by the U.S. Bureau of Labor Sta-
tistics for a family of four living in the city to maintain an
“adequate but modest” living standard.

Tacked on to these revolutionary economic developments
was the growth and introduction of automation, perhaps
the most significant evolvement of our times. Automatic
devices, with their ability to run themselves and correct
their own mistakes, have further increased productivity and
cut working hours to such an extent that the good life is
now comfortably within the obtainment bounds of the
overwhelming majority of Americans.

With the end of World War II, the American people
were pleasure bent. Their increased earning powers had
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become a source of extreme frustration. With wartime
shortages acting the part of kill-joy, Americans were in the
perplexing position of being all dressed-up with no place to
go. Personal savings mushroomed to record highs and the
theme of the day was wait till the war is over and we can
buy that new car, or new set of golf clubs, or take that long-
overdue vacation or do whatever people do with excess
money.

JOHNNY CAME MARCHING HOME—TO BUY

And when the boys came back from their overseas battle-
fronts, the country flocked to the marketplace to engage in
an unprecedented leisure-living buying binge. They bought
all the things that were formerly only within the province
of the wealthy few. They bought fishing gear, motor boats
and even cabin cruisers. They moved to the suburbs, bought
homes and discovered they were possessors of gardens. They
decided that dig they must and dig they did until gardening
became one of the leading leisure-time pastimes in the
country. (In 1960 some $3.5 billion was spent by the Amer-
ican consumer on gardening equipment.)

American consumers changed from passive spenders of
leisure hours to peripatetic doers. They became less the
spectators and more the participants. Movie, theatre and
baseball attendance figures dropped, but there were more
amateur thespians and sandlot ball players in the country
than ever before. And businessmen discovered that hobby-
ists and weekend sportsmen had to buy equipment and pay
for services in order to do properly whatever it was that
struck their leisure-time fancy.

In 1954, Fortune magazine editorially proclaimed that
Americans spend “$30 billion for fun.” By 1959, the pub-
lication had upped its estimate another $11 billion.

And Fabian Linden thinks that leisure spending has no-
where to go but still higher. In his “Conference Board
Business Record” article he states that currently over a
third of all U.S. households earn more than $7,000 a year
and that they control discretionary resources equal to about
30%, of total family income. He also reports that “half of
the entire increase in family income uver the last decade
was discretionary.” By the *70s, he predicts, “‘three-fifths of
the nation’s families will have broken through the $7,000
adequacy barrier,” and that “45%, of total family earnings
will be discretionary.”

Other Linden predictions for the *70s: 31 million families
with total discretionary income of $240 billion at their
disposal, and with their average per household income ex-
ceeding $10,000 a year.

The Research Institute of America also foresees a “‘con-
sumer utopia” for Americans by the next decade. The
Institute prophesizes that by 1975, Americans will be work-
ing 159, fewer work-hours and have 50% more holidays.
Just this year, New York’s Electrical Workers’ Union made
the Institute’s 1975 prophesy seem overly cautious when it
won a contract for a 5-hour day, 25-hour work week, with a
guaranteed extra hour of work at overtime pay scale daily.
The package amounts to a 30-hour week worked for pre-
mium wages. And still other statistics indicate that the road
to worker utopia is shorter than most people think.

According to various trade and economic sources, there
were 40 million campers sleeping in the great outdoors in
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1969, compared with 10 million in 1950. It’s also estimated
thav.about 13 million U.S. families will sizzle their steaks
and hot dogs on outdoor barbecues and grills this year and
that some 8 million personal pleasure bodts, twice the num-
ber in use 10 years ago, will ply American waterways.

Some other startling figures:

e Employes will take a total of 50 million vacation
weeks over the summer months and another 32 million
weeks during the rest of the year in addition to some 467
million holidays.

o There are 26 million fishermen, 18 million hunters,
22 million bowlers, 16 million baseball players, 11 million
basketball players, 16.5 million tennis players, 5.5 million
golfers, more than 3 million skiers and 5 million archers
mn this country.

e There are also 60,000 motels, more than 50 million
amateur photographers, some 6,300 golf courses, morc than
5,500 marinas, yacht clubs and boatyards, about 250,000
in-the-ground swimming pools and some 110,000 bowling
lanes.

o The do-it-yourself market, growing faster than any
single segment of the overall leisure category, now includes
some 13 million U.S. households having home workshops,
nearly 12 million of them equipped with power tools, and
accounting for an estimated seven of every ten gallons of
paint sold.

The implications to the American economy and adver-
tising media, in particular, in these hard facts and prognos-
ticative estimates are enormous. Leisure and recreation has
become a staggeringly big business because almost every-
body has the resources and the inclination to contribute o
it. The leisure consumer, who has developed into an awe-
some buying force, fits no stercotyped patterns. American
business, looking to expand and conquer verdant fields,
created new techniques to mass-produce technical and me-
chanical sports and hobby equipment. This opened new
opportunities to millions of leisure enthusiasts.

NEW MARKET, NEW HABITS

Advertising, in trying to reach members ol this new
market, found that it was faced with a unique breed.
Leisure doers, it seemed, want to know more about the
products they buy than most other consumers. Advertising
media, also, soon discovered that their leisure-recreational
clients had disconcertingly small budgets to spend on pro-
motion. Leisure, for the most part, is not a high»markup
market. The profit margin for many companies is small.
The market’s multi-billion dollars in annual sales are swal-
lowed up by the myriad of modestly capitalized companies
that abound in each product classification.

Thus only two companies, A. G. Spaiding & Bros. and
Wilson Sporting Goods Co., dominate the 450-company
sporting goods field. Three others, Evinrude Motors and
Johnson Motors (both divisions of Outboard Marine Co.)
and Kiekhaefer Corp., out of almost 1,000 competitors,
overpower the watercralt industry. Most leisure market
companies do less than a million dollars a year in volume of
business and appropriate advertising budgets of consider-
ably less than $100,000 annually. An advertising budget of
a quarter of a million dollars is the absolute highest level
most companies will go.

Faced with the problems of creating longer and more
detailed ad messages, many times for exposure in only
limited markets on minimal budgets, advertising agencies
running leisure market campaigns shied from use of mass

To page 73
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berships, sun glasses, etc.)

CATEGORY NETWORK SPOT ~ TOTAL
Cameras, accessories, ¢16 000,000  $1,000,000 $11,000,000
supplies

Transportation 500,000 6,000,000 6,500,000
and travel

Paints, power tools 3,100,000 1,600,000 4,700,000
and shell homes

Sun tan lotions 1,900,000 200,000 2,100,000
Outdoor insecticides 1,500,000 500,000 2,000,000
Miscellaneous 1,000,000 500,000 1,500,000
sporting goods

Gardening supplies 300,000 800,000 1,100,000
Hotels, resorts _ 500,000 500,000
and restaurants

Entertainment — 350,000 350,000
Miscellaneous musjcal 190,000 10,000 200,000
instruments, supplies

Bicycles and supplies 130,000 20,000 150,000
Miscellaneous (gymmem- 100,000 1,900,000 2,000,000

Source: TvB/LNA-BAR
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HONEST
AN
YOU GET?

The TV commercials industry, in violent
reaction to policing actions of the
FTC, has assumed a new posture toward

honesty: the bent-over-backwards look

By ArsrrT R. KrOEGER

ARLY last month a New York artists management agent
E —who often contracts with ad agencies to supply talent
[or TV commercials—had a call from an agency asking for a
girl suffering from a cold. She would star 1n a soon-to-be-
shot cold remedy commercial.

If it was a strange request it was still business. The agent
lined up two models who had colds. A little bewildered,
they asked if they should stay home and doctor them or go
out on dates they had scheduled. “Date,” said the agent.
“Keep those colds going.” A doctor would be on the set to
“document” the girl selected as an authentic cold sufferer—
the advertiser’s orders.

The agent mentioned his assignment to a friend and
eventually the story wound up as an itemn in a syndicated
newspaper column. The contracting agency, unidentified,
saw the item. Perhaps fearing a “trace” and some laughing
publicity. panic set in. “And before I know it,” says the
iroubled agent, “I'm told I'm no longer on the assignment.”

The story may stretch the point but it does tell one
glaring thing about television commercial production to-
day: The heat is on—and it’s not from Klieg lights.

An inquiring Federal Trade Comumission, trading in its
Gatling gun for a fully automatic weapon, is spraying ques-
tions and decisions on “misleading” advertising to all quar-
ters. If television broadcasters were “tanned” last year by
the FCC’s “vast wasteland” charge, television advertisers
are being “scorched” this year by the intensity of the FTC’s
scrutiny.

The present TV commercial production climate is de-
cidedly troubled. Some agency men admit it, some do not.
Executives at TV commercial production houses generally
feel a new ‘“hend-over-backwards-to-be-honest” policy is in
effect on the part of a number of their agency accounts,

Says an executive at one major production organization,

www americanradiohistorv com
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HOW HONEST CAN YOU GET? continued

“There is what you might call a total awareness of the FT'C
looking over your shoulder . . . a self-policing attitude. The
majority of production companies—and agencies—want
basically honest presentations; honesty kept within an ac-
ceptable tolerance. But you would be sick at some of the
nonsense for the sake of honesty that is going on today.

“Look,” says the production man, “there is no great
desire to be honest. But there is a desire not to get into
trouble.”

In order “not to get into trouble,” these are some random
samplings of recent television commercial filming activity
as reported by various production people:

¢ One major shaving cream account now runs through
five or six tough-bearded male models at a shooting. They

e The wooden cigarette, prop for numerous cigarette
commercials, is now being replaced by the actual, tobacco-
filled product. Again, a truly photographable cigarette is
hard to find. One agency picks them off its client’s factory
assembly line, specially packs and ships them for its com-
mercial closeups at the production studio.

e One candy, which used a plastic mockup for the
product, now uses the real thing. It softens and melts under
hot lights, necessitates many film takes and a stream of child
models, some of whom eat so much on the lengthened
shooting that they get sick.

o A depilatory, which once used sour cream to represent
the product as applied to a model’s legs, is now said to be
running through a string of models. Repeated application

PROPS, PROPS, AWAY WITH PROPS

With the Federal Trade Commis-
sion frowning on the use of mock-
ups and props in television com-
mercials, suspicion is cast on the
following artifices, devices, gim-
micks, techniques or what have you.
All, at one time or another, have
been employed to enhance the
product being advertised. While
not “outlawed” in the pure sense
of the word, their use, coupled with
how they relate visually to the
commercjal copy or claim, can put
the advertiser in a perilous posi-
tion. Use at your own risk:

e Wooden or plastic replica,
common as a stand-in for soap,

e Mashed potatoes or cream
cheese substituting for ice cream.

o Cigarette smoke or vaporizer
used to create a steaming food ef-
fect.

o Water-filled false bottom on
casserole dish on hot plate for
steaming food.

¢ Sand-blasted or glycerine-coat-
ed beverage bottles or glasses used
to give frosting effect, water bead
retention.

e Salt or other additives for
frothing up beer heads.

e Toothpaste or similar sub-
stance mixed with shaving cream.

e Shaving cream for whipped

o Blue-for-white substitute in
soap and detergent; product color
“correction” in general.

e Double strength gelatin.

e Open window for glass.

e Non-competitive product or
other substance used in competitive
product demonstration.

o Bladeless razor.

e Wine or other beverage for
darker coffee or tea.

o Air-fluffed cakes and biscuits.

o Identical garments or objects
for before-and-after demonstration.

o Meat mixed in meal type ani-
mal [ood to get pets to really gobble
on camera.

candy, cigarettes, etc. cream.
o Plaster-filled toothpaste tube

or similarly filled-out packaging.

shave into the camera, without mirror, and try to look
happy. Four may cut themselves before the ffth comes
through. It was much easier when one model could put
lather on a clean-shaven face and get to work with a blade-
less razor.

¢ A variation on this is a razor commercial. After testi-
monials this spring at the baseball exhibition camps in
Florida, a makeup man was reported “on his way to Fort
Lauderdale to re-do a commercial with Mickey Mantle, this
time with a blade in the razor.” The makeup man was re-
ported to have said, “Did it with Art Devlin, the skier. He
started shaving, cut himself, and there was blood all over
the place.”

¢ A beauty soap account, which once used a molded
plastic replica of the soap bar for product shots, now plows
through cartons of the product looking for a “photograph-
able” real thing—without nicks or blemishes, deeply etched
logo, etc.
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colored textiles
white” laundry.

e Tinted or
substituting for

e Paid but “false” testimonials:
“actors” instead of claimed, actual
product users.

of the real thing causes burns and new legs are needed over
the repeated takes.

e A frozen orange juice, shown being prepared, once
used an artificial coloring to aid photography. The coloring
out, it now comes across looking great in the studio (as it
always did even without “doctoring”) but cloudy translated
to film.

And on it goes, not only in the discontinued use of
artifice in production, but in some desperate soul-searching
on the part of agency executives. Will the claim stand up
under examination? Is the backing research adequate?
Should we even chance a demonstration commercial?

It is estimated that there are some 40,000 TV commer-
cials produced yearly in the U.S. An average American
family is exposed to about 500 TV commercials a week.
Some of these commercials are good by the standards of
creativity and selling effectiveness. Some are poor. Some
skirt the bounds of good taste or fall into the gray area of
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exaggerated product capability, false comparison, mislead-
ing or weasel-worded claim. Some, but in the aggregate, not
many.

There is industry selfregulation: The Television Code
of the National Association of Broadcasters, the commercial
acceptance departments of the three television networks and
of some 540 individual television stations. Through all
these commercial “clearing houses” flow the costly 40,000—
minutes, 30s, 20s, IDs. It's an impressive filter, but to some
it lacks teeth. The real bite comes from the FTC—and it
hurts.

In the last two-and-a-half years the FTC has figured in
10 major television advertising cases, gotten consent settle-
ments on five of them, the advertiser admitting, in effect,
“Okay, you win. We pull the campaign.”

FTC complaints, starting in November 1959 (with the
FTC moving against “rigged” commercials on the heels of
congressional investigators pursuing rigged TV quiz shows)
have called down Colgate Dental Cream with Gardol’s
“protective shield”; Brown & Williamson and Ted Bates on
ads for Life cigarettes; Standard Brands and the Bates
agency for Blue Bonnet margarine “flavor gems”; Carter
Products and Sullivan, Stauffer, Colwell & Bayles for Rise
commercials; Mennen Co. for Sof Stroke shave cream;
Eversharp and Compton Advertising for “boxing glove”
TV ads for Schick razor blades; Libbey-Owens-Ford and
General Motors for “open window” commercials for safety
plate glass; Lever Bros. and Foote, Cone & Belding for a
Pepsodent toothpaste “stain removal” demonstration, and
Alcoa and Ketchum, MacLeod & Grove for deceptive com-
paratives in commercials for Alcoa Wrap.

THE FATEFUL DECISION

The tenth complaint was the bomb whose blast has
rocked many TV commercial men and advertisers into their
present state of confused shock and overt carefulness: last
January’s decision on the Colgate-Palmolive Rapid Shave
“sandpaper” commercial via Ted Bates.

Late in 1959 Colgate began its shaving of “sandpaper.”
In the commercials, Rapid Shave was applied to what pur-
ported to be sandpaper and shaved it off in a single stroke.
But the FTC, examining the commercials, found a Plexiglas
mockup had been substituted for sandpaper. It issued a
complaint in January 1960. The commercials went off the
air but Colgate and Bates contended that Rapid Shave
could actually shave sandpaper. The networks and even the
FTC had seen the pre-commercial test demonstrations.
Plexiglas was substituted because sandpaper photographs
badly.

An FTC examiner’s decision in May 1961 vindicated the
alleged offenders. He called the sandpaper demonstration
not deceptive but merely “harmless exaggeration or puff-
ing.” And he stated that “In view of the technical problems
peculiar to television, reasonable latitude in the use of the
mockups or props should be permitted, provided such use
is not misleading in a material respect as to the actual prop-
erties or qualities of the product advertised.

“Fundamentally,” the examiner added, “the question
presented here, as in any case charging false advertising, is:
Has there been any material misrepresentation of the prod-
uct? In the present case it seems clear that there has not.”

The order against Colgate was dismissed. But it was not
a final FTC decision. It could be appealed, stayed or
docketed for review. And reviewed it was. Last January
4th a final FTC decision on the case was rendered. The
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Commission reversed the hearing examiner’s earlier ruling
—to the extent of holding the commercial going beyond
puffery and into the area of unfair and deceptive advertis-
ing. The FTC said it was clear from the record that Rapid
Shave will not shave sandpaper in the manner depicted on
the air.

Colgate has appealed the ruling but there is no appeal
for members of the television advertising community in
general. The Colgate decision was not laid down specifically
to Colgate. It was so broad in nature, obviously intended
to be a landmark decision on the “New Frontier,” that it
hit out at TV devices and methods common to many TV
advertisers, to any product. Advertising legal men, as well
as TV men, see the ruling as spelling trouble.

BROAD SCOPE OF DECISION

Along with the Colgate decision there was opinion—an
extensive exposition by the Commission on the kinds of TV
practices it regards as deceptive. One of the big points
mentioned was the scope of FTC orders. The Commission
evidently will not be satisfied merely to ban a specific act.
Orders from now on will be broad enough to hit the use of
“methods” and “practices” found to be deceptive.

The decision went further to mention props and mock-
ups: they must not be used if they purport to illustrate a
material characteristic of the product. And ad agencies
(who have often backed away from FTC complaints in
which they were charged along with advertisers on the
grounds of being just “agents”) were said to be within the
FTC’s jurisdiction when they propose a campaign.

FTC Commissioner Philip Elman went to great lengths
to spell out the Commission’s views in detail. To the Col-
gate and Bates contention that Plexiglas was substituted
because sandpaper photographs badly, Elman said this de-
fense raises the broad question as to whether mockups and
props may be used to demonstate qualities claimed for
products, “where the audience is being told it is seeing one
thing being demonstrated, while actually it is seeing some-
thing different.”

Flman said the FTC is skeptical about television’s alleged
limitations. If there are limitations, he said, they may con-
stitute a challenge to the ingenuity of copywriters “but
surely they could not constitute lawful justification for
resort to falsehoods and deception of the public.

“The argument to the contrary,” he continued, “would
seem to be based on the wholly untenable assumption that
the primary or dominant function of television is to sell
goods, and that the Commission should not make any ruling
which would impair the ability of sponsors and agencies to
use television with maximum effectiveness as a sales or ad-
vertising medium.”

Elman contended that the argument boils down to this:
“Where truth and television salesmanship collide, the for-
mer must give way to the latter. This is obviously an in-
defensible proposition. The notion that a2 sponsor may take
liberties with the truth in its television advertising, while
advertisers using other media must be truthful, is patent
nonsense.”

The FTC was not demanding a complete end to props on
television commercials. “No one,” wrote Elman, “objects to
the use of papier-maché sets to represent western saloons or
an actor’s drinking iced tea instead of the alcoholic beverage
called for by the script. The distinction between these
situations and the one before us is obvious. The set designer
is not attempting, through his depiction of a saloon, to sell

To page 77
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FARM SYSTEM
TO TVS FUTURE

NBC’s unique page division, which has

produced many of today’s broadcasting

executives, is now producing tomorrow’s

By DEBORAH HABER

Go oUT into the cruel world, get some experience and
then come back and see me in a year,” said the
network president to the newly-graduated college boy one
fall day in 1960. And so David Sims, college boy, put away
his letter of introduction to Oliver Treyz, then president of
ABC-TV, and took the first steps from innocence to ex-
perience. He became a page for the National Broadcasting
Company.

“Being a page at NBC,” says David, “is something
special.” The industry abounds with top broadcasting ex-
ecutives and personalities who feel the same way. They are
graduates of the NBC page system, or, as it’s called by some,
“the West Point of the airwaves.”

To the best of anyone’s recollection, pages first appeared
at NBC in 1927. Peter M. Tintle, manager of guest rela-
tions, estimates that 9,000 young men have made their
broadcasting novitiates as pages since then.

One of them, Tom Velotta, now vice president in charge
of special programs at ABC, remembers being one of that
first 1927 page staff on night duty at NBC’s first head-
quarters at 195 Broadway. “Our job,” Velotta reminisces,
“consisted mainly of answering telephones outside the radio
studios and carrying messages back and forth to the people
inside. Every once in awhile, we’d get to escort an im-
portant person around the building. I remember once the
King of Siam came on a visit and at the time the page staff
consisted of only six boys. I licked the problem by putting
His Majesty on a slow elevator and putting the pages on a
fast elevator. That way every time the king got off his
elevator there was the staff of pages at attention and waiting
to show him around. It made it look like there were more
of us that way.

“It was a lot of fun,” he continues. “Besides delivering
messages and escorting people, we got a chance to do some
unusual chores. T remember that on a radio program called
‘Venetian Knights’ I got to play a waterfall—the sound
effect, that is, by standing next to the mike and shredding
a piece of paper.”

Things have changed pagewise since Tom Velotta played
a waterfall. Among other things, the competition for the
job is far more frenetic. There are about 2,000 applications
a year for the 21 full-time and 24 part-time page slots.
Considering that NBC does not advertise for its pages, the
number of applicants is especially meaningful. Almost all

David Sims, a “white key” page at NBC, assigns duties before
a Perry Como Show is taped at the Ziegfeld T heatre.

applicants are “refros”—boys who hear of the job through
friends or relatives at NBC. Because of the wealth of pros-
pects NBC can be and is highly selective of the people it
picks.

First the prospective page is screened at the main per-
sonnel office. If he passes this initial test, and if there’s an
opening, he’s referred to Noel Cunniffe, supervisor of re-
ception in guest relations, for a personal interview.

Cunniffe says that because of the competition, NBC seeks
a high educational background. The current crop of pages
are all college graduates, some of them working part-time
toward masters degrees. But “scholastics,” Cunniffe goes
on, “are not our sole consideration. We're primarily in-
terested in the well-tounded boy. A heavy background in
campus broadcasting activities or at a local station counts
considerably in favor of even an average student.”

