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The Embassy of Israel 

His Excellency Avraham Harman, 
Ambassador from Israel, and Mrs. Harman 
in the Embassy living room . . . 

another in the WTOP-TV series on the 
Washington diplomatic scene. 
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TELEVISION 
TELEVISION AND THE ADVERTISER Last month the Television Bureau of Advertising celebrated its tenth anni- 
versary. A lot of advertising has flashed over the nation's TV screens since 1954 and TvB, the industry's voice in the art 
of selling, has had a large role in putting it there. It has promoted the medium, charted its progress and, in 1964, with 
television the number one choice for national advertisers, it has its eyes on the years ahead. TELEVISION MAGAZINE de- 
votes much of this issue to exploring where TV's been, what it has accomplished and What it looks forward to 35 
PROLOGUE This is TvB's newest presentation, a graphic look at where television has been and where it's going, an ex- 
amination of the medium's physical dimensions and its advertising concepts. Many of the concepts are changing and the 
trends of the past are growing into the opportunities of the future. TELEVISION here reproduces (with accompanying com- 
mentary) 81 charts that are part of the TvB presentation. The story they tell is a history of the medium from 1950 to the 
present, with projections in many areas up to 1970 36 
VIEW FROM THE 24TH FLOOR That's the TvB headquarters at One Rockefeller Plaza in New York. TELEVISION 
went there one afternoon last month to record the views of TvB president Norman Cash and eight of his associates on 
everything from UHF to C-P-M. The resulting Q&A captures at length, and in depth, 10 years of TvB thinking about 
television and some enlightening thoughts about the advertising future of the medium 44 
AFTER 1970 WHAT? Much of what television is today was predicted a decade or two ago. With so many estimates 
and projections around now on what television will have achieved by a not-so-far-away 1970, this is a look into what the 
more advanced thinkers are thinking, and saying, about the medium a decade or two from today. Full wall-Screen TV 
sets? Why not. TV network satellite transmissions? Sure. Boy meets girl in interplanetary space as plot of a true-to-the- 
limes TV series? 0 f course. More of the conjecture on 66 
ELECTION 1964 The presidential election is now history. To report it, the television networks used thousands of 
people and spent millions of dollars. Their planning chore was staggering, their performances brilliant. This is the story 
of how one network, NBC, went about the job. It is told in terms of people-Bob Kintner; Bill McAndrew, Huntley, 
Brinkley and dozens of others-and in terms of the controversial new computers that can do anything, including compli- 
cating things 71 
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the facts show you. ..WGAL-TV covers the entire market 
MULTI-CITY TV MARKET 

100CGONTE 

1010001.67 

LE 111.0G 

U1.000 
SHAMONI 

POTTSVILLE 

<01U101010 

.. READING 
LEBANON 

HARRISBURG 

rcaapt A] 

-SO 

YORK 

T 

ES 

KA10040 
0 

16150R , 

a 

Li 

LANCASTER c 

10 

COATESVILLE 

LS 

Buy WGAL-TV. No other station or 

combination of stations in the Channel 

8 area can claim total-market satu- 

ration. Don't cover just one limited 

area over and over. Reach all the 

market all the time. Buy WGAL-TV. 

WGAL-TV 
Channel 8 

Lancaster, Pa. 
Representative: The MEEKER Company, Inc. 

New York Chicago Los Angeles San Francisco 

StBinmaLn Television St a,.-L az) ri tE3 Clair McCollough, Pres. 
WEAL-TV Lancaster, Pa. KOAT-TV Albuquerque, N. M. KVOA-TV Tucson, Ariz. 
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Meredith operates four service stations. 

If your product is running 
out of gas in Kansas City, 
Omaha, Phoenix or Syracuse, 
pull into a Meredith station. 
Our patented additive MS* 

(Meredith Service) will 
improve its performance, 
add mileage, keep it selling 
smoothly. Our neat and 
courteous attendants will 

give your product's 
advertising special care, 
provide those extra services 
that give it more pick-up 
and power on the air. 

So look for the sign of 
Meredith service in Kansas 
City, Omaha, Phoenix and 
Syracuse. No free air, but 
our rest rooms are clean. 

TOTAL , SATE 

*Through continuing research, a Meredith station can tell you more about its audience and your market. 

Meredith Television: Kansas City KCMO-TV; Omaha WOW-TV; Phoenix KPHO-TV; Syracuse WHEN-TV 

Representation: KPHO, KCMO, WHEN, Katz Agency. WOW, Blair Television 
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THE 
MONTH 
IN 
FOCUS 

The computers' night; 

Weaver loses in West; 

CATV eyes New York; 

etworks start evicting 

T 
HE computers standing shoulder to 
shoulder at the television networks' 

nerve centers on election eve were so 
packed with information it hardly 
seemed necessary for anyone actually to 
vote. The machines probably could 
have determined the whole course of the 
Presidential election from the raw data 
supplied by one man's ballot, preferably 
a high-income Negro Catholic living in 
a split-level house with two and three- 
tenths children in a Midwest Polish 
neighborhood that went for Alf Landon 
in 1936. 