Unofficially the page is also picked for his good looks.
Ted Bergmann, now a vice president with Revlon cosmetics,
recalls that during the 1941-42 season, when he was a page,
World War II imposed an additional burden on the page
staff. “Because of the manpower shortage, the pages were
placed on the New York debutante society party lists.
Whenever a supply of eligible young men was needed, we
donned our civvies and reported for action at the deb
parties.” The “prom trotting” of the 40s caused Walter
Winchell to call the NBC page group “the Junior League
for Men.” Before Bergmann could fully enjoy the benefits
of the social side of being a page he had to turn in his
guest relations uniform for the less glamorous khakis of
the United States Army.

Cunniffe emphatically denies any pretty boy requirements
for pages. “While a page should be personable,” he explains,
“NBC is certainly not looking for Adonises.” Scholastic
ability, extra-curricular activities, personal appearance are
all factors in the final selection of a page, but weighing
almost as heavily as all of these factors combined is what
Cunniffe calls “natural courtesy” and “‘promotability.” “We
have never hired a boy,” he says, “who we felt couldn’t be
promoted, whether it be to the executive or the creative
area.”

Why all of this selectivity at the beginners’ level in the
organization? “The page,” Cunniffe explains, ““is the first
impression most people get of NBC. He’s the first person
most visitors to the studio meet. He must deal with their
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With Bill Cullen performing on The Price Is Right in the background, David Sims is silhouetted keeping a walchful eye on
the studio audience. Duty at live broadcasts is the page’s favorite job, giving lim the opportunity to study TV techniques.

The page has 18 months to prove he can make the grade for advancement. Only 20% do

David and other pages, NBC’s “first line of de-
&9
fense,” assist a handicapped woman in audience.
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A visitor to the Como show seeks direction from David. No
matter what the question, pages learn to answer with a smile.

Behind brass bars of an NBC information cage he performs
the sometimes bewildeving task of checking veserved seats.
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These fifteen
began broadcast
careers as NBC
pages.Their

Successes,as

executives and
performers,

testify to the
system’s values.

TED BERGMANN, "41
Left to join U.S. Army in 1942, became
captain in radio division of public rela-
tions bureau. Back to NBC as producer in
1946, then to Dumont TV Network as ac-
count executive in 1947. Became director
of sales in 1951, general manager in 1953
and managing director in 1954. Was v.p.-
associate TV director for McCann-Erickson
in 1956-57, then became president of
Parkson Advertising Agency. Has been vice
president of Revlon since 1960.

THOMAS B. McFADDEN, '34

Advanced through news department until
joining Air Corps in WWII, becoming a
captain. Returned to NBC News, then
moved to WRCA New York as director of
news-special events, eventually became
general manager of WRCA and WRCA-TV
in 1948. In 1950 was named general man-
ager of KRCA Los Angeles, then came back
to New York in 1952 to head NBC Spot
Sales. Was vice president in charge of
owned stations and Spot Sales by 1956.
Now vice president, national sales for
NBC-TV.

JOKN T. MURPHY, ’30
Served at NBC for 18 years after being
promoted from the page ranks, including
periods in stenographic department, com-
mercial traffic division and station rela-
tions. He joined Crosley Broadcasting
Corporation in 1949 as manager of
WLWD (TV) Dayton, transferred to Cin-
cinnati in 1950 to become vice presi-
dent in charge of television for all
Crosley stations, the position he now
holds.

NORMAN E. CASH, '39

Worked in various NBC departments until
WWII, then served in Corps of Engineers
for four years. Returned to NBC in 1945 as
account executive, switched to station
relations and became director in 1950.
Joined WLW Cincinnati, became general
sales manager in 1951. Joined ABC Radio
as eastern sales manager in 1953. In 1955
joined Television Bureau of Advertising as
station relations director, became presi-
dent in 1956.

e

STOCKTON HELFFRICH, ’33

Followed page service with brief period in
NBC's general service department, then
transferred to script division, becoming
assistant manager in 1935. He was made
manager of continuity acceptance in 1942,
then left for three years Navy service in
WWII. He returned to that post after the
war, became director in 1955, then joined
NAB in 1960 as manager of the New York
Code Office for the TV Code Authority.

THOMAS VELOTTA, '27

After advancing through guest relations,
Velotta had become assistant to the direc-
tor of news and special events of the Blue
network in 1942 when.it split from the Red
to become ABC. He was elected an ABC
vice president in 1948, became administra-
tive officer of the news, special events and
public affairs department in 1954. Since
1960 he has served as vice president for
special projects in the news-public affairs
division.

GENE RAYBURN, '39

Another product of NBC’s page announcing
class, Rayburn went on to jobs with WGNY
Newburgh, N.Y., WITH Baltimore, WFIL
Philadelphia and WNEW New York. Served
in Air Corps, then returned to WNEW to
start morning radio show “Jack & Gene”
with Jack Lescoulie. Later teamed with
Dee Finch for “Rayburn & Finch” show.
Went to network in 1952 on Steve Allen’s
“Tonight” show. Now appears in summer
stock and on NBC Radio’s “Monitor” in
addition to TV appearances.

FARM SYSTEM TO TV'S FUTURE continued

merit belt is the result of a test given at the end of training
week. In this exam the page is tested for knowledge re-
tained during that week. He can be asked, among other
things, any one of the phone numbers at NBC.

There's a hierarchy of responsibility within the page
system itself. According to merit a page may be promoted
to a “gold key” (so-called for the gold key emblem sewn
on his sleeve) or a “white key.” The “gold keys” are in
charge of pages under them and report on their conduct to
the superior “white keys.” They, in turn, make monthly
reports to page SUpervisors.

David Sims is now a “white key.” He enjoys being a
“braid” but still muses a bit about the old days when he
had less “braid” and less responsibility.

NBC’s pages are so proficient in handling guests that
they can guide an audience of 221 people from main hall
to studio seats in seven minutes. The page learns to smile
and bear it sitting at the NBC information desk answering
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the thousands of questions fired at him from tourists stand-
ing in front of his “cage.” He becomes something of a
college-educated maintenance man, reporting squeaky doors,
jammed Jocks or other mishaps spotted on his daily rounds.
He can run errands ranging from getting a doctor for a
heart attack victim to getting a cup of coffee for Perry Como.

Even among the page’s routine assignments there are
areas the boys refer to as “hot jobs.” Theyre anxious to
work live shows so they can be near the production end of
television and see the talent. To be “studio seater” work-
ing inside the studio is “really a hot ticket.” Less desirable
is ticket collector and still less desirable is the “‘greeter” who
stands at the elevator directing traffic.

For these efforts on behalf of the company the page
receives a weekly salary of $60 to start, an increase to $65
after six months and an increase to $70 six months later.
Compared to the $65 a month salary NBC station relations
man Paul Rittenhouse remembers as a page in 1933, current
salaries seem almost Rockefellerian. Realistically, in terms
of the cost of 1962 living in Manhattan, most of the pages,
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David makes a final check to see that thie studio audience is com-
fortably seated. Pages can seal an audience of 221 in 7 minutes.

The quickest way to travel from one NBC stu-
dio to another is the subway. Economy-minded
pages find it's also the cheapest lransportation.

DENT SUBWAY &
TO WASHINGTON HEI

BRONX AND QUEENS
TO BROADWAY - NAS

David helps out by mailing and addressing tickets in answer
to the thousands of requests from viewers to see NBC shows.

FARM SYSTEM TO TV’S FUTURE continued

misconceptions, their frustrations, and, in some cases, their
loneliness. He must be able to deal with human beings—be
a kind of expert in human relations. For him every ques-
tion must be answerable. The page is our first line of
defense.”

Once chosen, the page is ready to begin his training
period. This consists of a one-week basic education course
on NBC itself, this under the watchful eye of page super-
visor Bill Vreeland. At the end of what might be called
“pledge week” he dons his navy blue uniform (provided
by NBC), a white shirt, black shoes and socks (provided
by himself), and sets sail upon a network’s scemingly endless
sea of troubles. Whatever his success he must return his
uniform at the end of 18 months.

Every page signs an agreement at the beginning of his
employment which states that if he is not promoted within
the company within 18 months he must resign. There have
been occasions when this period has been extended by NBC
Lo enable a boy to complete his college semester, but never
beyond an additional three months.

Because job openings are largely a matter of cconomics
and the supply of job openings within the company is
always shorter than the demand, only about 20% of the
pages go on through the company. Many pages that don’t
make it are snapped up by advertising agencies and large
business firms.

The 20% who make it are assimilated into almost every
phase of the network. “It seems,” Noel Cunniffe says, “that
the greatest number of pages go into the sales area. Perhaps
their experience at dealing with all kinds of people helps
them to cultivate their sales ability.”

From the beginning the page must prove himself. The
guest relations department has adopted a “merit system” in
order to judge how he’s working out. The first notch in the
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DAVE GARROWAY, '37

Went from network's page announcing
class to KDKA Pittsburgh, then, in 1939,
to WMAQ Chicago. Served as ensign in
WWII, then returned to Chicago where, in
1949, he helped create and starred in
NBC-TV's “Garroway at Large.” In 1952 be-
came ‘‘communicator” of NBC-TV's “To-
day” program, ran that show until tempo-
rary show business retirement last year.

ADAM YOUNG, '30

Became captain of page staff, then joined
program department, then rejoined guest
relations to supervise all pages, guides
and hostesses. After that was in artists
service bureau and research department
before teaving network in 1937 to become
director of Kiesewetter Advertising
Agency. Joined Joseph Hershey McGillvra
rep firm in 1939, opened his own company
in 1944. Today heads Adam Young Inc.,
Young Television Corp. and Young Cana-
dian Ltd.

STEPHEN RIDDLEBERGER, 41

Advanced to NBC's traffic-communications
department, then joined Army {field artil-
fery) from 1943-46. Returned to NBC Ra-
dio’s recording division, transferred to
budget office, became director. Joined
ABC Radio as budget officer in 1952, was
promoted steadily until becoming business
manager for network in 1955, administra-
tive vice president in 1957. Then became
v.p. and comptroller of ABC, assistant
treasurer of AB-PT. This year was named
president of ABC’s owned-and-operated
radio stations.

OTTO0 BRANDT, '33

Became assistant reception supervisor,
then transferred to NBC station relations
where he became a regional manager. Left
in 1943 to serve as Air Corps pilot. Joined
ABC in station relations in 1945, becoming
director in 1949 and vice president for
station relations, spot sales and owned-
and-operated stations in 1950. In 1951
joined KING stations in Seattle, is now
vice president for ali Crown Broadcasting
Company stations in Seattle, Portland and
Spokane.

SLOCUM CHAPIN, '33

Chapin graduated to guest relations,
stayed there until 1935, then struck out
into sales. He held various sales posts
with World Broadcasting Company, WOC
Davenport, lowa, WKBN Youngstown, Ohio,
and WSTC Stamford, Conn. before joining
WABC New York in 1942. He transferred to
ABC Radio Network sales in 1944, became
eastern sales manager for ABC-TV in 1948.
In 1958 became vice president for the

et

CARL M. WATSON, '38
Joined music department of NBC's inter-
national division after page tour, then
went to War Information Board in Canada
in 1943. Returned to NBC in station rela-
tions in 1944, became assistant manager
of continuity acceptance in 1948, is now
director of broadcast standards.

ROBERT EASTMAN, '37
Recalls that after three months as a page
network made him ‘“assistant eastern
local program manager” at $25 a week.
Became salesman for NBC Spot Sales in
1940, for WEAF and WJZ New York in 1941
then went to ABC Spot Sales in 1942 and
to John Blair & Co. in 1943. He became
executive vice president in charge of radio
before going over to ABC Radio as presi-
dent in 1957. Resigned in 1958 to start

BILL DANA, '50

Wrote first comedy skit while on page
staff with Gene Woods, presented it on
“Date in Manhattan” show. Worked Kate
Smith and Milton Berle shows, then went
into nightclubs, later was booked on Imo-
gene Coca and Martha Raye shows. Be-
came comedy writer for Don Adams, Steve
Allen, Steve Lawrence-Eydie Gorme and
Spike Jones. Created and became famous
for Jose Jimenez characterization intro-

western division of ABC-TV sales.

including David, are forced to take other jobs to supplement
their incomes.

David earns extra money with a jazz combo he’s formed
to meet the high cost of living. They play weddings, bar
mitzvahs and parties. But the band is merely to pay the
rent. What David is aiming for now is to become a tele-
vision director. He feels his job at NBC is the first im-
portant step in that direction.

“When you're a page,” David explains, “you get to meet
everybody. Everyone from General Sarnoff to the cleaning
lady talks to the pages. You get a chance to observe real
production and to learn the business from every possible
angle.” This is an opinion shared by page alumni.

Ted Bergmann calls the NBC page system “an appren-
ticeship in the communications business. It's the place to
learn the overall picture of how a network operates, to learn
the relationships between agency and advertiser—in short,
what makes this business tick. I tell youngsters interested
in having a career in radio or television that starting as a
page at NBC is the best way to do it.”
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the station representation firm that bears  duced on Allen show.

his name.

Bill Dana, a successful comedy writer and known to TV
audiences as the Jose Jimenez character he created, remem-
bers his 1950 tour of duty. He left a $125-a-week job at
Douglas Aircraft in California to join his college roommate
Gene Woods (now writer for the Captain Kangaroo Show
on CBS) as a page in New York for $35 a week.

“We wrote our first comedy skit during our first week at
NBC,” Dana says, ““‘and even got to perform briefly on a TV
show called Date in Manhattan.” The team of Dana and
Woods was off to a fine show business start and the prospect
of a series of night club engagements persuaded them to
leave the page staff and work as full-time entertainers.
Unfortunately, things didn’t work out as anticipated and
after their grand leave-taking of the network, Dana and
Woods were forced to return after several months as guides.
“We ate a lot of humble pie,” Dana recalls, “and initiated
the slogan ‘Old pages never die, they come back as guides.””

Things have since picked up for Bill Dana. He likes to
relate the following success story: “When I was a page one
of my assignments was being stationed at the Milton Berle

To page 73
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THAT DARES
TO BEKNOwN
.BYGOOD 1asTE |
ALONE
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The product pictured here carries what must be

the longest name ever. Yet the weight of its label
has proved no burden, as witness this account of how
a daring young tea is forgin g a still larger name

for itself. A Canadian television success.
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ON'T LoOK Now but there’s an invasion on. It’s coming

down from Canada by way of northern New York
state. Supermarkets are participants in the encroachment.
Spot television is aiding and abetting. In a few years a sig-
nificant chunk of America may have capitulated. It’s that
kind of thing.

In Canada they have a word for it—several words in fact:
The Tea That Dares To Be Known By Good Taste Alone.
Madison Avenue said it couldn’t be done. J. P. Gledhill,
president of J. Lyons & Co. (Canada) Ltd., thought it could.

If all this is a little confusing, it has every right to be. Tt
defies marketing research, conventional packaging tech-
nique, test marketing, the media mix formula, even product
naming. Who would have the audacity, let alone the mis-
knowledge of marketing ground rules, to call a product The
Tea That Dares To Be Known By Good Taste Alone and
set it loose on an unsuspecting nation? The only thing
“right” about this success story (pause for TV men to ap-
plaud) is that television advertising has been the exclusive
selling vehicle.

It all started four years ago. Lyons of Canada (marketer
of about 20 different brands of tea and an affiliate of J.
Lyons & Co. Ltd., London, giant British food company)
hit on the idea of launching a new brand of tea in off-beat
packaging—a box that would be purely decorative, carry no
brand name or advertising.

Says Gledhill of the move, “For no good reason at all we
decided that T would have it researched by genius. Genius
is not any more developed in the United States than it is
in Canada but it costs more down there—and they have
learned to sell the never land of marketing rather more
efficiently than they have in Canada.

“So T hiked me off to Madison Avenue into a building
containing 2,400 people and the ashes of Bruce Barton.”
[BBDO, Toronto, was one of the Lyons’ agencies at the
time.] “There,” continues Gledhill, “I told the story of The
Tea That Dares to the president of the 2,400 genii and an
assortment of vice presidents. Boy, did they know I was
crackers! They did their best to talk me out of it and then
they agreed to expose the idea to their 2,400 average genii
citizens.

“Of course, this was all wrong. How can you be an aver-
age citizen and live in Manhattan? You have got to be half-
way up the wall to be able to put up with it, and T should
know because I lived there. But we exposed our product to
these people and I think at rhat time the jargon was that
they would run it up the flagpole and see if it unfurled. A
little later they put it on the New Haven to see if it got
off at Westport. I think now they put it on the pad to see
if it orbits.

“My idea didn’t go into orbit, it didn’t arrive at Westport
and it didn’t unfurl, so they came back to me and said ‘You
are wasting your time with these fancy ideas. There’s no
sense in going off half-cocked and spending a lot of money
on off-beat promotions that can’t possibly appeal to the
mass market. What you need, my friend, is a good stud
horse advertising campaign with money-off and gimmicks
in the package and the world will be your oyster.’

“So we designed our hard-hitting ‘stud horse’ ad cam-
paign and we gimmicked up a package of one of our stand-
ard items, and $100,000 later we had one more money-off
product with a gimmicked-up package and no more volume
than we had in the first place.” [At this point in 1959, The
Tea That Dares name hadn’t been created. A standard tele-
vision and newspaper advertising campaign ran in major
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Canadian markets for the promotion Gledhill describes.]

In summing up the campaign, Gledhill says nobody criti-
cized it, nobody found any fault with it “and nobody
noticed it.” He also notes that there are supposed to be
5,000 or 10,000 grocery products on the average supermar-
ket shelf, 759, of them with money-off deals, another 25%,
with gimmicks, and 60% of the packages overall combining
both avenues of consumer attack. “Why,” asks Gledhill,
“should anybody notice me?”

The subject of brand loyalty interests and annoys Lyons’
Canadian president. “There has been a great deal of talk,”
says Gledhill, “about the fickle attitude of the consuming
public and their complete lack of brand loyalty. I believe
that if the consuming public is given nothing to be loyal
about but space ships in their cornflakes, simulated pearls
in their detergents and free vacations in queer places in
their beverages, they have every right to play fast and loose
with their brand loyalty. The advertiser has no right to
say the public has no brand loyalty. Advertisers should
begin to look to their own houses and wonder if they have
any product integrity.”

Having acquired the best advice he could and having
been told “the idea wasn’t worth the proverbial powder,”
Gledhill persisted with his notion, decided to take it to the
marketplace anyway, if not to the mass market, “to the
individual discerning people who make up the mythical
undiscerning mass market.

“We started to put the idea on the road,” says Gledhill,
“and because we had nothing exeept product to market, we
were able to start our program with our method of market-
ing and work back to the package and then to the . . .
product.

“We decided that practically nobody was using television
with material created especially for television.” (Too many
commercials, Gledhill feels, are extensions of newspaper ads
or radio commercials with pictures added. Yet he feels that
the greatest value of TV isin its visual presentation and the
exclusivity of the screen while the presentation is being
made.)

“We wanted to put together a package for our product
that came through well in black and white, was devoid of
the type of circles that become so distorted on television and
that would generally hiave appeal when presented as a pic-

To page 83

“The Tea” idea man, J. P. Gledhill, thinks President Kennedy
won’t tamper with a deal that got George III into trouble.
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CLOSEUP
LEE RICH

HOW TO WIN
THOUGH LOSING

By Jupith B. DoLcGins

T this moment there are 99 programni series in prime time
Aon the three television networks. Eighty-five of them
are controlled by the networks on which they appear. Four-
teen are controlled by the advertisers which sponsor them.
That’s a ratio of 6-to-1 in favor of the networks.

Lee Rich, the man in charge of four of those 14, thinks
that ratio is roughly upside down. As senior vice president
in charge of media and radio/TV programming at Benton
& Bowles, Rich is the leader of that vanishing breed who
hold that programming is better off in agency than in net-
work hands. If he does not succeed in reversing the trend
toward complete network control (and it’s highly unlikely
that he can) it won't be for want of trying.

Swimming upstream is nothing new for Lee Rich. The
son and grandson of bankers, he was expected to become
another chip off the old block. But the financial world left
him cold. As far back as he can remember he wanted to go
into advertising, “like most kids want to be doctors.” Rich’s
decision to major in marketing rather than finance at Ohio
University so displeased his father that he refused to pay
his tuition for two years. As it turned out, the course he
dropped was one he didn’t need.

Rich today is regarded as something of a genius at man-
euvering financial deals and holding down the costs of
television for B&B clients. (The agency “almost has a rule
never to pay what’s being asked,” he says.) Rich’s fierce and
often bitter battle to keep control of TV shows in the hands
of the agency is motivated to a large extent by his belief that
network-packaged shows are prohibitively priced. One net-
work official says that “Rich must have been born with a
cash register in his head.” So perhaps the acorn doesn’t
fall very far from the tree after all.

Keeping TV costs at rock bottom is by no means the only
Rich occupation. He is one of a very few agency executives
with dual responsibility for media and programming (he
took over the latter in April 1960 after Tom McDermott
went over to Four Star Television). His job, he says, cram-
ming a lot of meat into the nutshell, is to decide where
Benton & Bowles’ billings will land, then to get the best
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possible shows at the best price for the portion that's ear-
mmarked for television. This season 74%, of the agency’s
$116,000,000 billings is in TV and 60% of that is in net-
work. Rich reads and evaluates every script of every show
that Benton & Bowles’ clients sponsor.

Benton & Bowles is an old hand at fighting for the right
to package its own shows. This season it has aired two
agency-produced specials (“Henry Fonda and Family” and
“Hollywood: The Golden Years”) and controls four regular
shows aired in prime time: Rifleman, Dick Van Dyke (both
Procter & Gamble-sponsored), Andy Griffith and Danny
Thomas (both General Foods). BBDO is runner-up with
three: GE Theatre, Father of the Bride (Campbell Soup
and General Mills), Armstrong Circle Theatre and U.S.
Steel Hour (considered one show because they alternate in
the time period). The handful of other agency-controlled
shows are scattered among various shops.

The networks naturally are not big fans of agency-pack-
aged and controlled shows. They make more money when
they own at least a piece of a program, feel that the quiz
scandals and FCC hearings gave them a mandate to tighten
control more than ever, and take a dim view of the fact that
agency-controlled shows can (and often do) bounce from
network to network.

The networks think that in agitating for agency program
control Rich “is waging a losing battle.” Rich sees it more
as an uphill fight. One network official says, “Lee is like
Horatio at the bridge—he’s going down, but he’s going
down swinging the sword.”

Rich feels that, for the time being at least, sword swinging
is worth the blood it draws. Because Beinton & Bowles is
the agency of record for such impressive TV spenders as
P&G, General Foods, S.C. Johnson and Phi]ip Morris, Rich
leads from strength, and he is known as a man who doesn’t
hesitate to throw his weight around if necessary. True, the
main reasons why he fights for control are (a) “We know
what’s good for our clients better than the networks do,”
(b) “network-packaged programs are expensive; we can do
them for less,” (c) “networks don’t do a good enough job in
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CLOSEUP: LEE RICH continued

“I think we are the best wheelers and dealers in the business,” says Rich about B&B

maintaining script standards for their own shows.” But he
admits that agency ownership of shows has another advan-
tage. ‘It gives us something valuable—maneuverability. Be-
cause we can pull our shows from a network, we can get our
clients into the well-established network-owned shows, and
also can get better time periods for the shows our clients
sponsor.,

Rich’s early-blooming love for the advertising business is
more ardent than ever, and the only change is the addition
of an equally passionate love for Benton & Bowles. At 42,
a big man and slightly balding, he is dynamic, ambitious,
restless, a realist and a perfectionist. He is aggressive to the
point that some people call it his “'stock in trade.” He him-
self says, “I am the most competitive guy in the world be-
cause I work for the best agency in the world.” Full of zest,
he is an “up-fellow,” says Irwin Segelstein, vice president
and manager of Benton & Bowles’ programming depart-
ment. He has little patience for “down-fellows” who don’t
possess his amazing energy. Mincing words is not his meat,
and he can be brutally frank.

A FALSE START IN LADIES’ HANDBAGS

In advertising all his working life except for a false start
as a salesman of ladies’ handbags, Rich rose to the top
straight through media. When he asked to take on Tom
McDermott’s programming responsibilities there was some
doubt among people both inside and outside Benton &
Bowles that he, with no experience in that area, could do
the job.

But the doubts have long been swept away by success.
One of Rich’s associates says, ‘He really didn’t know much
more about programming than the average viewer does,
but he’s smart and a quick study and educated himself
well.” According to Ted Steele, executive vice president of
Benton & Bowles (and the man who headed programming
before McDermott), “Lee’s secret is that he is refreshingly
willing to learn and have things explained to him. He has
an encyclopaedic knowledge of talent and remembers who
played what role when, no matter how obscure or how long
ago. I watched him develop remarkably astute instincts for
what is good television.” Rich says of his overall success,
“I want it so badly; that’s what makes me different. I make
mistakes but I never make the same mistakes twice.”

There are some people in the industry who think Tom
McDermott was a shade more creative a programming man
than Rich. But, as one network executive qualifies it, “Net-
working today is a2 matter of combinations: acquiring good
time periods as well as picking good shows. You can’t any
longer divorce one from the other, and with his media
background Rich brings to programming a knowledge of
the business that a guy out of the creative end couldn’t do.”

Grant Tinker, who was vice president of programming at
Benton & Bowles (now a vice president and general pro-
gramming executive at NBC), says Rich’s combined media/
programming function “makes him hip enough to talk to
the networks’ program and sales departments and get them
working together to come up with a better combination
arrangement.” Rich himself puts it, “How I love all the
maneuvering and finagling!”

The fact that he is responsible for all media as well as
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TV programming makes Rich take an objective view of the
medium. He agrees that TV can be extremely effective but
thinks it is on the way to “pricing itself out of business.
Ten years ago the cost of the half-hour Red Skelton Show
was between $20,000 and $30,000. It was one of the most
expensive shows those days and it was ridiculously high
then, we thought.

“But today a half-hour show costs about $60,000, and
an hour show is $120,000. This is really killing the goose
that laid the golden egg. What we want is simply the most
efficient media we can find. If painting on rocks or writing
on bathroom walls turns out to be more efficient, then we'll
switch to that.”

Of Benton & Bowles Rich says, “I think we are the best
wheelers and dealers in the business.” Few disagree that he’s
no slouch himself, and one observer likens his talent for TV
maneuvering to “the skill that industrialist Louis Wolfson
brings to the buying and selling of corporations.” Recently,
for instance, as Rich relates it, “one of our clicnts gave us
$1 million in extra funds for television. I went to one
network—call it Network X—and asked what it would give
us for the money. Then I had an assistant call up Network
Y and say, ‘Let me tip you off to what we can get from one
of your competitors.” They bit, and we got a very good deal
for our §1 million.”

Rich disputes Ted Bates’ claim that it pioneered buying
minutes on nighttime network shows, saying “We were
first. We wanted to put Crest toothpaste (P&G) on as
many shows as possible and we wanted minutes in prime
time. So we went to ABC and said we wanted a ‘garbage
package.” We got lots of stuff that was around but not
rating very high, and it worked out very well.”

A $5 MILLION MANEUVER

Describing the results of another maneuver, Rich says,
“In 1955 we had $5 million to spend for a client and we
wanted spread. We went to all the networks and finally
came to terms with NBC. Daytime then was selling quarter-
hours. We bought minutes, and this was the first major
purchase of daytime as we know it today—as a spot carrier.”

One of Rich’s associates says of him, “In the classic mold
of the executive he makes decisions quickly—maybe too
quickly sometimes.” This, however, is about the only part
of the mold into which he fits.

That is, if such a mold exists in the first place. In a busi-
ness fabled for job-hopping Rich has been with Benton &
Bowles ten years. One man who knows him well says, “I
howl every time I see Lee and think of the stereotype of the
agency man as a too-smooth, phonily-charming, client-
worshipping, ivy-leagued, time-wasting goof-off. In this fic-
titious world of smoothness he is something of a bull in a
china shop, but one who always knows when to knock the
cups off the shelf and when to keep them anchored. He
almost never romances clients, but they have great respect
for him and his ability.”

A “time-wasting goof-off” is about the last thing Rich is.
Benton & Bowles president William Hesse calls him “the
most energetic and hardest working man I know.” Rich’s
devotion to the advertising business is total and irrevocable.
He is at work by 8:30 a.m., tries to leave by 6:45 but usually
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Film does the unusual. ..

Think of it! A front-row seat in a baking oven! Right before your
eyes, mounds of dough puff up ... and up. .. into tender, golden
shells—lovely, luscious, ready-to-eat—all in brief seconds!

Magic? Yes, the magic of time-lapse photography—magic that
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CLOSEUP: LEE RICH continued

finds himself driving home when most people are settling in
with The Late Show.

Rich considers time “the most valuable thing I have,” and
he never has enough of it. He totes two well-stocked brief-
cases home on weekends, spends a good part of his Saturdays
and Sundays conferring with clients and agency colleagues
on the phone, a gadget usually found glued to his ear at the
office as well (“I'd be dead without the phone, and I hate
it when other people’s lines are busy. It wastes so much
time,” he says).

Rich hasn’t taken a real vacation in the 10 years he’s
been with Benton & Bowles (“'I've tried, but after three days
I've had it. Most people take vacations for therapy. My
therapy is right here. I'm too nosy to be away”). Aside from
reading every script of every show sponsored by Benton &
Bowles’ clients, Rich reads every communique issued by
the 158 people in his departments (93 in media, 65 in pro-
gramming), and also manages to read seven or eight books
at one time (“I'm a scan reader—I read everything I can get
my hands on”).

He travels constantly to see clients and makes about 25
trips just to Hollywood each year. He cheerfully allows
business to cut into one of his few big non-advertising in-
terests, golf. He is not a joiner (“I'd rather spend my time
on advertising problems”), belongs only to the Mt Kisco
Country Club and the Metropolitan Advertising Golfers’
Association. (“I haven’t gone to any of their things in
years.”) He even married within the business. His wife is
the former Viola Nolan, a timebuyer whom he met over ten
years ago when they were both working for the William
Weintraub agency (now Norman, Craig & Kummel). “At
first,” Rich reports, “‘she took a pretty dim view of my hours,
but she’s adjusted.” Mrs. Rich, who says she wouldn'’t care
to count the half-cooked roasts that she’s removed from the
oven at a call from her husband, adds stoically, “If you
can’t beat them you have to join them.”

Living through a routine that might transport a teen-ager
to a rest home merely inspires Rich to move even faster.
He gets by easily on five or six hours of sleep (“T work like
a dog all week, then sleep till noon on Saturdays to recharge
the hatteries”). Grant Tinker says, “The external pressures
of the business don’t seem to get to him at all. In fact, he
thrives on the challenges and emergencies that cause anxiety
in most people in the business.” Rich himself says, “I look
for trouble and I find it. My personal problem is that I
conquer something and then get tired of it.”

He would like nothing better, however, than to conquer
the problem of getting the networks to accept more agency-
controlled shows. “Basically we want this because we know
better than the networks what our clients need. We also are
infinitely more careful about the quality of scripts, we make
more of an effort to find new and better talent and we can
keep costs down.

“We know, for instance, that General Foods never buys
violence. We know that some of our other clients shouldn’t
either; we were offered The Untouchables once, but, despite
the wonderful ratings, we said that Benton & Bowles’ clients
shouldn’t buy a show that’s fraught with problems.

“We assign an agency producer to every single show our
clients sponsor,” Rich goes on. “He follows every aspect of
it whether we own it or the network does. This season we
killed a script that had Danny Thomas (a B&B-owned show)
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giving blood. It was a good script but we didn’t think it
was proper to put blood in the same context as food.”

Rich says that getting script changes when the network
owns the show is far more difficult, “but we fight and get it
done. For instance,” he says, waving a long TWX, “this
concerned a recent Gunsmoke script (network-owned and
sponsored by Benton & Bowles clients). CBS had already
approved the script. We thought it was slightly obscene.
Freddie Bartholomew, our supervisor in New York, sent a
TWX to Hollywood listing all our objections and he got
everything changed. We went over the script line by line,
SO you can imagine the pains we take with the shows we
own.”

Rich discusses another reason why Benton & Bowles is
fighting for program control. “I think we are more con-
cerned with quality than the networks are. We look for
new talent and guys who are pros, not the grind houses that
are just interested in getting as many shows on the air as
they can.” Rich feels that the networks don’t assign enough
people to their shows. “They put a program on the air and
then forget it. If it’s going great, OK; if not—well, it de-
pends on how much the agency screams.”

A CONTROL DN COSTS

Rich cites high costs as another argument for agency
control of shows. “Let’s say a producer charges a network
$52,500 for the show and $20,000 for reruns. When the
network sells it to the advertiser it asks $54,000 for the show
and $21,000 for rveruns.”

Explaining the situation, he says, “Say a half-hour pilot
costs between $75,000 and $90,000. The network goes to
the producer and says, “‘What will you give me in the way
of (1) distribution rights, (2) merchandising rights, (3)
percentage of ownership, which varies from 15% to 50%?’

“An agency goes to the same producer and says, ‘1 am
not in the television business; I represent advertisers who
use television, so I am not going to take distribution or
merchandising rights or a percentage of the show. I just
want a good show.” You'd think the producer would be
overjoyed. But he doesn’t always want to do business with
me because I can’t guarantee getting the show on the air.
And there is nothing agencies can do about it except try
to get the networks to see it our way.”

This, Rich admits, is usually a big chore. “The networks
keep saying ‘We'll take any good program no matter where
it comes from.” But the turning down of shows is a highly
subjective process and I am positive that they require much
higher standards on agency-controlled shows than on the
programs they own.” Frustrating as this may be, Rich says
he can see the networks’ logic. “1f I were in their position
I'd probably feel the same way. Let’s say I'm a network
and I put up X number of dollars for a pilot. You come
along and say you’'ve done the same thing. We look at both
shows. Yours is as good as mine. Only I own a hunk of
mine. Which would 1 logically put on the air?”

A vocal man, Rich admits he likes to talk and make
speeches, and he frequently manages to get into print. He
has been accused of being a publicity-seeker. This he
denies, then says, “I am an egotist—I can’t deny that. But
I am only as good as the people who work for me and I
think I get the best out of them.”

And, as usual, his self-analysis is accurate. He is known
for his knack for hiring very capable executives. He lets
them express themselves, listens to them, respects their
opinions and fights hard to see that management gives them
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what they want. As summed up by Lee Currlin, swho was
manager of media until he recently moved into program-
ming: “He is a fair hoss and a very good delegator who still
manages to stay at the top of things.”

Lee Morse (a family name) Rich was born on December
10, 1919, in Cleveland. He got his first taste of high finance
at age 11. Cleveland drug stores didn’t sell newspapers so
for a fee of about $2 they would let a neighborhood boy
peddle papers on the corner near the store. Rich sold his
paper route, bought a corner and still had a profit. “That
night I stopped at a bakery on my way home and bought
some old cake. It was stale, but I bought it with my own
money and felt great.”

Rich cannot explain his early yen lor an advertising
career. “I really knew nothing about advertising nor any-
one who was in it.” When his disappointed banker father
refused to pay his {irst two years’ tuition at Ohio University
in Athens, he footed the bill himself “by waiting on tables,
doing reports for other students, all sorts of odd jobs, plus
a little money my mother siipped me every once m a while.”
Bowing a bit to parental ambition, Rich spent three sum-
mers during his college years working for $15 a weck as a
runner in the syndicate department of Hemphill Noyes,
New York brokerage firm.

But banking bored him, and after his graduation in 1940
he came to New York to set the advertising world aflame.
“No one in the world knew more about advertising than I
did. T saw myself as the messiah of the business.” He began
his messianic mission by extracting the names of advertising
agencies from the phone book, then walking [rom office to
office where always he was asked that inevitable question,
“But where have you worked before?”

Discouraged, broke and “unable to kick the habit of
eating,” Rich accepted an offer, tendered at a cocktail party,
to sell ladies’ handbags for the Silroy Co. “They gave me
a big sample case and an order book. My mother sent me
$300 and T bought a car. T had the entirc castern division
except New York. The company paid its salesmen on the
basis of how much merchandise it shipped, so on Saturdays
I would come to the office and ship out the stuff I'd sold.
But I was sclling more than they could deliver and I walked
out after three or four months.”

ENTREE INTO ADVERTISING

The big break in advertising came soon after. “I was
hired by Lord & Thomas. As an office boy. T got $75 per
nmonth and was always broke, so after a while I went over 1o
Biow as an assistant timebuyer. 1 was there five months
when the war broke out and I went into the navy.”

Rich served four years on a destroyer escort in the
Pacific. “When I got out in November 1945 1 knew I
didn’t want to be an office boy or an assistant timebuyer.
I had been a wild kid before but the war settled me down.”
Rich answered a newspaper ad, which turned out to be for
an opening at the American Association ol Advertising
Agencies. “I had picked up a [ew good advertising terms at
Lord & Thomas and Biow and bluffed a little. T was hired
as a staff assistant on media, which nieant that I sat in on
media meetings and coordinated the media commitcees.
didn’t have the background and was over my head. 1 wanted
to leatn as much as I could in the shortest time. so when
everyone clse went home I'd stay and read the files. After
about 11 months they caught on to me and I left.”

Rich spotted another newspaper ad, this one placed by an
employment agency looking for an advertising agency media
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Don’t let the easy chair fool you: whether sitting or standing,
ecating or waiching TV, Lee Rich is working out the solution to
an advertising or television problem. Of this intense devotion to
duty his wife savs: “I think he probably even dreams about the
business.” He says: “Advertising and TV are my whole life.”
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CLOSEUP: LEE RICH continued

Riclv’s stint as assistant media director, P&G, “was the toughest six months of my life”

director. “I knew if I went up to the employment agency
with my background they’'d toss me right out. So I called
them, pretending that I had already been up there and
approved. I told them I had lost the name and address of
the ad agency where I supposedly had an interview.

“A secretary gave me the information. The job was with
Albert Frank-Guenther Law, and I was interviewed by the
late Harold Maples, the general manager. I used the 4A’s
job as a foothold, bluffing a little, and he hired me as media
director at $100 a week. I had a tiny office right behind the
switchboard. No one worked under me, and I was time-
buyer and space salesman as well as media director. The
title was more than the job, but I was able to use it to get a
better one. By the time I'd been there a year I knew I was
beyond the agency and accepted a job with Weintraub as
media director.”

TRIAL BY FIRE

Rich stayed three years. Another former Weintraub em-
ploye of the same period says, “He was ambitious and su-
premely confident. And very restless.” Rich agrees. “I
wanted to get into a big-time agency. In 1952 Benton &
Bowles hired me as a media supervisor, but they didn't tell
me what I'd be working on. I'd been there three months
when they told me I was being made assistant media direc-
tor in charge of P&G. I was not really ready for P&G and I
knew that by the end of six months I would either get fired
or conquer it. It was the toughest six months of my life.”

Rich survived the ordeal, of course, and shortly was ap-
pointed head of media for the P&G account. He got his
vice president’s stripes in 1955, was made director of media
for the entire agency two years later, and vice president in
charge of media in 1958. Three years ago he was elected to
the board of directors and added senior to his vice presi-
dential title in 1961.

A big step in Rich’s career came in April 1960, when he
took over programming. He, as head of media, and Tom
McDermott, as head of programming, had comparable
status. Naturally each had to get somewhat involved in the
other’s area. An associate recalls that “sparks flew between
Lee and Tom, but they were worthy opponents and learned
to live with each other.”

Discussing McDermott’s eventual departure for Four Star,
Rich says, “I wanted the programming job very badly. I
didn’t know whether I could do it—Tommy McDermott had
mighty big shoes to fill—but I wanted to try.” One fellow
executive says that “Rich went to the Benton & Bowles brass
and was told, in effect, ‘Get out of here; you don’t know
anything about programming.’ But through his media func-
tion Lee had created such strong client relationships that
Benton & Bowles couldn’t refuse.”

Rich says now, “What I didn’t know about programming
then! Or show business. But now I think I can read a
script and tell what’s wrong or right. 1 guess it’s because I
listened as well as contributed; some people just contrib-
ute.” Says one of his agency colleagues, “‘Lee has a mind like
a sponge. It absorbs and retains everything.”

Rich occupies a large corner office on the 18th floor of
Manhattan’s Tishman Building at 666 Fifth Avenue. His
office, mostly beige, is fairly nondescript (“When I was
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elected to the board they told me I could decorate it any
way I wanted but I didn’t have time and let someone else
do it"). The walls, the one thing Rich plotted himself,
display eight drawings, three color photos and three black-
and-whites of the same subject, San Francisco. (“I don’t
know why, but I'm a devotee of that city, possibly because
in the navy I left for the Pacific from San Francisco and
landed there when I came home. If all other things were
equal I would live there.”) Alsoon view is a framed original
of a naval induction order signed by Theodore Roosevelt
(it was a Christmas gift from producer David Wolper), and
a New Yorker cartoon showing a man telling a phone sur-
veyor, “I'm watching Meet the Press,” while the TV screen
in the foreground is showing a western—which pretty much
expresses Rich’s feelings on the ratings race.

Rich, his wife and his 19-year-old stepdaughter Karen, a
nursing student at Lenox Hill Hospital, live in Chappaqua,
a Westchester suburb of Manhattan. They bought their
house, a five-level colonial split set atop a 90-foot hill, two
years ago, before that were apartment dwellers in nearby
White Plains. They have a color TV set in the den, a
black-and-white in the family room. “We have to have two
so he won’t miss a thing,” reports his wife. “He watches
while he eats, reads, works, even when he’s half snoozing.”
Rich says, “I enjoy television. I really do.”

Rich, according to his wife, “has a fabulous sense of
humor and a heart as big as the world.” He’s a “big tease
who insists on calling me Herman or Sam and I don’t think
I look like a boy,” and “in nine years of marriage has never
put the top back on the toothpaste.” He’s a good gin player,
a trophy-winning bowler (who's given it up because he
doesn’t have time) and a golfer who, his wife says, “hits an
iron as long as anyone I have seen.”

A COLLECTOR OF PAPERBACKS

Rich always drives (50 minutes each way) to and from
the office (he hates commuter trains because they tie him
to a schedule, hates trains for long trips even more “because
in the time it takes me to get there I can be doing something
important”). He is an article clipper and a magazine saver.
It kills him to part with a book, and his habit of reading
seven or eight at a time creates quite an accumulation. Mrs.
Rich says, “Sometimes I feel like I'm living in the Collier
mansion. Not long ago we gave away over 1,000 paper
pocket books, and we seem to have almost as many again.”

Rich says, “When my wife asks me why I am saving all
the articles and old magazines I tell her that I'll read them
when T retire.” He says it as a joke, but actually he doesn’t
think it’s very funny. “Retirement is the most frightening
thing I can think of. I cannot imagine not being in adver-
tising, not running around and doing things.”

At 42 Rich can defer his retirement planning for a while;
he probably wouldn't have time to think about it if he
wanted to. His immediate goals are simple. “I want to
continue enjoying what I'm doing. I'm not interested in
changing the world; that’s for other people. I'm interested
in getting the best television programming for our clients.
That’s my job. I have never stopped being hungry. Give me
hungry people who know what they want, and if they want
it badly enough they’ll get it. That’s my philosophy.” END
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TV ISN’T
ONLY

Huntley~Brinkley

The Dick Powell show

Dr. Kildare

Perry Como

Bonanza

Good TV also calls for the right Perspective.