This increasing skill with which use 
is made of the fact that people tend to 
vote according to economic, social and 
ethnic group patterns enabled the net- 
works to give the fastest coverage and 
analysis ever of a national election. All 
three networks fed some variation of an 
electorate model into their computers, 
but the Vote Profile Analysis system de- 
veloped by CBS, Louis Harris and IBM 
generally was regarded the most success- 
ful. Based on a knowledgeable recon- 
struction of voting patterns in 3,600 elec- 
tion districts, VPA enabled the network 
to predict the outcome in state after 
state with notable accuracy. 

Television coverage also had going for 
it the Network Election Service, which 
represented the first time the informa- 
tion media of a sizeable country have 
cooperated to report an election. ABC, 
CBS and NBC each collected the vote 
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in nine states, and the two wire services 
each collected the vote in 12. All in all, 
some 170,000 men and women served as 
election workers, the majority of them 
for the NES. The cooperative service 
gathered the nationwide raw vote some 
35% ahead of the tally speed in the 1960 
presidential election. More than four 
million votes already had been counted 
by 8:30 p.m. EST, compared with about 
three million at that point on election 
night 1960. By 1:30 a.m. 60 million had 
been counted, as opposed to 46 million 
four years earlier. 

EARLY RETURNS 
Although NBC had intermittent diffi- 

culties with its electronic vote analysis 
system, its projection of the Johnson vic- 
tory came as early as 6:48 p.m. when it 
estimated he would win with 60-70% of 
the popular vote. This prediction was 
based on only 2% of the country's pre- 
cincts reporting. Shortly thereafter, Wal- 
ter Cronkite, reporting for a CBS that 
had said it only would call the winner 
when his indicated electoral vote had 
reached 270, spilled the beans by saying: 
"We could project that Johnson is the 
winner, but that isn't the way the game 
is being played here." This seemed to be 
a way to let the cat out of the bag while 
pretending to stroke its ears. 

Harris, commenting on the speed of 
his VPA projections, said that without 
them, "what was known by 8:30 p.m. 

CST would not have been available un- 
til 1:30 a.m." 

Broadcasting's fantastic ability to come 
up with early projections caused con- 
sternation in the ranks of those Gold- 
water spokesmen who feared that a pre- 
diction of a Johnson victory before the 
polls closed in the West would influence 
the voters. After the election, pollster 
Harris said there was no evidence of 
such an effect in the results. If there had 
been, he said, President Johnson's vote 
would have increased as the counting 
moved from east to west, whereas the 
President was strongest in the East with 
69%, compared with 62% in the Mid- 
west and 60% in. the West. This was 
the reverse of a bandwagon effect. 

However, others may argue that the 
bandwagon effect is not the only danger 
to guard against. Perhaps many voters 
in the West who would have cast their 
ballots for Johnson didn't bother to take 
the trouble after a hard day's work when 
they learned he was a shoo-in anyway. 

Regardless of which network was fust- 
est with the mostest, NBC very clearly 
took the rating honors. Arbitrons showed 
the network was on top nationally in 
all of the 7:30-11 p.m. period on elec- 
tion night. This boosted NBC-TV in 
first position for the whole seven-day 
period covered by the Arbitrons with an 
average rating of 17.4. CBS-TV 1-1-1 17.1 
and ABC-TV 13.3. The Trendex reports 
for election night gave NBC-TV a ma- 
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IT WAS A 
LANDSLIDE 

FOR NBC,T00. 
Far more viewers watched 

NBC than 
any other network. 

NBC Television's triumphant coverage of 
the election returns was in no sense the 
achievement of a single night. 

Or even of a single season. 
Such accomplishments are a virtually in- 

evitable product of years of preparation. 
This latest demonstration of first-rank 

reporting and analysis was the collective 
effort of hundreds of talented, tireless NBC 
newsmen from coast-to-coast. These human 
efforts, aided by the electronic wizardry of 
the latest RCA computers, gave the nation's 
viewers the clearest understanding of the 
election night developments. 

NBC News applies a criterion of excel- 
lence to all of its output all year long. And 
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EDWIN NEWMAN JOHN CHANCELLOR 

this output covers an extremely broad 
gamut of subject matter. 

For NBC News, there is no vast gap be- 
tween past and present. Almost nothing, 
after all, is outside the flow of history. 