WCSH-TV’s “Perspective” series publicly probes and analyzes life in its coverage
area. This series, produced by the Channel 6 News Staff, delves into such timely topics
as correctional institutions, educational TV, the vacation industry, the fluoridation of
water, medical research and hospitals. In fact, anything that is of interest to the State of
Maine is apt to be on “Perspective.”

Films from the “Perspective” series have been used for classroom work at
Columbia University, The University of Maine, Maine nursing schools, and
numerous private showings. The American Heart Association’s 1960 Howard W.
Blakeslee award was won by the “Perspective” documentary film on open heart surgery.

"Perspective” is a new dimension in public service
to the people of Maine by

WOCSH -TV c-annee @550

THE KATZ AGENCY, nc.
L Nationai Representatives

MAINE BROADCASTING SYSTEM I
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A

LATEST RANKING

T0P100

TV MARKETS

FOR APRIL’62

1 New York ... 5,341,400 38 Nashville ... 435,700 70 Baton Rouge, La. 282,600
2 Los Angeles ....... 2,870,000 39 Birmingham ...... 432200 71 Wichita, Kan.
3 Chicago «ooowewe 2,236,700 40 Tampa Hutchinson, Kan. 277,500
4 Philadephia ..... 2026000 St}; ':etersburz - 425100 72 Jackson, Miss. ... 271,600
*5 Boston Charleston 73 Mobile, Ala,
Manchester, N.H. 1,777,800 , :Iub"f'"gm" --------- 424200 "7 pensacola, Fla. .. 267,500
: 4 any
6 Detroit - .. 1,547,200 Schenectady 74 Spokane, Wash..... 258,200
7 San Francisco L0} 2 420,600 75 Jacksonville; Fla. 257,700
Qakland ... .. 1,341,400 .
43 New Orleans ..... 420,000 76 Salt Lake City
8 Cleveland ....... 1266500 44\ oicyitte, ky. .. 410900  Ogden
9 Pittsburgh ... 1,233,700 45 Flint ’ Provo .....c.... 252,600
10 Washington, D.C. 853,300 Saginaw 77 Madison, Wis. ... 244,800
11 St. Loyis .......... 800,100 Bay City .... 385800 78 Knoxville, Tenn.. 243,600
12 Dallas ) 46 Toledo, Ohio 385,100 *79 Cape Girardeau, Mo
Fort Worth ...... 739,900 47 Greensboro Pagucah, Ky
13 Minneapolis Winston-Salem ., 383,500 Harrisburg, 1I..... 237,700
St. Paul ... 735,000 48 Lansing, Mich. 80 Little Rock, Ark. 235,700
14 Cln_c.mnatl .. 734,000 Onondaga, Mich... 359,300 4, Binghamton, NY. 232,900
15 Baltimore ....... 727,900 49 Denver, Colo. ... 351,300 s
*16 Hartford 82 Phoenix, Ariz.
N:w (I)-'lraven 50 F[():Ir:iarlq' 'Glg — Mesa, Ariz. ........ 230,600
New Britan ... 705200 , Oklahgor;la P 83 Sioux Falls, $D. 223,100
17 Providence, R.. 696,500 Enid, Okla. Y 342,700 84 Columbia, S.C. ... 222500
*18 Indianapolis : 3 85 Evansville, Ind.
Bloomington ..... 677,500 :; za" A"t°{"‘|’ """ 383800 O e erson, Ky, . 216,000
19 Milwaukee ....... 628,800 % QAT il 86 Greenville
20 Charlotte, N.C. .. 597,000 Moline, {ll. ... 328,000 Washington, N.C. 213,000
21 Kansas City ....... 595,700 *54 Poland Spring, Me. *87 Lincoln
22 Seattle Portland, Me. ... 326,200 ﬁea{!‘ey
" TACOMA 579500 55 Rochester, N.Y.. 323500  fiaes center
3 Johnstown, Pa. . *56 Champaign North Platte ...... 205,800
Altoona, Pa. ... 573,300 Springfield 88
24 Atlanta 572,200 Decatur ... 322,800 08 Chattancoga ... 205,700
25 Buffalo 570,100 57 Tulsa, OKla. ...... 320800 99 Rockford Iil. ... 204,300
26 Miami . 566,300 xgg Rodnoke, Va. 90 Augusta, Ga. ... 198,000
*27 Lancaster Lynchburg, Va..., 318,600 g1 Fresno, Calif, ... 189500
HanEE 59 Omaha, Neb. ... 318,000 -
York L8 mend, WD e 9000, 92 Bristol, Tenn.
Lebanon ....... 559,100 60 San Diego ........ 311,300 g(qhnson City. Tenn.
2 Grand Rapids 61 Norfol, Va, ... 303500 ingsport, Tenn. 187,500
a ama.zoo e 544,400 82 Green Bay, Wis. 307,700 93 Terre Haute, Ind. 183,100
29 Memphis .. 491,800 r oo Rapids 94 Columbus, Ga. ... 182,500
30 Houston ... 491,700 Waterloo ............ 303,000 *95 Austin, Minn.
31 Dayton, Ohio ...... 489,100 g4 Shreveport Rochester, Minn.
Mason City, 2
32 Columbus, Ohio.. 472,900 Texarkana ......... 293,600 % T:I?a:ass?; ::l):'a 179.500
33 Portland, Ore... 467,500 *69 ggﬂnla%se Thomasville, Ga. 178,700
34 Syracuse, N.Y. Monterey ............ 293,500 97 Springfield, Mass.
Elmira, N.Y. ... 459,700 66 Scranton Holyoke, Mass. .. 176,200
35 Sacramento Wilkes-Barre ...... 292,300 98 Youngstown, Ohio 171,700
Stockton ... 450,700 B}
*38 Steubenville. Ohio 67 Orlando 99 Erie, Pa. .o 170,300
Wheeling, WVa.. 445700  Davtona Beach . 292100 4p Yowoe, La.
37 Asheville, N.C. 68 Richmond, Va. ... 284,600 .ora 0, Ark. i
Greenville, S.C. “69 Ames, lowa 100 Peoria, Il
Spartanburg, S.C. 438,600 Des Moines, lowa 283,000 La Salle, Ill. ... 167,600
*Market combination differs from that in television markets listing, Telestatus, page 85.
Readers are TR e ] .
advised to — 'ﬁl ;! S e "’\.
avoid the two ( b e L
: : = B el
Top 100 rankings 2 = S QT)P
Q*@%‘ﬁ'-". s
- i b,

pictured at 2
right. The

REAL Top 100 e
appears above. e i
Of the others, =
the first was
updated, the
second fell
victim to the
wrong map.
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TELEVISION’S readers will note something familiar about
these two pages. And well they should. For as the two
small replicas of earlier Top 100 spreads (at left) testify,
we've been here before.

The first Top 100 appeared in February, in conjunction
with the 1962 edition of the TELEvISION MARKETBOOK. A
revised and updated version appeared last month. To the
surprise of many, that ranking showed the Lancaster-Harris-
burg-York-Lebanon market where Miami used to be, put
Norfolk in Wisconsin and moved San Antonio to Iowa. The
map above restores these markets, and others similarly trans-
planted, to their rightful places. The editors hope it will
also restore a semblance of sanity to those readers hope-

TELEVISION MAGAZINE / May 1962

lessly disoriented by that issue’s mass market migration.

As in the earlier rankings, the markets are ranked in
progressive order of TV homes covered by the dominant
station in each, with some markets combined from nearby
areas. There are actually 101 markets in the ranking, the
extra market appearing by virtue of a tie for position No.
100. Fourteen market combinations (indicated by asterisks)
differ from the market combinations appearing in the com-
plete television markets section (page 85). In all such market
combinations.the market of the dominant station is listed
first, and the set count given is of that station. “Dominant”
in this context refers to an entire television area, not to a
particular market or city within that area. END
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FARM SYSTEM TO TV’S FUTURE  from page 59

show, running the standard telephone messages and coffee
and sandwich errands for Berle. Years later, at the 1960
Inauguration Show for President Kennedy, I had the priv-
ilege of doing my ‘astronaut’ routine. Berle (late of the
sandwiches and coffee) played my straight man.” Along
with other success symbols Dana now has two comedy
writers of his own. One of them, Sam Dinoff, also served
in the NBC page uniform.

Stockton Helffrich, currently manager of the New York
Television Code Office of the National Association of Broad-
casters, feels that the assignment of writing the first guide
manual for page behavior in 1933 was a key step in the
editing and censorship career which he later followed.

Slocum Chapin, vice president for western division ABC-
TV network sales, still laughs about his first page assign-
ment. On the night of the dedication ceremonies for NBC’s
new facilities (November 1933) he was to escort a group
of VIPs around the building. The group consisted of Mr.
and Mrs. Merlin Aylesworth (then president of NBC), Mr.
and Mrs. William Paley (of CBS) and a senator from New
York and his wife. With 24 hours of experience behind
him, “I couldn’t even find the locker room,” he says. Plung-
ing ahead, nevertheless, he directed the group into what he
thought was a new third-floor sound studio. With great
flourish, he ushered them right into a broom closet. Mr.
Aylesworth, mustering his sense of humor, told him, “Con-
gratulations, sonny, you know more about this place than
Ido.”

During the years from 1935 to the end of World War 11,
the network set up an announcing school for its pages under
the direction of Pat Kelly. Gene Rayburn is a product of

that school. The pages were given lessons in elocution and
standard radio procedure. ‘“We learned,” Rayburn says,
“to pronounce perfectly different foreign names. In my 30
years in broadcasting I have never had occasion to say any
of them.” More beneficial to Rayburn was an audition
before station managers that he shared with other members
of the page announcing class. The manager for weNY
Newburgh, N.Y.— looking, Rayburn says, for an announcer
with some training and little experience who'd work for
about $8 a week—chose him for his first announcing job.
Among other graduates of the page announcing classes are
Dave Garroway, Hugh James and Tex Antoine.

When asked what he thinks is the reason for the success
of the page system, Norman “Pete” Cash, president of the
Television Bureau of Advertising, answers “hunger.” He
goes on to explain that “No one is hired just to be a page or
guide. The long-range plan is for them to do something
else—to work their way into another job. NBC has set up a
competitive system within a system. The salary we were
paid was $16 a week. At those wages, we had to get ahead
or we'd go broke.” Cash is in favor of setting up similar
systems elsewhere within the television industry, with the
emphasis not on dollars but more importantly on the oppor-
tunity to learn.

All of the boys in the page class of 1962 want to get
ahead. “Anybody,” David says, “who comes here only for
a job won’t last.” The roll call of broadcasting’s bright lights
who started as NBC pages is fuel for the ambitions of David
Sims and his co-workers. They realize they're getting what
is perhaps the best minimum essentials education the com-
munications industry has to offer. END

SHORT END OF THE BOOM from page 49

media like a child from castor oil. In-
stead they turned to special interest
magazines, publications edited by semi-
experts for semi-addicted hobbyists and
sports enthusiasts. Specialized magazines
have more than doubled in numbers
since the war in a medium where the
trend is most definitely the other way.

Mostly because they are economical
and offer a certain degree of efficiency,
direct mail, catalogues and trade media
were and are still being used heavily by
a great many agencies with leisure mar-
ket clients. Some of these leisure com-
panies, especially the pre-war-founded
ones, are extremely conservative in their
marketing approach. They are seemingly
content to use the same methods that
helped build their businesses originally
without questioning whether they are
getting a proper share of a vastly ex-
panded market.

But by the mid-'50s, leisure, to a
modest extent, had discovered television.
The glories of the good life, through the
use of leisure products, were finally being
extolled via the video tube. Spurring
leisure’s straggling migration to TV
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were company desires to widen their
advertising coverage and heighten their
product prestige and quality image. Also,
as some company officials are frank to
admit, they wanted to use television as
a device to impress their reputations on
dealers and reinforce existing relation-
ships.

TV’s advertising revenue cut of the
leisure market has been buildingslowly
but steadily over the last seven years.
Last year marked the most dramatic in-
crease in leisure expenditures on TV.
TELEVISION, working from TvB/LNA-
BAR sources, estimates that total gross
leisure time expenditures on television
in 1960 amounted to $27.7 million. In
1961, by the same sources, total gross
leisure time expenditures had jumped by
$4.4 million, to a new high of $32.1 mil-
lion (see page 49 for breakdown).

Big reason for the $4.4 million rise in
leisure advertising expenditures was the
$2.8 million boost evidenced in the
paints, power tools and shell homes
products category. In 1960, $1.9 million,
$1.8 million of which was for paints
alone, in gross time money was spent by
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advertisers to promote paints, power
tools and shell homes to do-it-yourself
viewers in the TV audience. Last year,
gross time expenditures in this product
category jumped to $4.7 million, with
$3.7 million of that total spent just for
paint advertising.

Some $18.7 million of the 1961 $32.1
million total gross leisure time expendi-
tures was sunk into network, with spot
TV grabbing off the remaining $12.7
million. By far the biggest network
users among leisure advertisers were
camera companies, spending about $10
million. Transportation and travel ad-
vertisers were the heaviest buyers of spot,
with some $6 million in expenditures.

While it must be admitted that all
total figures for leisure market products
are rough estimates and that by wielding
a more probing brush, perhaps, a bright-
er picture could he painted, the evidence
remains that television and leisure are
still not making beautiful billings to-
gether.

“The problem is,” ‘explains one tele-
vision industry spokesman, “that most
leisure company budgets are too small,
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*( Broadcast Sunday, April 29
on WCAU-TV Philadelphia.)
See television listings for
local time in each city.
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Ooerture!

On Thursday evening, May 3, viewers of
WCBS-TV New York, KNXT Los Angeles,
WBBM-TV Chicago and KMOX-TV St.
Louis* will witness a gala premiere...when
“The International Hour” presents Eugene
Ormandy and the world-renowned Phila-
delphia Orchestra in a program devoted to
the music of MacDowell, Copland, Sousa,
Bernstein and other major American com-
posers. Produced on tape by CBS Owned
WCAU-TVin Philadelphia, this hour-long
concert will also feature two distinguished
American soloists: pianist John 'Browning
and baritone William Warfield, perform-
ing at Philadelphia’s Academy of Music.
It 1s only the beginning! In subsequent
weeks, “The International Hour” will
bring local audiences fine music and dance
programs produced by broadcasters in
Argentina, Mexico, Canada, Australia,
Italy, Japan, Great Britain, Yugoslavia and
Ireland—forming the second International
Program Exchange, the series inaugurated
by the five CBS Owned television stations
last summer. (In the Exchange, partici-
pating foreign broadcasters will receive
“BEugene Ormandy’s Sound of America.”)
This cultural interchange, a friendly
overture designed to strike a note of inter-
national understanding resounding far
beyond time of broadcast, is symptomatic
of the dedication and showmanship which
have made the five CBS Owned television
stations leaders in their local communities.

~CBS TELEVISION STATIONS

A Division of Columbia Broadcasting System, Inc.
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SHORT END OF THE BOOM continued

The leisure item success stories in TV are exceptions, the neglect stories the rule

their methods too specialized and their
markets too regional.” He believes, how-
ever, that leisure firms can, and will on
a gradual basis, be sold on the advan-
tages of TV advertising.

Leisure advertisers and their agencies,
so far, seem to favor specialized feature
and magazine type programs. On a local
level, sports and public affairs shows
have managed to snare the largest per-
centage of the leisure ad dollar, most of
it coming through manufacturer-retailer
co-op deals.

It’s on the network level,- however,
that television has done its best job to
date for leisure advertisers. Today and
The Jack Paar Show (now once again
called the Tonight show), the two star
entries in NBC-TV’s participating pro-
grams stable, have been particularly suc-
cessful in wooing reluctant leisure adver-
tisers onto television. During the last
several years, the Today and the Paar
shows have commercially displayed such
diverse leisure market products as bowl-
ing balls, fishing tackle, lawn mowers
and sprinklers, retirement-land parcels,
pleasure craft, outdoor insecticides, pi-
anos and electric organs.

ATTRACTIVE ECONOMICS

The big attraction of the NBC-TV
participating programs apparently is
their promise of a fairly large adult
audience delivered at daytime rates. Lei-
sure advertisers, who are not truly na-
tional in scope, can buy NBC’s basic
cleared station lineup of 62 stations,
with about 879, nationwide coverage,
and at reduced rates, instead of the net-
work’s full lineup of 167 stations. NBC's
policy of having the program stars, like
Hugh Downs and Jose Melis, personally
sell products, affords leisure companies
considerable promotional material for
image and product building. The cost
of the one-minute participations—about
$6,600 for the required station coverage
and approximately $12,300 for the full
lineup—seems to be within the reach of
many leisurerecreational firms.

Almost without exception, companies
which produce the products of fun and
good living, advertise on a seasonal basis.
Thus firms that manufacture or dis-
tribute garden equipment must get their
promotional pitches in by early summer
and no later, and sporting goods busi-
nesses must advertise their wares parallel
to the time they are being most widely
used.

Melnor Industries Inc., Moonachie,
N. J., a leading manufacturer of lawn
and garden sprinkling equipment and
watering accessories, is a good example
of a leisure market company which has
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used television advertising on a seasonal
basis with some outstanding results.

The company, which was founded in
1946, the start of leisure’s growing-up
era, has a selling season which begins
in January and ends in July. In the past
Melnor used mostly trade journals, full
color catalogues and some consumer
magazines to advertise and merchandise
its products. In 1960, after first conduct-
ing careful brand awareness and sales
effects surveys through the research fa-
cilities of Seymour Smith Assoc., Melnor
had its advertising agency, Smith/Green-
land Co., run a 40-station TV spot cam-
paign in major markets throughout the
spring and early summer months. Last
year the sprinkler manufacturer was one
of the multitude of participating adver-
tisers on the Jack Paar Show.

“Clear-cut results,” says Melnor ad-
vertising manager Irwin Perton, ‘“‘are
difficult to measure. We've been running
trade and consumer promotions simul-
taneously with our TV campaigns. But
there is no doubt that we are pleased
with our use of television.”

While it would be presumptuous to
give television all the credit, a study of
Melnor's sales figures does give some in-
dication of the powerful selling job the
visual medium can do for leisure market
companies.

In 1959, the year before the manufac-
turer switched some of its advertising
budget to TV, Melnor had net sales of
approximately $5.6 million. Two years
later, after its spot TV and Paar ex-
posure, the firm’s net sales rocketed to
$7.4 million, an increase of almost $2
million.

WILL RIDE THE RACES

Perton willingly concedes that tele-
vision has made an important contribu-
tion to this impressive sales advance.
This year Melnor has bought a piece of
the Triple Crown horse racing telecasts
on CBS-TV. The leisure products manu-
facturer didn’t buy back on the Tonight
show because of the unknown quality
and uncertain future of the program
now that Paar has left it. The Triple
Crown telecasts (Kentucky Derby, Preak-
ness and Belmont Stakes) , which will be
shown on May 5, May 19 and June 9,
afford Melnor peak national exposure
to the kind of high income, recreation-
loving audience it considers ideal. What's
more it will reach them during the most
concentrated lawn and garden equip-
ment selling period of the year.

Melnor’s involvement in television has
been accomplished without the aid of an
astronomical advertising budget. The
firm’s overall budget this year is about
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$250,000, with television, via $125,000
for the Triple Crown telecasts and $5,000
for a spot campaign in Canada, getting
the major portion of it. In terms of
most network TV advertisers, Melnor
assuredly is one of the small users, but
the company has convincingly demon-
strated that on television a little can
sometimes go a long way.

ANOTHER TV SUCCESS STORY

Happily for television, Melnor is not
its only leisure advertiser success story.
There’s also Airequipt Manufacturing
Co., New Rochelle, N.Y., which in two
years has made a major dent in the slide
projector market through its commercial
exposure on the Paar show. And tele-
vision can further point proudly to the
great success the Gulf Guaranty Land
and Title Co., Cape Coral, Fla., has had
in selling $1,600 ocean-front or near
ocean-front plots in Florida by way of
video promotions on the Today show.

But the success stories are the excep-
tions, the neglect stories the rule.

William F. J. Storke, who as NBC-TV’s
director of participating programs has
been a sort of sales pied piper respon-
sible for converting many leisure adver-
tisers into network users, openly ac-
knowledges that “generally television has
made no conscious effort to grab the
leisure market.” There are certain prob-
lems inherent in leisure advertisers, he
feels, that are extremely difficult to over-
come.

He cites the greeting card business,
where Hallmark Cards “practically sells
the whole industry.” According to Storke
there are only two or three other card
companies advertising on television, with
the rest content to reap whatever insti-
tutional windfalls they can through Hall-
mark’s promotions. These are somewhat
the same promotional fringe benefits that
are enjoyed by the boating industry.
Aluminum and plywood companies peri-
odically run promotions for pleasure
crafts (the boating industry uses huge
amounts of both materials) , thus taking
away some of the incentive for television
exposure from individual boat pro-
ducers.

Yet Storke is still optimistic. He thinks
that changes are in progress and credits
(not surprisingly) the publicity and suc-
cess surrounding both the Paar-Tonight
and Garroway-Today projects for bring-
ing much of it about.

" “Agencies are now becoming more
aware that all their clients are fair game
for TV,” he explains. ‘“Leisure adver-
tisers have learned that what’s good for
mass products is also good for small
products. They also know that their

TELEVISION MAGAZINE | May 1962


www.americanradiohistory.com

retailers only want to handle products
that are pre-sold. Television, on a net-
work basis, gives them considerable pres-
tige. It offers tremendous sales effective-
ness.”

Storke feels that the problem is mainly
an educational one. “There should be
more emphasis,” he says, “on direct
client calls. We have to educate the un-
initiated.”

Local leisure product dealers, Storke
believes, also have to be educated. “They
have to learn to cash in on the terrific
traffic television creates.”

To implement Storke’s educational
program, the networks and stations
would have to maintain larger sales
staffs or make better use of the ones they
now employ. Hard-nosed hawkers will
have to beat the grass roots (leisure mar-
ket companies have an uncanny ten-
dency to locate in places like Grabill,
Ind)) and show people like Caprico’s
Sandy Millman that his $1,000 can buy
5 one-minute participations on a local
sports program in Indianapolis or full
sponsorship of a half-hour class A pro-
gram over a l3-week span on a station
in Carlsbad, N.M.

It won't be an easy sell. Some of the
fears leisure has concerning television
are justified. It's not a question, though,
of television dominating leisure’s adver-
tising budget. In many, many instances,
the special interest publications are far
and away the leisure market’s best adver-
tising buy. Rather it’s a question of
whether television will get a share of
leisure’s ad money appropriate to its
effectiveness as a sales force.

WURLITZER SUCCESS STORY

The case of the Wurlitzer Co., Chi-
cago, Ill, maker of pianos, electronic
organs and other musical instruments, is
indicative of how even a timid adver-
tiser can become a regular TV user with
proper handling. Wurlitzer, which now
has an annual total advertising budget
of about $500,000, entered television for
the first time three years ago with some
misgivings.

The company, while attracted to tele-
vision, knew that it could probably get
better efficiency through its usual buys
in some selective magazines and news-
papers. Also, it was not easy to break
with precedent. The musical instrument
industry, with relatively high-priced
products to sell, just didn’t think of
itself as having a very broad consumer
appeal.

But Wurlitzer was bringing out new
products like the Sideman, a different
kind of percussion instrument, and it
wanted great numbers of people to see
them in use. Television’s reach and live-
action qualities outweighed other con-
siderations, Clinton E. Frank Inc.,, Wur-
litzer’s agency, decided. Some 60 network
participations were bought, split evenly
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between the fall and spring seasons, on
the T'oday and Paar shows. Last season,
Waurlitzer ran a TV campaign showing a
housewife and child, both of whom were
picked at random, learning to play a
chord organ, commercial by commercial,
over a nine-week period. The campaign
created a great deal of excitement among
Waurlitzer’s sales force and dealers. The
latter group tied in with the network
promotions locally with slide insertions
giving specific dealer locations. This year
Waurlitzer intends to spend more than
half of its total advertising budget on
television,

But for every Wurlitzer there are
dozens of leisure advertisers who suffer
from what economists call the “habit
lag.” Their philosophy is to adjust ad-
vertising media and expenditures only
according to last year’s sales performance.
They fail to realize that their modest ad-
Jvertising aims really tend to reduce their
coverage of the existing market. And
while their sales volume may maintain
a consistently stable and satisfactory
level from year to year, it also may
successively represent less of a percentage
of the total market volume.

Leisure companies can’t survive these
days by just doing a little better than
last year. They have to do substantially
better.

And that’s where television can help.
It has a track record of not only building
overnight sales successes, but also of con-
sistently increasing advertisers’ market
scope and potential.

There are some six million readers of
outdoor magazines in this country. But,
as previously illustrated, 40 million
Americans camp out each year, 26 mil-
lion fish and 19 million hunt. Allowing
for duplication, these figures still indi-
cate a great majority of sportsmen who
do not get their information out of pub-
lications that cater to their special in-
terests.

WHAT ABOUT NOUVEAU?

Hobbyists and sportsmen are said to be
extremely selective. Unquestionably this
description is true of the regular, at
least once-a-week leisure activity partici-
pant. But what about the nouveau, the
only-during-vacation-time fisherman and
the when-I-get-some-spare-time gardener
and do-it-yourselfer? They, as well as
their inveterate fellows, need and pur-
chase fishing tackle, fertilizer and power
tools. They constitute a mass audience
that can best be reached by the mass
media.

Television’s current relationship to the
leisure market is a little like the story
of the hare and the tortoise. Other ad-
vertising media, at this point, are far
outstepping television. But the tortoise,
known for its quality of persistence and
its sense of never-failing inevitability, is
bound to make a race of it. END
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HOW HONEST? from page 53

us a saloon, nor is the actor, sipping at
his drink, peddling bourbon.”

But, continued Commissioner Elman,
“There is a world of difference between
a casual display of steaming ‘coffee’ that
is really heated red wine (again because
of television’s technical difficulties), and
a commercial showing a closeup of what
is actually red wine, to the accompani-
ment of a claim that the high quality of
the sponsor’s coffee is proved by its
rich, dark appearance—which the viewer
can verify for himself simply by looking
at the ‘coffee’ on the screen.

“Similarly,” he said, ‘“an announcer
may wear a blue shirt that photographs
white, but he may not advertise a soap
or detergent’s ‘whitening’ qualities by
pointing to the ‘whiteness’ of his blue
shirt.”

EVALUATION AWAITS APPEAL

The final evaluation of the FTC order
must wait until after Colgate’s appeal.
1f not a binding order at present, it is a
precedent, far reaching beyond Colgate
and Bates to any violators. But the
guidelines are far from clear. Agencies
just don’t know what construction the
FTC will put on its order in relation to
their commercials. They almost have to
put their product props away—misrep-
resentative or not—in order to play it
safe.

While the order hits Bates and Colgate
on future fault found with “any prod-
uct” advertised by the two organizations,
it more broadly prohibits misrepresenta-
tion of the quality or merits of shaving
cream “directly or by implication” and
“in any manner”—a full and specific
“watch out” for the entire shaving
cream industry. Beyond this, the in-
ference is that any television advertiser
or ad agency involved in an adverse
complaint decision is in for similar
treatment.

If the order stands, the next case
against either Colgate or Bates that in-
volves any claim of false advertising for
shaving cream, or mockups for any prod-
uct whatever, presumably will not be
another FTC complaint, but a compli-
ance proceeding brought in federal court
by the Department of Justice. (An FTC
complaint at worst leads to a cease-and-
desist order. In a compliance proceeding
the court can assess penalties up to $5,000
a day for each violation.)

Many ad men see the entire technique
of FTC enforcement in the false adver-
tising field changing. It is moving from
time-and-manpower-consuming slaps at
individual products to broad, many-fac-
eted decisions in order to cover the en-
tire advertising waterfront and not just
one pier at a time.

The big network ad classification. of
drugs and remedies (network billings
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continued

Do you need to have a bona-fide cancer sufferer to talk about the subject on TV?

last year: $95 million) may be coming
in for the next broad FTC crackdown.
Three months ago the FTC sent ques-
tionnaires 10 24 major manufacturers of
cold preparations asking information on
product qualities and ad claims. Such
products may be “falsely advertised and
misrepresented” as to their efficacy, an
FTC announcement declared. The cold
remedy companies and their agencies are
biting their nails on this one.

But where do the ad agencies and TV
commercial men stand today on the
essence of the Colgate decision—that
substitutions and props are all right on
TV dramatic programs but in commer-
cials the product has got to be the prod-
uct? Depending on who you talk to the
range of feeling runs from “Oh, boy. Do
we have problems” to “No comment” to
“We have always played it straight.”
Everyone, however, says they are con-
scious of the FTC ruling.

Says a spokesman at the much-troubled
Bates agency, “Everything we do now is
A Number One for real, authorized,
authenticated. Sure there are problems.
A big one is that many things just don’t
translate to film.”

In the television commercial, says the
Bates man, “we are many generations
removed from reality. The product may
not photograph as it actually looks ‘in
the flesh. The film master goes into
prints, a further lessening of quality. It
goes into broadcast transmission. Finally
it comes over the home screen. Without
color correction, ‘doctoring,” if you will,
it just doesn’t look like the product you
buy and use. Maybe you can call this
‘deception in reverse,’ deception that can
hurt sales.”

The point of product color correction
was brought up again and again by
agency and production men. How per-
missible is it today in the eyes of the
FTC? If you correct a product’s package
color are you justified in using cosmetic
correction?

Some agency men say they are clear on
what the FTC wants. To Philip H.
Cohen, TV head at Sullivan, Stauffer,
Colwell & Bayles, “The intent and mean-
ing of the FTC ruling is clear. There is
no question about it. Demonstrations
must be accurate reproductions of the
fact.”

At BBDO, TV commercial production
supervisor Bernie Haber says, “Everyone
in this business today is being doubly
cautious. Color correction, tone or tint
for black and white photography, has to
be done on occasion. But it depends on
what you're saying in the copy. If there
are questions of doubt on anything you
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get the right advice and play it straight.”

Says a TV commercial man at Kenyon
& Eckhardt, “There’s no different policy
position on commercials than prior to
the FTC crackdown. You don’t kid
around with demonstration commercials.
We've been in a client’s laboratory for
two-and-a-half months checking out a
scientific demonstration we might use.”

Tom DeHuff, vice president in charge
of commercial production at Cunning-
ham & Walsh, says “Most of the products
we use need no so-called ‘alterations.’
But there is such a thing as ‘over-correc-
tion’ around today, going to extremes to
be honest. If you need a bona-fide cold-
sufferer for a cold remedy do you need to-
have cancer to talk about that subject?”

“WE HAVE BENT OVER BACKWARDS”

At Benton & Bowles, Gordon Webber,
vice president and director of broadcast
commercial production, sums up a lot of
today’s agency feeling on FTC pressure.
Says Webber: “I don’t think there has
been a change in commercial practices
at our agency. But we are aware that
commercial scrutiny has grown more in-
tense. We, and most agencies, have bent
over backwards not to use devices open
to question. But there is confusion as to
what is permissible and what is not. The
FTC Colgate ruling undoubtedly needs
further clarification.”

Webber feels that the industry is per-
haps trying to “proscribe its commercial
activity too much.”

Whatever the feeling is at the ad
agencies, it is not a very happy one. The
TV commercial production director at
one of the top agencies is frank on the
subject. “We listen and are aware of the
FTC and what it is talking about. We
do go to extremes to get into our com-
mercials what they have in mind. And
we are suffering because a few agencies,
who account for maybe 859, of the
problems, skirt around the truth.

“We resigned an account almost im-
mediately after we got it because the
advertiser wanted to advertise in an
almost fraudulent way. If you keep this
kind of account its morals come home to
roost with you.

“Our problems today? Well, we once
had over-sized bars of soap made to
frame up right on the 2l-inch tube. No
more. Now we go through cases of the
stuff looking for the best ones. Cigarettes
too. And all this can be costly. Say such
a ‘hunt’ costs you a day’s shooting time
and say you film 50 commercials on the
account a year. Over the course of a
year 50 days shooting time—and maybe
$250,000 down the drain. Because of dis-
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continued props your production costs
in some instances are going to be up.”

On demonstration commercials this
agency production man is disturbed.
“We’ve always had proper documenta-
tion behind our demonstrations. But the
pendulum is swinging way over. We
have a detergent commercial that makes
a comparison test with ‘another leading
detergent.” Without advising us the FTC
investigated. It went to three different
production houses that worked on the
commercial. It even talked to camera-
men who did the shooting. It found the
test legitimate in every way.”

In the mind of this agency executive
it will be a big blow to advertising if the
demonstration commercial suffers at the
hands of FTC probers or because adver-
tisers fear to risk their airing. ‘“Demon-
stration has impact,” he says. “It can
point up competitive advantage. It is
often the poor product which just talks
itself up in the commercial without
demonstrating.”

His parting shot: “Companies are now
having their attorneys take a hard look
at things, going so far as to review their
commercials over the last year. And I've
seen some commercials lately that sound
like they were written by attorneys.

“Look, we're all in this industry to
sell products, to do a job. If we can’t do
it legitimately—resign the damn ac-
count.”

At the TV commercial film houses
most production executives note a new
desire for authenticity on the part of
their clients. It may not have struck their
shop specifically, but the feeling, if not
the word, is around.

“I don’t see why agencies should run
scared,” says one TV film man. “They
just have to take the time to work out
honest demonstrations, and most have
been doing that right along.”

“Some demonstrations and commercial
tests may seem fluky,” says another pro-
duction executive, “but, boy, you never
saw so many outside authorities on shoot-
ing sets today to check and validate that
they aren’t.”

The TV division head at another com-
mercial studio says, “Since January I've
seen a very rigid approach toward com-
mercial production developing, an al-
most mechanical approach to enforce-
ment. Agencies are insisting on real
camera demonstrations, no trick stuff,
even when the particular footage being
shot has nothing to do with product
claim.”

The executive continues, “Most people
have put away their wooden bars of soap
or prop cigarettes for the real things,
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Remember when
print was king?

In those days agencies were chiefly
concerned with art, layout and copy.
By 1906 print advertising had already
done some amazing things. The slo-
gan “You press the button, we do the
rest,” had turned “Kodak” into a syn-
onym for camera; and a puzzled
puppy listening to “His Master’s
Voice” had turned “Victrola” into a
synonym for phonograph. There was
no other way to advertise.
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Then came a print ad that opened
up a new world of advertising. A one-
inch, one-column ad in the January
13th, 1906 edition of The Scientific
American offered for sale to the pub-
lic for the first time—"“Wireless Tele-
graph” sets. Radio was born. Fourteen
years later commercial broadcasting
started in Detroit.

A few people at some agencies be-
gan to realize the importance of
broadcast advertising and started
thinking about radio commercials.

Agencies and clients that came
to understand this new medium
and used it creatively, prospered.
Those that didn't,stagnated or died.

Television, a staple of science fic-
tion from Jules Verne to Buck Rogers,
first blinked open its commercial eye
at the 1939 New York World’s Fair.
Visitors gawked at the postcard-size
screen. A few saw into the future, saw
television as potentially the greatest
means of mass communication and
selling ever devised.

Agencies and clients that came
to understand this new medium
and used it creatively, grew and
prospered. Those that didn’t, stag-
nated or died.

Early commercials were crude:
slides with a voice-over, or a badly lit
radio announcer giving a pitch. For
many years the only alternatives in
commercial production were /ive
(which was risky, had to be kept sim-
ple, and couldn’t be re-used ), or film,
which had acquired an impressive bag
of visual tricks since the days when
kids in knickerbockers ogled the nick-
elodeons.

But film couldn’t deliver as good a
picture on the TV tube as the live
camera. It never can. Film’s gamma
scale is shorter—it cuts off high whites
and deep blacks, and its gray scale
suffers distortion when translated in-
to the electronic system. Film pro-
vides only 24 still pictures or ‘frames’
a second; television uses 30 continu-
ous scanned pictures. Besides, film
looks ‘canned.’

Then at the NAB Convention in
1956 Ampex unveiled the first Video-
tape* recorder. Now, at last, there
was a way to record for re-play the
best picture possible in television—a
system tailored for television.

Although it took time for this new
medium to develop electronic equiva-
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lents of film’s special effects arsenal
and its editing flexibility, it didn’t
take Jong. Today there is virtually no
result possible in film which cannot
be delivered in Videotape. And tape
has its own exclusive capabilities. Be-
sides, tape can do what film can never
do—it can give the perfect picture in
television, where picture quality is
the payoff.

We at Videotape Center are proud
of our pioneering in this new medi-
um. We have produced more than
2,500 commercials and many shows.
We have made important innova-
tions toward developing tape into a
creative tool and an effective adver-
tising medium.

There is still room for print—other-
wise we wouldn’t be running this ad.
There is room for radio, and there is
room for film. But there is much more
room for Videotape in commercial
production today.

Agencies and clients that are
coming to understand this new
medium and use it creatively, are
growing and prospering, because
tape’s better picture has demon-
strably more selling power.

But there are still some people who
haven’t caught up with tape. Are you
sure you personally know what Video-
tape Center can do for you? We'd
like to hear from you for our own
sake, of course, and for yours!

Videotape Center

Videotape Productions of New York
Incorporated
101 West 67th St. New York
TRafalgar 3-5800

*TM AMPEX CORPs
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continued

FTC draws the line “right through TV advertising with print safely over the border”

but this doesn’t make ad claims any more
valid. The whole thing is so rigid, com-
mon sense has ceased to exist in many
cases. The new tactics have not material-
ly added to cost, but I feel they are

detracting from the excitement of story

lines, making commercials more boring.

“Most companies will not make wild
claims but no one wants to be open for
attack on any point. The agencies are
policing themselves and they will not
allow even the suggestion of a ‘rig.””

Says another TV commercial man,
“A good many of the things the FTC
talks about show its lack of knowledge
of our industry and pictorial limitation.”
And another: “We shoot a scene 10 times
now for the right effect. I guess eventu-
ally we're going to have to shoot it just
once in keeping with pure honesty. And
what about stop-motion photography?
You know how rigged that 1s.”

The sad mixes with the funny, it
seems, in equal proportions. But more
than one production man makes this
point: The days of real product artifice
and trick photography have long passed.

“We used to shoot auto commercials,”
says one producer, “taking shots of the
car through tents and screens in order
to keep body and chrome glare from
the studio lights down. But all of a
sudden the advertisers and agencies see
great realism in the lights bouncing off
the car. The body finish is highlighted,
looks sunlight-natural. Now they want
those kick lights on.”

One kitchen cleanser product once had
a chemist come on the commercial set
to grind rough spots into porcelain sinks.
He would then, it is reported, mix up a
special chemical for the stain. In the
removal test the product was great in
getting this particular stain off in three
or four rubs.

Today the stain tests are tougher—and
more time-consuming (but perhaps less
costly as a lot of sinks were damaged
beyond photographing in the old days).
To get a good photographable stain on
a porcelain sink it is necessary to leave
debris like peach skins and pits, vegeta-
ble parings, tea and coffee grounds for
a couple of days. Quicker results are
often achieved with cold bacon grease
colored with soy sauce or brown gravy.
(And on repeated takes it is necessary to
have a lot of dirty sinks rolled out before
the cameras achieve the desired effect.)

This latter point is vastly important
in TV commercial preparation, and has
been for a long time. It takes a lot of
hard work, and most of the time with
the actual product, to achieve “perfec-
tion.” On a cake mix perhaps a hundred
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layers will have to be baked for the uni-
form, right-height, right-textured dozen
that go on the commercial set for shoot-
ing. A case of tuna fish, dozens of cans,
have to be opened before the right, firm,
fully-packed, breaks-cleanly-to-the-fork
model is found.

Increasingly, the TV commercial men
point out, the actual product is being
used—even before the FTC pressure be-
gan. As photographic techniques im-
prove it is possible to give the product
its natural properties—real and photo-
graphic. On ice cream, for instance,
mashed potatoes have long been the
product stand-in. Freezers moved onto
the shooting sets to get last-minute icing
for the product, but still the hot lights
melted the fresh-from-the-freezer item.
“But now,” says a producer, “the melt-
ing is often looked on as beneficial to
the product shot. A nice, soft, melting
rim on a mound of ice cream gives off
beautiful highlights that can enrich prod-
uct as well as photographic quality.”

The move to “realism” in commercials
clearly is not all bad. When a prop is
discarded things may even work out for
the better. If cigarette smoke once made
a great steam effect for a dish of spa-
ghetti or other hot food, super-heating
can also give the desired effect in many
instances.

PRODUCTION CHANGES

Film men say many changes have come
about on production since the FT'C be-
gan probing the use of camera trickery
and other devices a few years ago. The
blue-for-white substitute in soap and
detergent commercials, they say, went
out long ago. More recent precautions
see cakes no longer made artificially
flufier. Before-and-after demonstrations
for detergents take an extra day’s filming
so the clothes may be sent out to the
laundry. There once was a one-day
shooting schedule using two identical
garments for the demonstration.

These restrictions are costing ad men
more without giving the viewer anything
extra—except complete honesty. Nobody
wants to become the second advertiser
ordered not to use “spurious mockups
and demonstrations for any product.”

But with all the new curbs, many tele-
vision commercial people feel that they
really do nothing to restrict the most
flagrant advertising violations, the dubi-
ous claims made in some hard sell copy
common in all kinds of media. And
agency TV men cannot help feeling that
their side of the industry is being singled
out unfairly by the FTC as to the use
of props when almost every magazine
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and newspaper ad photograph has come
in for extensive product retouching,
photographic gymnastics of all kinds.
“Where do you draw the line on this
kind of thing?” asks one agency man.
He answers himself. “Apparently right
through television advertising with print
safely over the border.”

How have the network commercial
acceptance departments reacted under
the FTC crackdown? Most agency men
say they see no change in continuity
acceptance. “It has been stiff since the
quiz scandals of 1959,” says one agency
TV man. Another says, “They’ve be-
come much harder on research backing
up claims. Often they want to go through
it themselves.”

Herbert Carlborg, director of program
practices at CBS-TV; Percy Smith, ad-
vertising standards supervisor in NBC-
TV’s broadcast standards and practices
department, and Grace Johnsen, head of
continuity acceptance at ABC-TV, all
maintain that their departments have
not hardened the line on commercial
review since the FTC Colgate ruling.
They say they have always been hard
and careful.

Grace Johnsen says, “Perhaps we are
asking more questions today but we have
to on every new demonstration, every
new advertiser.” And Carlborg says CBS,
in light of the new ¥TC ruling, “is
examining many things that we under-
stood were not deceptive before.”

For about two years all three networks
have required letters from agencies plac-
ing commercials on their facilities veri-
fying the authenticity of visual demon-
stations and product claims. Often, when
doubtful, they have the agency perform
a demonstration in question. They test
products themselves or ferry them to out-
side authorities for a check. CBS even
has a medical consultant on its staff to
run down medical claims.

Percy Smith says NBC was doubtful
about a claim for a muffler company
that it could actually replace a muffler
on a car in 15 minutes. “While a day was
spent shooting this particular commer-
cial,” says Smith, “we went out to a
garage and witnessed the fact. It was
15 minutes.”

Smith also makes the point, as do all
the network clearance executives, that
network commercial screening today does
not start with the finished film. “In the
past two years,” says Smith, ‘“we have
more and more come in on the early
stages of commercial planning, right
back to the script and the storyboard
and sometimes even the idea.

“An agency cannot risk spending thou-
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sands of dollars on a commercial to
finally have it rejected when it is in the
can. If something isn’t acceptable we
can suggest a revision in the paper stages.
We feel we can be of the most help this
way and the agencies are apparently
coming around to this point of view
too.”

Smith cites one example of early re-
view and concrete suggestion. One agency
brought in a rough storyboard to NBC
for review. It was a medical product but
NBC’s suggestion was to an aspect not
connected with the product. The open-
ing of the commercial was to show three
small children in space helmets. NBC
noted the helmets were drawn as com-
pletely enclosing the children’s heads.
The accepted NBC suggestion, with a
mind to the subject of smothering and
children’s impressions: have an open face
plate.

The networks keep no exacting rec-
ords on the number of commercials they
reject. By coming in early on commercial
planning they make countless suggestions
on change and revision, reject few fin-
ished commercials that have been up for
previous review.

Grace Johnsen, who notes her depart-
ment cleared 27,426 new commercials
last year, says the most trouble comes on
brand new TV accounts unwise in the
ways of what is and isn’t acceptable, and
also from companies or agencies in iso-
lated areas of the country where no test
substantiation facilities are available to
back claims.

Mrs. Johnsen feels that advertisers
have been trying to be truthful and
today are “probably going to extremes”
to be honest. “I've seen test copy for
cold tablets,” she says, “in which people
actually had colds in the testing of the
product. And there were doctors present
to determine if they were colds or al-
lergy.”

The network censor’s job has become
big and complicated. At ABC, if a com-
mercial claims so many people were
tested, ABC wants to see the research
behind it. Here a letter of verification
will not do. Similarly, if it is a testi-
monial commercial or a product that
carries “The Good Housekeeping Seal of
Approval,” ABC wants a letter from the
personality or Good Housekeeping say-
ing it’s so. And the network says it is
now putting representatives on commer-
cial sets during shooting to question
demonstrations, if questions arise.

Herbert Carlborg of CBS puts it this
way. “Our job was comparatively easy
in the old days but as more advertisers
have come into television with more and
more new products, tough, competitive
situations have developed. And this has
led to more claims, claims which have to
be checked out, demonstrations which
have to measure up.

“The medium is being super careful
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today,” continues Carlborg. “We would
even question the U.S. Government if we
felt something they say about U.S. Sav-
ings Bonds is untrue. But TV adver-
tisers are being careful of what they do
in the medium today. A complaint is
bad enough but a lot of the advertisers
are immensely concerned about even be-
ing questioned. The publicity from an
FTC question is almost as bad in their
eyes as a complaint.”

One point that Carlborg makes is be-
ing echoed throughout the TV industry
—*Print gets by with murder.” Says the
CBS executive: “I know a print man
who recently came into our medium. He
was immediately assailed for his tech-
nique, which would have been ques-

tioned by any broadcast standards ex-
aminer. And he had been getting away
with it for 80 years in the print medium.”
Continuing on the subject, Carlborg
expresses anger over “‘a certain commer-
cial we had questioned.” CBS required
copy changes be made on the commercial
but it later noted the original copy ap-
pearing in an ad in a leading newspaper.
“I questioned the newspaper,” says Carl-
borg. “They told me ‘we didn’t question
the copy because the advertiser is a good
one. We relied on his integrity.” Well,
we do not. Everyone is treated alike.”
The network censors, as Smith of NBC
puts it, have to watch over three areas:
deception, comparison and good taste.
“At NBC we ask ourselves: ‘Will this
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continued

A muffin commercial might take 15 minutes, if FTC rules were strictly followed

demonstration or claim deceive a reason-
able person?” If the answer is yes, it
won’t go on the air.” The product cate-
gories which sometimes require more
intensive network scrutiny: proprietary
drugs, toys, real estate and investment
companies.

While the networks each control their
own commercial acceptance policies, and
while the advertising that goes on the
air is in the end the responsibility of the
individual broadcaster, the Television
Code of the NAB is a generally accepted
guide to the do’s and don’ts of television
advertising. Through the code offices
pass the troublesome questions on weight
reducers, beer quaffing, laxatives, nudity
—questions seeking answers from adver-
tisers, agencies and code-subscribing sta-
tions. Business is booming.

Stockton Helffrich, manager of the
New York code office, notes that a change
has been taking place in code enforce-
ment accent. It was initially concerned
with taste. It still is but substantiation
of claims has come more on the firing
line. The white-coated commercial “doc-
tor” may have passed from the scene but
his product testimony (the claim) is still
around. Is it true or is it misleading?

On the FTC and the current commer-
cial atmosphere, Helffrich feels the fed-
eral agency still maintains its traditional
position “that no company get unfair
advantage of another” through whatever
form of competition it may be using. “It
is still in business,” says Helffrich, “to
regulate the advantage system.”

Helffrich also feels that advertisers and
agencies “may be reading more into the
FTC Colgate action than is actually
there.” To Helffrich “reasonable artifice
[in TV commercials] is still acceptable
if the product is not misrepresented.” He
says, “No one cares if mashed potatoes
serenade as ice cream so long as it does
not mislead the viewer or misrepresent.”

Reasonable artifice or questionable,
the proof of the claim, says Helffrich,
must be the burden of the advertiser.
Helffrich agrees that print media get
away with a lot more than television
does, but for a reason. “Television,” he
says, “feels discriminated against. It is
true our advertising problems are great-
er. But it is a compliment in a way be-
cause TV’s impact is greater and is
bound to draw more fire. It is a peculiar
problem—the fortune to reach a greater
number of people, but also the unfortu-
nate possibility of misleading a greater
number.”

At the FTC itself, Charles Sweeny,
chief of the food and drug advertising
division, says the Colgate ruling “can-
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not be a guideline for all questions on
television advertising and the use of arti-
fice.” But, he continues, “it is an im-
portant guide, a landmark decision.” To
Sweeny the ruling does affect all TV in
one respect. ‘“Pictorial presentation,” he
says, “is affected by the decision. Other
decisions will be coming to be more of
a guide.” They might be lengthy or
summary; he doesn’t know.

As Sweeny explains it, he does not see
the Colgate ruling as a *“crackdown” on
television advertising per se. “We are
looking into advertising matters more
intensely than we have in the past. We
are cracking down on all types of adver-
tising and not just singling out TV.”

On the use of TV artifice, Sweeny does
not rule it out altogether. “It depends
on how a commercial is done, the cir-
cumstances under which a prop is used.
If mashed potatoes are used to depict ice
cream, in some circumstances it might be
all right, so long as the substitution is
not material to the context of the com-
mercial message.”

Asked if in a cold remedy commercial
the model has to be a cold-sufferer, again
Sweeny says, “It depends.” To Sweeny,
in this situation, “If a flat representation
is made that the person depicted is suf-
fering from a cold, is given a pill, and
his head clears up in 60 seconds—wow!”
Meaning: Mr. Cold Remedy advertiser,
watch out.

Sweeny admits that FTC men, while
not previously a general practice, have
recently been on commercial shooting
sets, ‘not,” he says, “while a commercial
is being shot, but afterwards to inter-
view people who have participated in
it.”” Sweeny also says there is a close
liaison between the FTC and the FCC,
“a daily contact.”

INDICATIONS OF MORE TO COME

While the FTC may not be cracking
down on television advertising “per se,”
it has given every indication of its “in-
terest,” and the postscript, “more to
come.” The individual commercial is
still being judged in relation to visual
and copy “circumstance.” If one does
not jibe with the other, there can be
trouble. Semantics is a difficult subject.
How will the FTC judge your commer-
cial? How do you judge the wording—
and implication—of the wide-reaching
Colgate ruling?

Louis Mucciolo, vice president in
charge of production at Gerald Produc-
tions Inc., New York, like most TV com-
mercial production people, sees the cur-
rent commercial atmosphere as not all
bad, but not all good either.
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“The biggest problem in the television
commercial,” says Mucciolo, “is time.
If you concentrated for 60 seconds on a
product claim you would be deadly dull,
lose viewer interest. Most commercials
try to be entertaining, attention-getting
—and the hard core message becomes
compressed in time. A couple of rubs
with the cleanser and the dirt is off. This
may take from five to ten seconds in the
commercial. In actuality the job may
take a dozen wipes. In strict interpreta-
tion of the FTC what are we to do?
Show 50 seconds of wiping movement?

“There is no intention here to cheat,”
says Mucciolo. “We want to show that
the item advertised will work. In com-
pressed time we do it the best we can.
The final proof is with the consumer.
If the product does not work she will not
buy it again.”

To Mucciolo’s way of thinking, the
blending of photography and limited
time is essential. He feels that many
common TV artifices should be retained
and in no way are misleading. “To fol-
low the rules exactly,” he says, “we will
have 15-minute commercials, the time it
takes for a muffin to bake and rise. It
may take eight seconds on film now.”

Mucciolo has noted a new bent on the
part of TV advertisers for complete hon-
esty, more time and thought for demon-
strations. On a recent starch commercial
an iron was to flow down a piece of
laundry on an ironing board. It stopped
at midpoint. Was a rig in order? “Abso-
lutely not,” says Mucciolo. “A client rep-
resentative on the set asked if the iron
was hot. It wasn't. We heated it and
the demonstration worked perfectly. The
client knew it could be done. She also
objected to dacron curtains for the back-
drop. She wanted starchable material.
So we found suitable cotton curtains.”

It depends on the product, says Muc-
ciolo, but in the majority of cases, with
techniques improving all the time, you
can get completely honest visual demon-
strations. When the time allocated for
the commercial is not enough, then you
may need artifice.

The television commercial world is
troubled. Is it allowed to duplicate a
set from a Waldorf-Astoria dining room
or does it have to set up cameras at the
Waldorf itself? Does it have to wipe that
dirty wall 12 times or in one swipe?
Does it have to have four models cut
themselves shaving before the fifth comes
through? Is the public being misled? In
short: How honest can you get? Right
now, waiting for more FTC thunder-
bolts—or some clear guidelines—it’s
best to be damn honest. END
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THE TEA THAT DARES from page 61

Despiie a dismal test market failure, “The Tea” hit the jackpot four months later

ture with the voice-over becoming, more
correctly, voice-under.”

The package design idea was sent out
to two American and one Canadian
package designer. Some 40 packages later
Lyons settled on a design (by Toronto’s
Burke Hathaway) and almost concurrent-
ly with the development of the package
and an idea of how to sell it, had its first
commercial made with nothing but the
pulled printing proofs of its packaging.

(The package, in brown, gold, white
and red, carries stylized drawings of tea
pots, is identified—as The Tea That
Dares To be Known By Good Taste
Alone—by a slip-off cellophane wrapper
which also contains basic product in-
formation. Free of the printed cello-
phane, it stands as an attractive, un-
marked box.)

The initial commercial was put to-
gether by Lyons’ present ad agency, J. H.
Burley Ltd., Toronto. Jack Burley, agen-
cy president, acted as copywriter and
producer, originated the brand name.
(“The Tea,” while a product of Lyons,
is marketed by its own company, The
Tea That Dares To Be Known By Good
Taste Alone Ltd.)

The initial commercial was produced
by Robert Lawrence Productions, Toron-
to. Canadian TV actress Doreen Hunt
was used as a model while CBC an-
nouncer Bruce Marsh was the “voice-
under” product spokesman. (Cracks
Gledhill: “I have paid Bruce Marsh so
much in residuals he is now sending me
CARE parcels.”)

The only “foreign” contribution to
the commercial was a Mantovanni music
track. “This was necessary,” says Gled-
hill, “because Mantovanni has an orches-
tra with more violins than there are in
the world. That he does it all with
mirrors and echo boxes and really only
has one violin and a Jap fiddle is his
secret.”

When the commercial was completed
early in 1960 (brought in at $3,500, a
frighteningly low price by U.S. film
minute comparison) “someone,” says
Gledhill, “thought it was pretty good and
Jack Burley sent it down to New York to
enter it in the first American TV Com-
mercials Festival. This was a little pre-
sumptuous of him; first of all because
he was competing with 2,800 other com-
mercials entered in the contest, and
secondly because if he won it he didn’t
have a dinner jacket to go down and
receive the prize.”

No one knows if Burley bought a
dinner jacket or rented one but “The
Tea” commercial won a special citation
as best commercial in the Canadian mar-
ket and one of the top three in the over-
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all judging. (“The Tea’s” packaging has
also won top prizes in the Canadian
Packaging Award contests.)

Well, Lyons had its new product, new
packaging and new commercial. All it
needed was a test market. In February
1960, “The Tea” moved into Regina, a
Saskatchewan prairie town of about 100,-
000 people. The product went into stores
and its commercial moved into spot posi-
tions on the Regina TV station. Sales?
Pretty dismal.

Says Gledhill philosophically, “All you
learn in a test market is what happened
in the test market.”

Undaunted, Gledhill moved “The
Tea” into Vancouver and Victoria, Brit-
ish Columbia four months later. Spot
TV was the sales support on stations in
both cities—60 spots a week spread over
the day but heavily in prime time. Sales?
The jackpot.

“In 16 weeks,” says Gledhill, “we went
from nothing to leading seller, compet-
ing successfully with two brands that
have dominated the market for 30 years.”
(Jack Burley says “The Tea” now has
about 269, of the British Columbia mar-
ket and first place in tea sales.)

ONWARD TO ONTARIO

Last year “The Tea” began marketing
in populous Ontario behind heavy spot
TV. “We won about 179, of the total
market in the area we hit in 12 weeks,”
says Gledhill. (Burley today puts “The
Tea” in first or second place in Ontario
with about 219, of the market. Last
month “The Tea” moved into Montreal
with commercials—80 a week—and pack-
aging re-developed for the French mar-
ket. There ‘The Tea” is called Le Thé
Sans Nom son Gout Dit Tout and, ac-
cording to Gledhill, initial acceptance
of the product “has been greater than
it was in Ontario or British Columbia.”)

“The Tea’s” U.S. invasion? Gledhill
describes it this way: “In order to pene-
trate the Ontario market, it is necessary
to buy advertising over TV stations in
the country to the south of us whose
name I forget.

“Four or five months after we started
cramming TV messages into Canada
from Buffalo, the A&P and Loblaw or-
ganizations in Buffalo came to us and
said, “We want to buy your product.” We
pointed out that the product was the
wrong shape, the wrong size, the wrong
tea, the wrong weight and the wrong
price [about 85 or 89 cents retail for a
box of 60 two-cup tea bags in Canada]
for the American market.

“Furthermore, we did not have tags
on our bags. That's more important in
the U.S. than putting tea in them. Alan

H dialhict PEY
\ATAATA' A" e IR B Ll B I IR IR IV ILVIBIFIAVIR A9 VIVIEE]

Martin, our sales vice president, was told
by these two customers that they were
not particularly interested in what the
product did not have but they wanted
to sell it over their counters.

“We not only obtained a placing in
Buffalo and the surrounding market,
but AXP decided to move the product
into Rochester and here we had to run
after our product with advertising rather
than use our advertising to introduce it.
We now have moved successfully into
most of the northern New York market
—and I believe at last count we are the
second leading seller.”

Last March, in telling The Tea That
Dares To Be Known By Good Taste
Alone story to the National Packaging
Convention in Toronto, Gledhill sum-
med up the experience this way:

“If there is anything to be learned
from the launching of an off-beat prod-
uct, it is this. No one knows for sure
what the public will accept and take to
its heart. Quite frankly, I don’t believe
that there is any method of research,
including that conducted by Dr. Dichter,
that can give a man launching a new
product any adequate yardstick for the
performance of that product. And most
essentially, research cannot provide any
yardstick for the success of the product.

“No matter what you sell, be it a
service or a product, you must have con-
fidence in your consuming public, the
consuming public made up of your wife
and my wife and the wife down the
street who coagulate into this mysticism
called the consumer market. It is still a
pretty discerning audience, and this de-
spite our best efforts to turn them into
gimmick-loving, deal-crazy morons.

“Give them sound value, tell your
story simply, clearly and interestingly
and, providing there is the need for your
product, you will win your fair share of
market.”

“The Tea” approach has been a mar-
ket-by-market attack with spot TV creat-
ing the demand. It has been a success in
Canada. It is nibbling down into the
U.S. against the strong tide of U.S. prod-
ucts that go north. And it is Gledhill’s
intention “to move farther afield into
the United States.” How far he doesn’t
say, but one thing is in his favor: history.

“Ever since George III lost the United
States over something called the Boston
Tea Party,” says Gledhill. “. . . there has
been no duty on tea imported into the
U.S., and a very small duty on packaging.
We rather think the situation will stay
that way because Mr. Kennedy doesn’t
think that he should tamper with a deal
that got George III into so much
trouble.” END
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KTBS-TV

CHANNEL 3
HAS MORE VIEWERS
THAN ANY OTHER
ARK-LA-TEX STATION

LOOK AT THE NO MATTER HOW YOU

LATEST ¥ /i 7

CIRCULATION TOTALS KTBS-TV CHANNEL 3

R 15 VLWRER O AGAIY

KTBS-TV STATION STATION

CHANNEL 3 Y Z
TV Home Potential . . . . . 248,200 231,200 226,100
Net Weekly Daytime . . . . . 163,300 142,200 144,100
Net Weekly Nighttime . . . . 214,400 200,600 197,900
Net Weekly Total . . . . . . 227,500 215,600 211,700
Average Daily Total . . . . . 153,200 144,800 152,400

“ARB STATION CIRCULATION TOTALS, NOVEMBER, 1961.

TBS-TV

SHREVEPORT, LOUISIANA

IE"E R CENCY .. E. Newton Wray, President & Gen. Mgr. = Ark-La-Tex—64th Ranking Market—TELEVISION 1962
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MAY

TELESTATUS

Exclusive estimates computed by
Television Magazine’s

research department for all
markets updated each month
from projections

for each U.S. county

TELEVISION

HOMES

vV HOMES in each market are derived in part from

TELEVISION MAGAZINE's county-by-county projections of
the household and TV penetration count made by the
Bureau of the Census in 1960, plus various industry interim
reports.

The coverage area of a television market is defined by
TELEVISION MAGAZINE's research department. Antenna
height, power and terrain determine the physical contour of
a station’s coverage and the probable quality of reception.

Other factors, however, may well rule out any incidence
of viewing despite the quality of the signal. Network affilia-
tions, programming and the number of stations in the serv-
ice area must all be taken into consideration. The influence
of these factors is reflected in the ARB 1960 Coverage Study
and in the March 1961 Nielsen TV Coverage Study in those
markets where this data has been made available by NCS
subscribers.

After testing various formulae, TELEVISION MAGAZINE
adopted a method which utilizes a flexible cut-off point of
2597 . Normally, all the television homes in a county will be
credited to a market if one-quarter of these homes view the
dominant station in the market at least one night a week.

Penetration figures in markets with both VHF and UHF
facilities refer to VHF only.

The television penetration potential varies by sections of
the country. Many areas in New England have achieved a
saturation level above 9095. Other areas—sections of the
South, for example—have reached a rather lower plateau.
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Future increases from either level can be expected to be
distributed over a longer period of time than was char-
acterized by the early stages of television growth.,

In a number of markets, therefore, the TV homes count is
at a temporary plateau. These markets will be held for an
indefinite period of time. The factor chiefly responsible for
this situation is that penetration increases are often offset by
current trends of population movement which for some
regions have shown at least a temporary decline.

In some markets it has been impossible to evaluate the
available and sometimes contradictory data. These areas are
under surveillance by this magazine’s research department
and new figures will be reported as soon as a sound estimate
can be made.

In many regions individual markets have been combined
in a dual-market listing. This has been done whenever there
is almost complete duplication of the television coverage
area and no substantial difference in television homes. Fur-
thermore, the decision to combine markets is based upon ad-
vertiser use and common marketing practice.

The coverage picture is constantly shifting. Conditions
are altered by the emergence of new stations and by changes
in power, antenna, channel and network affiliation. For this
reason our research department iscontinuously reexamining
markets and revising TV homes figures accordingly where
updated survey data becomes available. For a complete ex-
planation of the various symbols used in this section, refer to
the “footnote” key at the bottom of each page.

Copyright 1962 Television Magazine Corp.
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'TIS THE TILL
THAT TELLS THE TALE

OF ADVERTISING EFFECTIVENESS....

The moment of truth comes to all advertisers at the cash register.
Make no mistake about it, whether you bought time for this market from
your office in New York, Chicago, St. Louis, Minneapolis, or where are
you, you bought it to make sales for your client’s product here in central

Iowa.

In selling anything, who says what to whom is a prime factor in get-
ting results. Do you know that this station telecasts around 80% of all
the local business placed in this market? Do you know this has been true

since the inception of the station?
Such acceptance must be deserved.
When all the tumult and the shouting is over . , ..

"Tis the till that tells the tale . . . and as far as you“are concerned it’s

your till and it tells your tale.

Ask your local representative or broker or jobber or relative or ask
Katz about this nationally known, most effective television station.

KRNT-TV

DES MOINES
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MAY, 1962
TOTAL US. TV HOMES .. ...
TOTAL U.S. HOUSEHOLDS
U.S. TV PENETRATION....

Unlike other published coverage figures, these are neither
station nor network estimates. They are copyrighted and
may not be reproduced without permission.  Listed below
are all commercial stations on the air.

48,900,000

Market & Stations—% Penetration TV Homes

ABERDEEN, 5.D.—82 25,400
KXAB-TV (N,C,A}

ABILENE, Tex.—85 *4279,700
KRBC-TV (N)

(KRBC-TV operates satellite KACB-TV,
San Angelo, Tex.}

ADA, Okla.—82 83,000
KTEN (A,C,N)

AGANA, Guam tt
KUAM-TV (CNA)

AKRON, Ohio—45 169,600
WAKR-TVT (A}

ALBANY, Ga.—80 160,200
WALB-TV (A,N)

ALBANY- SCHENECTADY-TROY N.Y.—52 *%420,900
WTEN {C); WAST (A); WRGB_(N)
(WTEN operates sa’relll're WCDC, Adams, Mass.)

ALBUQUERQUE, N.M.— 154,400
KGCM-TV (C}; KOAT TV (A); KOB-TV (N)

ALEXANDRIA, La.—7% 105,800
KALB-TV (A,C,N}

ALEXANDRIA, Minn.—81 103,200
KCMT (N,A)

ALPINE, Tex. Tt
KVLE-TV (A)

ALTOONA, Pa.—88 305,800
WFBG-TV {A,C)

AMARILLO, Tex.—86 117,900
KFDA-TV (C); KGNC-TV (N}; KVII-TV (A}

AMES, lowa—90 283,200
WOI-TV (A)

ANCHORAGE, Alaska—91 21,100
KENI-TV (AN); KTVA (C)

ANDERSON, S.C. tt
WAIM-TV (A C)

ARDMORE, Okla.—80 35,100
KX {N)

ASHEVILLE, N.C., GREENVILLE-
SPARTANBURG $.C.—84 439,100
WISE-TVT (C, N s WLOS-TV (A); Tt

WFBC-TV (N); ‘WSPA-TV (C)

ATLANTA, Ga. 573,300
WAGA-TV (C) WLWA (A); WSB-TV (N)

AUGUSTA, Ga.—81 198,200
WBF-TV (AN); WRDW-TV (C)

AUSTIN, Minn.—89 180,100
KMMT (A)

AUSTIN, Tex.—83 142,000
KTBC-TV (A,C,N}

BAKERSFIELD, Calif.—92 138,900
KBAK-TVH (C) KERO-TV (N); 166,200
KLYD-TVT (A)

BALTIMORE, Md.—92 730,600
WIZ-TV (A); WBAL-TV (N}; WMAR-TV (C)

BANGOR, Me.—88 101,100

WABI-TV (A, C); WLBZ TV (NA)
{Includes CATV Home

BATON ROUGE, La.—! 283,000
WAFB-TV (C A); WBRZ (N,A}

BAY CITY-SAGINAW-FLINT, Mich.—92 386,400
WNEM-TV (A,N); WKNK-TVt (A,C); 160,000
WIRT {A)

BEAUMONT-PORT ARTHUR, —88 161,300
KFDM-TV (C); KPAC-TV (N) KBMT-TV (A}

BELLINGHAM, Wash.—89 *48,200
KVOS-TV (C}

BIG SPRING, Tex.—87 20,100
KEDY-TV (CA)

BILLINGS, Mont.—82 59,000
KOOK-TV (AC); KGHL-TV (N}

BINGHAMTON, N.Y.— 233,000
WNBF-TV (A,C} WlNR TVt (AN,C} 148,400

BIRMINGHAM, Ala,—79 432,700
WAPI-TV (N}; WBRC-TV (A,C)

BISMARCK, N.D.—83 #%46,200

KXMB-TV 1A,C); KFYR TV (NA}
(KFYR-TV opeérafes satellites KUMV-TV,
Williston, N.D.. and KMOT, Minot, N.D.}

TELEVISION MAGAZINE / May 1962

Market & Stations—0 Penetration TV Homes

BLOOMINGTON, Ind.—%0 656,000
WTTV
{See also Indianapolis, Ind.)

BLUEFIELD, W. Va.—82 138,700
WHIS-TV (N,A)

BOISE, 1daho—87 79,900
KBOI-TV (C); KTVB (AN)

BOSTON, Mass, 1,779,700
WBZ-TV (N); WNAC-TV (A,C); WHDH-TV (CN}

BRISTOL, Va. -jOHNSON CITY-
KINGSPORT, Tenn.— 187,700
WCYB-TV (A N); WJHL-TV (AC)

BRYAN, Tex.—80 44,500
KBTX-TV (A,C)

BUFFALO, N.Y.— 570,800
WBEN-TV (C); "her-tv (N}; WKBW-TV (A)

BURLINGTON, Vt.—88 160,400
WCAX-TV (C)

BUTTE, Mont.—81 54,700
KXLE-TV (A.CN)

CADILLAC, Mich.—88 113,800
WWTV [A,C)

CAGUAS, P.R, t
WKBM-TV

CAPE GIRARDEAU, Mo.—80 237,800
KFVS-TV (C)

CARLSBAD, N.M.—87 12,500
KAVE-TV (AC)

CARTHAGE- WATERTOWN N.Y.—91 91,200
WCNY-TV (A

{Includes CATV Homes)

CASPER, Wyo.—82 42,600
KTWO-TV (AN,C)

CEDAR RAPIDS-WATERLOO, lowa— 303,200
KCRG-TV (A); WMT-TV (C}; KWWL TV (N}

CHAMPAIGN, [il.—88 323,000
WCIA (C); WCHUT (N1
(1See Springfield listing)

CHARLESTON, S.C.—82 140,400
WCSC-TV {C); WUSN-TV (AN}

CHARLESTON-HUNTINGTON, W. Va.—83 424,400
WCHS-TV (A); WHTN-TV (C) WSAZ-TV (N}

CHARLOTTE, N.C.—85 597,800

WBTY (C,A}; WSOC-TV (N,A)

CHATTANQOCA, Tenn.—! 205,900
WDEF-TV (A, C) WRGP TV (N} WTVC (A}

CHEBOYGAN, Mich.—85 35,900
WTOM-TV (N,A)
{See also Traverse City}

CHEYENNE Wyo —85 *+88,300

KFBC-TV (A,C,N)
(Operates satellite KSTF Scottsbluff, Neb.)

CHICAGO, 111.—%4 ,240,300
WBBM-TV (C); WBKB (A); WCON-TV; WNBQ N)

CHICO, Calif.—86 124,000
KHSL-TV {A,C)

CINCINNATI, Ohio—91 735,100
WCPO-TV (C) WKRC-TV (A}); WLWT (N)

CLARKSBURG, W. Va—85 95,000
WBOY-TV (A,CN}

CLEVELAND, Ohio—%4 1,268,500
WEWS (A}, KYW-TV (N}; WIW-TV (C}

CLOVIS, N.M.—83 19,200
KVER-TV (C,A)

COLORADO SPRINGS-PUEBLO, Colo.—86 94,100
KKTV (C); KRDO-TV {A); "KCSJ-TV (N}

COLUMBIA-JEFFERSON CITY, Mo.—84 124,800
KOMU-TV {A,N}; KRCG-TV {AC)

COLUMBIA, s.c.— 223,200
WIS-TV (N) WNOK TV (C); mt37,500
WCCA-TVY (A)

B Major facility change in market subsequent to latest
county survey measurement date.

s Market's coverage area being re-evaluated.

1t UH.F

ki lncomplete data.
+11 New station; coverage study not completed.
* US, Coverage only.
*% |ncludes cnrculatlon of satelfite (or booster).
##* Does not include circulation of satetlite.
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Sales Are

Blooming
Down South!

WCCA-"

Columbia,

WCCB-TY

Montgomery, Ala.

NATIONAL REPRESENTATIVE
WEED TELEVISION CORP,
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Market & Stations—%% Penetration TV Homes Market & Stations—9% Penetration TV Homes Market & Stations—9 Penefration TV Homes
COLUMBUS, Ga.—80 182,700 EPHRATA, Wash.—38 15,100 CREAT BEND, Kan.—84 #%137,600
WVTM (AN); WRBL-TV (C) KBAS-TV? (C,N) KCKT-TV (N} . )
(Satellite of KIMA-TVT Yakima, Wash.) (KCKT operates satellite KGLD, Garden City, Kan.
COLUMBUS, Miss—79 75,600 and KOMC-TV, McCook, Neb.)
WCBI-TV {C,N,A) ERIE, Pa.—91 170,400
. WlCU TV {A); WSEE-TVT (C,N}) 760,200 GREAT FALLS, Mont.—84 56,000
COLUMBUS, Ohio—92 473,600 e :
WBNS-TV (C); WLWC (N); WIVN-TV (A) LA L P S L
i EUGENE, Ore.—88 +2101,500
cov?cssw?ﬁr(/' ?ﬁep 7 13,200 KVALTV IN); KEZI-TV (A) GREEN BAY, Wis.—90 307,900
(KVAL operates satellite KPIC-TV, Roseburg, Ore.} WBAY-TV (C) " WERV (N); WLUK-TV (A)
CORPUS CHRI?TI, Tex—87 107,800 5
KRIS-TV IN}; KZTV (C,A EUREKA, Calif.—85 2,000 GREENSBORO-WINSTON-SALEM, N.C.—86 384,100
KIEM-TV (AC); KVIQ-TV (AN} _ .
DALLAS-FT. WORTH, Tex 741,400 Q WFMY-TV (AC); WSIS-TV (N}
KRLD-TV (C); WFAA-TV (A) KTVT; WBAP-TV (N} EVANSVILLE, Ind.-HENDERSON, Ky.—83 216,100 CREENVILLE SPARTANBURC, 5.
DAVENEORT WFIE-TVE (N); WTVW (A); WEHT-TVt (C) 1115500 ASHEVILLE, N.C.—8 435,100
ilgwa ROCK ISLANG, 1.—91 ek WFBCATV IN); WSPA-TV (C); WLOS-TV (A); " 1t
WOC-TV (N); WHBF-TV (A,C) FAIRBANKS, Alaska—83 9,700 WISESTVT (CN)
DAYTON, Ohio—93 490,000 KFAR-TV (AN}; KTVF (C)
WHIO-TV (C}; WLWD (AN} FARGO, N.O—83 150200 GREENVILLE-WASHINGTON, N.C.—83 213,200
DAYTONA BEACH-ORLANDO, Fla.—90 294,200 WDAY-TV (N1; KXGO-TV (A) ’ T
WESH-TV (N); WDBO-TV (C); WLOF-TV (A) (See also Valley City, N.D.) CREENwooDNN T yE 77,300
, Miss.
I =T 139,900 FLINT-BAY CITY-SAGINAW, Mich.—92 386,400 AEEN U,
oEeaTun it ;3 _ WIRT (A); WNEM (AN); WKNK-TVE (AC) 160,000 HANNIBAL, MoQUINCY, ll—87 155,700
s Hl— . KHQA (C,A); WGEM- Q)
WTVPT (A) FLORENCE, Als.— 121,100 e ™
ST (et TR WOWLTVA A HARLINGEN-WESLACO, Tex.—80 #69,400
KBTV (A); KLZ-TV (C); KOA-TV (N); KTVR FLORENCE, 5.C.—80 155,100 KGBT-TV {A,C); KRGV-TV (A,N)
WBTW (A,CN)
DES_MOINES, fowa—91 264,700 HARRISBURG, lil—81 #£4191,600
KRNT-TV (C); WHO-TV (N) FT é’T"v'i“m lows—64 29,300 (WSIL-TV operates satellite KPOB-TV,
DETROIT, Mich.—95 +1,550,100 R (L0k
WIBK-TV (C); WWI-TV (N}; WXYZ (A) FT, MYERS, Fla—s8 30,000 HARRISBURG, Pa.—83 126,500
STV (AC *
DICKINSON, N.D.—81 18,300 WHP-TV (C) WTPAT (A)
KDIX-TV (C} FT. SMITH, Ark.—76 67,700 HARRISONBURG, Va.—78 67,600
KFSA-TV' (C,N,A} WSVA-TV (A,C,N)
DOTHAN, ﬁl.g:.—ﬁ 112,200 T
WTVY (A,C) FT. WAYNE, Ind.—79 166,500 : .
WANE-TVE (©): WKIG-TVT (N); WPTA-TVE (A) Ll A A L 1395400
DUKLSH ' E?E':')'SUPERIOR' A 19700 FT. WORTH-DALLAS, Tex.—89 741,400
£ i WDSM-TV (A,N) Y o
KTVT; WBAP-TV (N); KRLD-TV (C); WFAA-TV (A) HASTINGS, Mep—86 Lt
DURHAM-RALEIGH, N.C.—84 345,200
WV . S, FRESNO, Calif.—73 wt189,700 ;
LSBT () KFRE-TVT {C); KJEO-TVE (A); KMJ-TVE (N); L e e
) KAIL-TVE; KICU-TVt (Visalia) :
EAU CLAIRE, Wis.—86 88,100 s _—
WEAU-TV (ACNI GLENDIVE, Mont.—83 3,800 AT '
£l DORADO KXGN-TV (C,A) :
L DORADO, Ark.-MONROE, La.—80 167,600
; : HENDERSON, Ky.-EVANSVILLE, Ind.—83 216,100
KTVE (AN); KNOE-TV {A,C) GOODLAND, Kan.—79 16,500 WEHT-TvH (C); WFIE-TVE (N); WTVW (A) 115,500
ELKHART-SOUTH BEND, +140,800 WHT-TY (@
g Ind 40,80
HENDERSON-LAS VEGAS, Nev.—89 45,700
WSIV-TV (A); WSBT-TVt (C) WNDU-TVF (N) GRAND FORKS, N.D-—88 T RLBITY (M KLASTY (6); KSHO-TV (A)
EL PASO, Tex.—87 102,000 SR +21176,400
- HOLYOKE-SPRINGFIELD, Mass.—90
KELP-‘i’V (A); KROD-TV (C); KTSM-TV (N) ’ GRAND JUNCTION, rry WWLPt (N); WHYN-TV a(A )
PRIV Ao Coro—8! Lafosy (WWLP operates satellite WRLPT Greenfield, Mass.)
ENID, Okla. (See Oklahoma City) (Operates safellite KREY- TV, Montrose, Colo.)
‘ ~ e NN Ha‘)ﬂll(ONZ\ TV (N); KHVH-TV Ay TR0
ENSIGN, Kan.—82 36,900 GRAND RAPIDS-KALAMAZOO, Mich.—92 545,100 '?s%“é?ﬁlevs IE:HBC TV, Hilo and’ KMAU-TV, Walluku

WOOD-TV (AN}; WKZO-TV (A,C)

O YEAR $5.00

Group { $3.00 each for ten or more
Rates | $3.50 each for five or mere
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Please send me TELEVISION MAGAZINE every month

3 2 YEARS $9.00

Add 50¢ per year for Canada, $1.00 for foreign

=N

0 3 YEARS $12.00

J Bill Co.
O Bill Me

Company

Address

City

Zone

State

3 Send 1o Home
Address

PUBLISHED BY TELEVISION MAGAZINE CORP.

A Y N O Y W W W W M N A N N Y D A N A

88

® 444 MADISON AVE, NEW YORK 22, N. Y.

L o o o o Y

www americanradiohistorv . com

to KGMB-TV. KMVI-TV, Wailuku and KHIK-TV,
Hilo to KHVH; KALA Walluku to KONA-TV.)
HOT SPRINGS Ark.—82 13,500
KFOY-TV
HOUSTON, Tex.—88 493,000
KPRC-TV (N); KTRK-TV (A); KHOU-TV (C}
HUNTINGTON-.CHARLESTON, W.Va.—83 424,400
WHTN-TV (C); WSAZ-TV (N); WCHS-TV {A)
HUNTSVILLE, Ala.—42 117,700
WAFG-TVT (A)
HUTCHINSON-WICHITA, Kan.—87 *#277,900
KTVH (C); KAKE-TV (A) KARD-TV (N
(KAYS-TV, Hays, Kan., satellite of KAKE-TV)
IDAHO FALLS, Idaho—87 63,600
KID-TV (A,C); KIFI-TV (N)
INDIANAPOLIS, Ind.—90 678,400
WFBM-TV (N); WISH-TV (C); WLWI {A)
(See also Bloomington, Ind.
JACKSON, Miss.—! 271,700

WITV (C); WLBT {AN)

Major facility change in market subsequent to latest
county survey measurement date.
Market's coverage area being re-evaluated.
t UHF.
it Incomplete data.
17 New station; coverage study not completed.
U.S. Coverage only.
Includes circulation of satellite (or booster).
*#** Does not include circulation of satellite.

*

*

*
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JACKSON, Tenn.—76 64,000
WOXI-TV (A,C)
JACKSONVILLE Fla.—86 258,300
WIXT (C, A); WFCA-TV (N,A}

JEFFERSON CITY-COLUMBIA, Mo.—84 124,800
KRCC-TV (A,CY; KOMU-TV (AN)

JOHNSON CITY KINGSPORT, Tenn.~
BRISTOL, 78 187,700
WIHL- TV (A C) WCYB-TV (A,N)

JOHNSTOWN, Pa.—%0 573,600
WARD-TVt (A,C}; WJAC-TV (N,A) tt

JOPLIN, Mo.-PITTSBURG, Kan.-—82 144,300
KODE-TV (A,C); KOAM-TV (AN}

JUNEAU, Alaska—65 2,100
KINY-TV (C)

KALAMAZOO-GRAND RAPIDS, Mich.—92 w545,100
WKZO-TV (A,C}; WOOD-TV (A,N)

KANSAS CITY, Mo.—89 596,600
KCMO-TV (C) KMBC-TV {A); WDAF-TV (N)

KEARNEY, Neb.—91 **100,600
KHOL-TV (A}

(Operates satellite KHPL-TV, Hayes Center, Neb.)

KLAMATH FALLS, Ore.—87 26,500
KOTI-TV (A,C,N}

KNOXVILLE, Tenn.—76 3,700
WATE-TV (N); WBIR-TV (C); WTVK (A) 142 800
LA CROSSE, Wis.—86 110,000
WKBT (A,CN}
LAFAYETTE, La—83 117,700
KLFY-TV " (C)
(Includes CATV Homes)
LAKE CHARLES, La.—83
KPLCZTV (AN} 101,700
LANCASTER, Pa.—89
WCAL-TV (CN) e
LANSING, Mich.— 359,800

WIIM- v (CA) WILX—TV (N} {Onondaga)

LAREDO, Tex.—79
KGNS-TV {A,C,N} L

LA SALLE, NI (See Peoria, IIL.)

LAS VEGAS-HENDERSON, Nev.—89 45,700
KLAS-TV (C}; KSHO-TV {A); KLRJ-TV (N)

LAWTON, Okla. (See Wichita Falls, Tex.}

LEBANON, Pa.—86 114,300
WLYH-TVt (A}
LEWISTON, Idaho—86 20,200
KLEW-TV (CN)
(Satellite of KIMA- TV, Yakima, Wash.}
LEXINGTON, Ky.—56
WLEX-TVE (N3 WKYTH (AC) ik
LIMA, Ohio—68 45,000
WIMA-TVE (A,CN)
LINCOLN, Neb.—87 #205,900
KOLN-TV i

(c)
(Operates satellite KGIN-TV, Crand Island, Neb.)

LITTLE ROCK, Ark.—79 235,800
KARK-TV [N}; KTHV (C); KATV (A}

LOS ANGELES, Calif.—9%6 2,880,600
KABC-TV (A]; KCOP; KH]—TV KTLA;
KNXT (C); KRCA (NJ;

LOUISVILLE, Ky—83 411,500
WAVE-TV (N); WHAS-TV (C); WLKY-TVt (A) ttt

LUBBOCK, Tex.—87 112,800
KCBD-TV (N); KDUB-TV (C,A}

® Major facility change in market subsequent to latest
county survey measurement date.
* Market's coverage area being re-evaluated.
t U.H.F.
T Incomplete data.
tf1 New station; coverage study not completed.
# 1J.S. Coverage only.
** [ncludes circulation of satellite (or booster).
*** Does not include circulation of satellite.
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WAVE-TV gives you
28.8% more MOTORISTS

- 28.8% more viewers, minimum!

Since Nov.-Dec., 1957, NSI Reports have never
given WAVE-TV less than 28.8% more viewers
than Station B in the average quarter-hour of
any average week!

And the superiority during those years has
gone as high as 63.6% more viewers!

More viewers = more impressions = more sales!
Ask Katz for the complete story.

CHANNEL 3 + MAXIMUM POWER
NBC « LOUISVILLE VE

The Katz Agency, National Representatives
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Market & Stations—9 Penetration TV Homes Market & Stations—0 Penetration TV Homes Market & Stations—% Penetration TV Homes
LUFKIN, Tex.— 58,600 ‘ OMAHA, Neb.—91 318,400 SACRAMENTO-STOCKTON, Calif.—92 452,100
KTRE'TV (N, CA) KMTV (N3; WOW-TV (C); KETV (A) KXTV {C); KCRA-TV (N}; KOVR (A}
LYNCHBURG, Va.—85 170,000 ORLANDO-DAYTONA BEACH, Fla.—90 294,200 SAGINAW-BAY CITY-FLINT, Mich.—92 386,400
WLVA-TV (A) WDBO-TV (C}; WLOF-TV (A); WESH-TV (N} wfRNx(_Tyf (A.C); WNEM-TV (AN); 760,000
T (A
MACON, Ga.—83 117,200 o
WMAZ-TV (A.CN) e 103,000 ST JOSEPH, Mo.—-85 142,800
N, 2
MADISON, Wis.— 245,000 -
WS T ROW-TvH (A); WMTVT (N) 1108800 K LIRFIELS ST. LOUIS, Mo.—90 802,400
KSD-TV {N); KTVI (A); KMOX-TV (C); KPLR-TV
MANCHESTER, N.H.—90 149,100 PANAMA CITY, Fla—81 28,200
VA » Fla » ST. PAUL-MINNEAPOLIS, Minn,—91 000
TSR ) WIHC-TV (AN) AN NEREH P ISR i) kvisp-Tv (AT
MANKATO, Minn.—85 109,500 PARKERSBURG, W.Va.—54 122,100
X PRCN ) ST. PETERSBURG-TAMPA, Fla.—90 427,800
Nt (1e) WTAPT (A,CN) WSUN-TVT (Al; WELACTY (N); WTVT (C) 1264900
MARINETTE, Wis. (See Green Bay) PA KSgPOR \_?_/\ﬁh(—ﬁ 130,700 STWFHNOMAS,(\(I:.I,\.‘ ] +
) BNB-TV A
MARQUETTE, Mich—88 59,900 (Satellite of KIMA-TVF, Yakima, Wash.) o
WLUC-TV (C,N,A) SALINAS-MONTEREY, Calif.—88 #%220,200
PEMBINA, N.D.—82 14,700 KSBW-TV (A,C,N}
MASON CITY, lowa—85 164,900 KCND-TV (A) (See also San Jose, Calif.)
KCLO-TV (C) (Includes circulation of optional satellite, KSBY-TV,
MAYAGUEZ, P.R tt PR AN T s WMBD-TVH (15 WIVHE (Al o0 oo Luls Obispo)
, P.R. WEEK-TVT (N); WMBD-TVt (C); WTVI .
WORA- ; i SALISBURY, Md.—67 33,600
RA-TY {WEEK-TV1t operates WEEQ-TVT, "La Saile ) WBOCLTVE (A
MEDFORD, Ore,—88 42,800 sl LR SALT LAKE CITY, Utah—90 253,100
KBES-TV (A,C); KMED-TV (N} WCAU-TV (C); WFIL TV {A); WRCV-TV (N) l((SL—TV l(JC) ;)K(’:PX {A): KUTV (N} ; KLOR-TV g
Provo, Utah
MEMPHIS, Tenn.—80 492,100 PHOENIX-MESA, Ariz.—87 231,800 '
WHBQ-TV {A}; WMCT (N); WREC-TV (C} KOOL-TV {C}; KPHO-TV; KTVK (A); KTAR-TV (N) SAIEICANG(%L%LEX.—SS 29,100
TV )
. PITTSBURG, Kan.-JOPLIN, Mo.—82 144,300
MERIDIAN, Miss—82 130100 KOAM-TV {A,N}; KODE-TV (A,C)
WTOK-TV (AC.N SN ) SAN ANTONIO, Tex.—85 334,500
(ACN] PITTSBURGH. Pa93 234,500 KENS TV { (C]; KONO(A); WOAI-TY (N); ‘rf
MESA-PHOENIX, Ariz.— 231,800 bl . G U
. b KDKA-TV {C); WIIC (N); WTAE (A}
KTAR-TV (N} KTVK (A) KPHO-TV; KOOL-TV (C) SAN DIEGO, Ealif.— £312,700
MIAMI, Fla.—93 571,100 PLATTSBURG, N.Y.—89 *123,200 KFMB-TV (C); Koco TV (N)
WCKT (N); WLBW-TV (A}; WTV] (C) WS (s SAN_FRANCISCO-OAKLAND, Colit.—52 1,345,000
TV (A): s KRON-TV (NJ; KTVU
POLAND SPRING, Me.—90 326,400 ; ; ;
MIDLAND-ODESSA, Tex.—89 98,500 p : J
KMID-TV (AN} KOSA-TY (C); KDCD-TV+ 1t WMTW-TV (A,C) (M. Washingfon, N.H.)
PONC it a Major facility ch i ket subsequent to latest
MILWAUKEE, Wis 629,800 ! ity change in market subsequ °
R . ’ WSUR Tv WRIK-TV county survey measurement dafe.
VW\/;?BJ(TTV (C] WITI STV (AY; WTIMJ-TV (N5 1167.300 * Market's coverage area being re-evaluated.
PORT ARTHUR-BEAUMONT, Tex.—88 _ 161,300 JuRE
T-TV T KPAC- g - ncomplete data.
Mwh?SE;?r(\)/LI(;)ST K§-|A—I'§JI:|—VM(I&"] WCCO v 0 736,000 A=l &) ™ Tli New station; coverage study not completed.
WTCN-TV § PORTLAND, Me 228,000 e US Coverage only.
WCSH-TV (NJ; WGAN TV (C) Includes arculahon of satellite {or booster).
MINOT, N.D 37,600 #4% Does not include circulation of satellite.
KXMC-TV (A o KMOT-TV (AN) ' PORTLAND, Ore. 468,000
KOW-TV (N); ROIN-TV (C); KPTV (A); KATU-TV
L 57,000 PRESQUE ISLE, Me.—87 22,500 NOTE: Above Sacramente Data Precedes New
' WACM-TV (A,C,N}
MITCHELL, 5,054 31400 T ALL TUWER TV
X ’ PROVIDENCE, R.l.—95 697,200
o WIAR-TY (A,NJ; WPRO-TV (C)
MOBILE, Ala.—83 268,200
) : g : ¥ ’ PUEBLO-COLORADO SPRINGS, Colo.—86 94,100 :
el (DR VSN (S RABESIRT KCSJ-TV (N); KKTV (C}: KRDO-TV (A) KCRA-=-TV and other stations
MONAHANS, Tex.—87 31,500 QUINCY, 1ll.-HANNIBAL, Mo.— 159,700 0w operate from a 1'5.49 fOO_t
KVKM-TV (A) WGEM-TV (AN); KHGA-TV &) tower, tallest structure in Cali-
MONROE, La.-EL DORADO, Ark. —80 167,600 RALEIGH-DURHAM, N.C—84 345,200 fornia. Low band Channel 3 now
KNOE-TV {A,C); KTVE (AN} WRAL-TV (N) T WTVD 1A.C) serves new multi-metro-market:
MONTEREY-SALINAS, Calif. (Sce Salinas) RAPID CITY, §.D.—85 #455,600 Sacramento, Modesto, Stockton,
' KOTA-TY IA.CI; KRSD-Ty (N} Marysville-Yuba City and East
MONTGOMERY, Ala—74 163,800 (KOTA-TV operates satellite KDUH-TV, Hay y y an astern
WCOV-TVT (Cl WSFA-TY (NA); 145500 Springs, Neb.) {KRSD-TV operates satellite Contra Costa County.
SRR . KDS)-Tv, Deadwood, S.D.)
MUNCIE, Ind—59 REDDING, Calif.—86 80,500 Statlon EStImateS 550000'
WLBC.TVH (A.CN) S ST 650,000 TV homes.
NASHVILLE, Tenn— 436,200 RE O & 46,600 KCRA-TV isonly primary NBC
WIACHY (& Wary 1w wamTv o CICHLAND Vi, " station in Northern California’s
NEW_BRITAIN-HARTFORD, Conn.—95 706,400 KNDU-TVE (A rich valley area.
WTIC-TV {C}; WNBCT (N); WHCTT 324,400 (Satellite of KNDO Tv¥, Yakima, Wash.)
B o s 691,200 RICHMOND, Va.—85 285,500 e
ey WRVA 'bTv (A); $WIVR ()3 WXEX-TY (N) AR e
e s s
NEW ORLEANS, La.—88 420,900 SRR i
WDSUTY (N ; Wivue (A); WWL-TV (C) RIVERTON, Wyo.—81 12,300 |
KWRB-TV (C,N,A) e
NEW YORK, N.Y.—54 5,350,500 i
WABC-TV (A); WNEW-TV; WCBS-TV (C); WOR-TV; ROANOKE, Va. 319,000 wn
WPIX; WNBC-TV (N} WDBJ-TV (C}; TWsLs-Tv (AN) o o
R T 309,700 ROCHESTER, Minn.—89 144,100 i T
U ) — ' i
WAVY (N); WEAR-TV (C); WVEC-TV (A) KROC-TY (N} o
NORTH PLATTE, Neb.—86 26,000 L T "
KNOP-TV ROCHESTER, N.Y.—94 323,800 v&M gw%& i »w*
) WROC-TV (A,N); WHEC-TY (A.C) IR
OAK HILL, W.Va,—81
WOt sy kel ROCKFORD, W —92 201800 REACHING MOST OF
EX-TVAACH WTV 103, NORTHERN ALIFO
OAKLAND-SAN FRANCISCO, Calif.—92 1,345,000 H < RNIA
KTVU; KRON-TV (N; KPIX (C); KCO-TV (A} RQCK ISLAND, 1Il.DAVENPORT, towa—51 328,300
F-TV (A,C); WOC-TV
ODESSA-MIDLAND, Tex.—89 98,500
KOSA-TV (C); KMID-TV (A,N); KDCD-TV# t ROME-UTICA, N.Y. (See Utica)
OKLAHOMA CITY, Okla. 343,100 ROSWELL, N.M.—88 ¥14,700

KWTV (C); WKY-TV (ND KOCO TV {A) (Enid)

90

KSWS-TV {A,C,N)

WwWwWwW_americanradiohistorv. com
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Market & Stations—085 Penetration TV Homes Market & Stations—9 Penetration TV Homes
SAN OSE Calif.—9. 295,000 TUCSON, Ariz.—86 102,200
J V(A N 3 KGUN-TV (A); KOLD-TV {C); KVOA-TV (N)
(See also Salinas- Monterey, Calif.) TULSA, Okla—85 321,100
SAN JUAN, tt KOTV (C); KVOO-TV {N}; KTUL-TV (A)
WAPA-TV (A N) WKAQ-TV (C) TUPELO, Miss.—80 62,400
SAN LUIS OBISPO, Calif. (See Salinas-Monterey) WTWV (N}
F i TWIN FALLS, Idaho—87 29,700
SADEIEYAF ?Q%BQI}A, Calif.—89 71,800 KLIX-TV (A.CN)
TYLER, Tex.—82 135,400
SAVANNAH, Ga.— 115,500 ¢ ~ ’
WA §a wToc-Tv (CA) SNt
UTICA-ROME, N.Y.—94 160,300
SCHENECTADY-ALBANY-TROY, N.Y.—92 *%420,900 y ’
WRGB {N); WTEN (C) ; WAST (A) VISR
(WTEN operates satellite WCDC, Adams, Mass.} VALLEY CITY, N.D.—84 . 151,000
KX|B-TV (C}

SCRANTON-WILKES-BARRE, Pa.—81 1292,300
WDAUT (C); WBRE-TVT (N) WNEP-TVT (A)
(Includes CATV Homes)

SEATTLE-TACOMA, Wash.— *580,400
KING-TV (N); KOMO-TV (A) KTNT-TV {C};
KTVW; KIRO-TV (C)

SEDALIA, Mo —86 29,600
KMOS-TV (A}

SELMA, Ala.—74 13,700
WSLA-TV

SHREVEPORT, La. 293,800

KSLA (C); KTBS TV (AY; KTAL-TV (N)
(Texarkana, Tex.}

SIOUX CITY, lowa—89 164,800
KTIV (AN); KVTV (A C)
SIQUX FALLS, 5.D.—86 #%223,200

KELO-TV {C,A}; KSOO-TV (N,A]
(KELO-TV operates boosters KDLO-TV, Florence, S.D.
and KPLO-TV, Reliance, S.D.)

SOUTH BEND-ELKHART, Ind.— 140,800
WNDU-TVT (N} WSBT-TVt (C) WSIV-TVT {A)

SPARTANBURG-GREENVILLE, 5.C.-

ASHEVILLE, N.C.—84 439,100
WSPA-TV (C); WFBC-TV (N}; WLOS-TV (A); Tt
WISE-TV?
SPOKANE, Wash.—87 258,600
KHQ-TV (N}; KREM-TV {A); KXLY-TV {C)
SPRINGFIELD, 111.—75 **1165,400
WICST

(N)
(Operates satellites WCHUt, Champaign, and
WICD-TVi Danville, HI.)

SPRINGFIELD-HOLYOKE, Mass.—90 *%1176,400
WHYN-TVt (A,C); WWLPT (N}
(WWLPT operates satellite WRLPT Creenfield, Mass.)

SPRINGFIELD, Mo.—78 127,200
KTTS-TV {C); KYTV (AN)

STEUBENVILLE, Ohio—90 446,000
WSTV-TV (A.C)

STOCKTON-SACRAMENTO, Calif.—92 452,100
KOVR {A}; KCRA (N}; KXTV (C)

SUPERIOR, Wis.-DULUTH, Minn.—87 159,700
WDSM-TV (N,A}; KDAL-TV (C)

SWEETWATER, Tex.—88 55,500
KPAR-TV (CA)

SYRACUSE, N.Y.— ##460,100

WHEN-TV (A, C) WSYR TV (N,A)
{WSYR-TV operates satellite WSYE-TV Elmira, N.Y.}

TACOMA-SEATTLE, Wash.—93 *580,400
KINT-TV (C): KTVW; KING-TV (N1;
KOMO-TV (A}; KIRO-TV (C)

TALLAHASSEE, Fla.-THOMASVILLE, Ga.—81 179,000
WCTV (C)

TAMPA-ST. PETERSBURG, Fla.—30 427,800

WELA-TV (N); WTVT (C); WSUN-TV (A) 264,900

TEMPLE-WACO, Tex.—85 ##2137,700
KCEN-TV (N); KWTZ-TV (AC
(KWTZ-TV operates satellite KBTZ TV, Bryan, Tex.)

TERRE HAUTE, Ind.—87 183,200
WTHI-TV (A,C)

TEXARKANA, Tex. {See Shreveport}

THOMASVILLE, Ga.-TALLAHASSEE, Fla.
(See Tallahassee)

TOLEDO, Ohio—92 385,500
WSPD-TV (A,N); WTOL-TV (C,N)

TOPEKA, Kan.—86 127,200
WIBW-TV (CAN}

TRAVERSE CITY, Mich.—88 *+340,800
WPBN-TV (N,A)

(WPBN-TV operates S-2 satellite WTOM-TV,
Cheboygan)

TROY-ALBANY- SCHENECTADY N.Y.—92 #%420,900
WRGB (N); WTEN

{C); WAST (A)
(WTEN operates sateliite WCDC, Adams, Mass.)
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(See also Fargo, N.D.}

WACOQ-TEMPLE, Tex.—85 *+%137,700
KWTZ-TV [A,C); KCEN-TV {N)
(KWTZ-TV operates satellite KBTZ-TV, Bryan, Tex.)

WASHINGTON, b.C.—90 6,100
WMAL-TV (A) WRC-TV {N); WTOP-TV (C}; WTTG
WASHINGTON-GREENVILLE, N.C.—83 213,200
WITN (N); WNCT (A,C}

WATERBURY, Conn. it
WATR-TVT (A)

WATERLOO-CEDAR RAPIDS, Towa—91 303,200

KWWL-TV (N} ; KCRG-TV (A); WMT-TV (C})
WATERTOWN-CARTHAGE, N.Y. (See Carthage}

WAUSAU, Wis.—86 131,900
WSAU-TV (A,CN)

WESLACO-HARLINGEN, Tex.—80 *69,400
KRGV-TV (N,A}; KGBT-TV (A,C)

WEST PALM BEACH, Fla.—89 102,100
WEAT-TV (A}; WPTV (N)

WESTON, W.Va.—84 98,800
WIPB-TV (A)

WHEELING, W.Va,—89 310,600
WTRF-TV {AN)

WICHITA-HUTCHINSON, Kan.—87 *4277,900

KAKE-TV (A); KARD-TV (N); KTVH (C)
(KAYS-TV, Hays, Kan. satellite of KAKE-TV)

WICHITA FALLS, Tex 140,800
KFDX-TV (N); KSYD TV (C); KSWO-TV (A) (Lawton)
WILKES-BARRE-SCRANTON, 1292,300

WBRE-TV* (N} ; WNEP- TVT (A) WDAU TV (C)
{includes CATV Homes)

WILLISTON, N.D.—81 29,800
KUMV-TV (N,A)

WILMINGTON, N.C.—82 123,900
WECT (A,N,C}

WINSTON-SALEM-GREENSBORO, N.C.—86 384,100
WSJS-TV (N); WEMY-TV (A,C)

WORCESTER, Mass. it
WWORT (N)

YAKIMA, Wash,—78 »#*138,900
KIMA-TVT (C,N); KNDO-TVT (A)
(KIMA-TV? operates satellites KLEW-TV, Lewiston,
Idaho, KBAS- TVf Ephrata, Wash., KEP R-TVf

Pasco, Wash. KNDO-TVT opera‘res satellite
KNDU- TVT, Rlchland Wash.)

YORK, Pa.—57 142,900
WSBA-TVT (A)

YOUNGSTOWN, Ohio—67 1172,000

WFMJ-TVE: 'WKBN-TVH (C}; WKST-TVt (A)
(Includes CATV Homes)

YUMA, Ariz.—82 26,100
KIVA (C,NA)
ZANESVILLE, Ohio—S51 19,200

WHIZ-TVT (A.C.N)

m Mafor facility change in markef subsequent fo latest
county survey measurement date.

o Market’s coverage area being re-evaluated.
1 U.H.F.

11 Incomplete data.

11 New station; coverage study not completed.
* U.S. Coverage only.

*# Includes circulation of satellite {or booster}.

#*% Does not include circulation of satellite.

TV MARKETS

1—channel markets 131
2—channel markets oo 64
3—channel markets .. 61
4—(or more)—channel markets ... - 15
Total U.S. Markets 2N
Commercial stations U.S. & possessions ... ... 547

wwww-americanradiohistory com

North Carolina’s
Grade A World

provides Grade A Coverage
strength for:

Winston-Salem, Greensboro,
High Point — North Carolina’s
largest metropolitan area!

2 More than 400,000 TV homes!
[ J

Thirty-three rich industrialized
counties in North Carolina’s
populous Piedmont market.

More than a billion dollars in
total retail sales and in
consumer spendable income.

WSJTIS
TELEVISION

WINSTON-SALEM /GREENSBORO /HIGH POINT

&
CHANNEL 12

Peters, Griffin, Woodward, Reps.
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TURN BLACK AND WHITE INTO RED

FOR the first time in the more than eight years since
color television standards were approved by the
Federal Communications Commission broadcasters
now have a compelling reason to burst out of the
confinement of black-and-white. The reason can be
stated simply. It is self-preservation.

The longer broadcasters postpone the massive de-
velopment project that will be required to equip the
television audience with color sets, the more they
disadvantage themselves in competition with rival
advertising media. It isnot at all improbable that, on
the present course of technological advances, maga-
zines and newspapers will soon gain a dominance in
color advertising that TV cannot overcome for years.

A glance at the nearest newsstand is all that is
needed to measure the progress that color has already
made throughout the print media. This progress is
especially evident in national magazines. Mass cir-
culation magazines have been radically restyled in
recent years, and in every case the restyling has intro-
duced an expanded use of editorial color. The same
mechanical improvements that have permitted editors
to use more color have encouraged advertisers to use
more color too. Today’s mass magazine is a profusion
of color from front to back cover.

Yet today’s magazine may look drab when matched
against the magazine of tomorrow. Among publishers
the drive is on for an increase in color advertising.

In recent weeks McCall’'s gave strong momentum
to that drive by eliminating premium rates for color
ads. Other publishers will have to meet that compe-
tition. It will not be long before advertisers can
convert much of their magazine advertising from
black-and-white to color at no additional expense
except for color engravings, a minor outlay in a
national magazine campaign. Some advertisers, if
McCall's claims can be believed, have already begun
talking of shifting their emphasis from black-and-
white television to take advantage of the new econo-
mies in magazine color. For any advertiser whose
product looks its best in color, the inducement to
move to magazines will be strong.

In quality of reproduction newspaper color is still
inferior to that of slick-paper magazines, but even so
the volume of newspaper color advertising increased

8¢, in 1961 over 1960, according to Editor & Pub-
lisher. A total of 1,089 newspapers are now equipped
to produce at least one color in addition to black;
they represent 849, of total daily newspaper circula-
tion. There are 584 papers that can print in full
color. Anyone who doubts that these figures have
meaning for television may refer to another Editor &
Publisher report that advertisers who are heavy users
of television are now considered the best prospects
for conversion to newspaper color advertising.

In the race for color dominance the print media
have one strong advantage over television. The maga-
zine and newspaper audience is already fully equipped
to receive all the color that magazines and newspapers
print. Of the 49 million homes now equipped to
receive television, fewer than a million can receive
color. No matter how much effort is put behind color
television development, it will take time to put color
sets in the more than 48 million television homes that
now lack them. The more time it takes, the more
progress magazines and newspapers can make in the
technology of color printing and the more firmly they
can establish themselves as the primary media of
color advertisers. Give the print media another few
years as the unchallenged purveyors of color adver-
tising, and television is bound to lose some of the
advertising revenue it now gets.

The creation of a color audience is more the broad-
caster’s problem than the set manufacturer’s, for it is
the broadcaster whose revenue is threatened by a
diversion of advertising funds to newspapers and
magazines. Advertising is the broadcaster’s only
source of revenue; receiver manufacturers can build
other products for other markets if television broad-
casting turns soft.

It is up to broadcasters to create public demand for
color television. That demand can be created only if
color fills the air. In the long run it may prove that
some television programs and some commercials are
less suited to color presentation than to black-and-
white, but right now broadcasters ought to start
building run-of-schedule color broadcasts. The longer
they are content to stick with black-and-white in their
transmissions the sooner they will see red in their
P&I. statements.

TELEVISION MAGAZINE [/ May 1962
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Designed to work together electrically and mechanically,
RCA Matched TV Systems assure maximum picture quality
and equipment stability,. RCA is the only manufacturer
that designs and builds let tched TV

The Most Trusted Name in Television

®
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Everyhody leans towards Groucho

In Baltimore and Boston and Detroit and Minneapolis-St. Paul and New Orleans and Seattle and Washington,
D.C., and all around the country—bigger and bigger audiences are leaning towards “The Best of Groucho.”
u Take Seattle—from December to January in ARB, Groucho’s rating upped 11 points, from 16 to 27! He tight-
ened his first-place hold on Boston when he rose to 22. He's the new leader in New Orleans with a three-point
gain. And in Washington, D.C., he added 66% to his rating. » “The Best of Groucho” gives you 250 of the
very best from Groucho’s 11-year network comedy hit. And by what's happened to @
date, it makes a powerhouse series for daytime stripping! Give the people in your area NBU Mg

a chance, and they’ll tilt Groucho’s way too. In big numbers! Get the details from . ..

. ! . .
Em————_ie-air e ricanradiohistorvy . com
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