Obviously, the sudden deposing of a for- 
eign political chief, or the eruption of an 
atomic bomb by an erstwhile non-nuclear 
nation are events calling for television news 
reports and specials. But.- ,perhaps not so 
obviously-there is also a need for specials 
that enlighten us about the past. With this 
in mind, NBC News has produced highly ac- 
claimed documentaries on such subjects as 
ancient Greece and the history of the Nile, 
and will soon present a fascinating explora- 

tion of the Louvre. 
The versatility of NBC News is matched 

by the diversity of the network's entertain- 
ment programming- a line-up rich in first- 
quality drama, humor, comedy-adventure, 
music and fantasy. 

But Election Night, of course, belonged 
to NBC News -to Chet Huntley, David 
Brinkley and all their able colleagues who 
performed so difficult a job in so masterful 
a fashion. 

NBC viewers know the election coverage 
they saw and heard was no one-night stand. 

Couldn't be. 
For NBC doesn't believe in a one-night 

standard. 
Look to NBC for the best combination of news, entertainment and sports, 
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THE MONTH continued 

jority of all TV election viewers for the 
7-11 period with a 52% "election share." 
CBS-TV and ABC-TV scored 33 and 15 
shares, respectively. 

The uncanny foresight of the com- 
puters caused some uneasiness. Pollster 
Samuel Lubell, who doesn't use them, 
decried their heightened importance and 
said he believes "there's still a place for 
human beings in elections." 

In answer to this sort of objection, 
CBS commentator Harry Reasoner said: 
"We all hate the tendency of modern 
life to flatten us out so that, maybe in 
another 10 years, all we can really say 
belongs solely and absolutely and par- 
ticularly to any one man is his finger- 
prints. I think what Louis Harris and 
his associates have done with this sys- 
tem is not to prevent our being our- 
selves, but to help us understand who 
we are: they are not molders of our atti- 
tudes, they are fascinated observers of 
them.. . ." 

It's estimated that the networks spent 
$25 million on their election coverage, 
starting with the New Hampshire pri- 
mary last March. Some $8 million of 
this was spent on election day alone. 
The number of viewers for the election 
broadcasts was about 70 million. 

As for the expenditures of the two 
major parties on network time for their 
presidential candidates: the Republicans 
paid an estimated, $2.1 million for 17 
hours and 5 minutes (much of this in 
daytime) and the Democrats spent some 
$1.9 million for 13 hours 25 minutes. 

Goldwater wasn't the only loser on 
Nov. 3. Ask Pat Weaver. 

One of the things that made Weaver's 
Subscription Television vulnerable was 
its use of telephone lines. In entering 
into contractural relations with a public 
utility like Pacific Telephone Co., STV 
became subject to review by the Public 
Utilities Commission. There also was a 
need for the California State Assembly 
to pass certain tax legislation to cover 
the novel pay television situation. These 
acts by public bodies made Subscription 
Television a public issue, and in Cali- 
fornia any publi( issue can be decided 
in an ele(lion relciendurn if 8% of the 
voters can be peikala,led to sign a peti- 
tion to put it on ilia hat They were 
so persuaded -and the hat vas joined. 

( 11 course, ipl ion I id ry is i on had 
othri v licr;ihilitic.;. I he theater own - 

r r-, ale well orgaMied in California, with 
WliCYCW1111;11] 10 1";11,' war 
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ending up in a position powerful enough 
to force people to pay for what they now 
get free. 

The pay TV forces said the theater 
owners spent about $2 million on the 
campaign, but the owners themselves 
said they only laid out about a quarter 
of that amount. Subscription Television 
had expected to spend $1 million to 
state its case, but ran into a shortage of 
ready money and reportedly ended up 
spending only some $100,000. It clearly 
wasn't enough. The vote was surprising- 
ly lopsided: more than two to one in 
favor of outlawing pay TV. 

It was a stunning blow to Sylvester L. 
Weaver Jr., president of Subscription 
Television, and the firm's major stock- 
holders, including the aerospace com- 
pany Lear Siegler Inc., the Dun & Brad- 
street subsidiary Reuben H. Donnelley 
Corp., the Los Angeles Dodgers and the 
San Francisco Giants ball teams and the 
estate of the late movie executive Mat- 
thew M. Fox, whose death last June 
cost STV a great deal in leadership. 

The three-channel closed-circuit pro- 
gram service closed down Nov. 10 and 
it remained for Weaver to pick up the 
pieces. His first move was to fire off a 
petition to the California Supreme Court 
asking it to enjoin the Secretary of State 
from certifying the amendment into law 
as "clearly unconstitutional. He also 
said he would seek redress through the 
Department of Justice, Congress and the 
Federal Communications Commission. 

It had been an expensive failure. The 
set-back may be so considerable that pay 
television on a large scale may even 
come to some other country-Britain, 
perhaps-before it makes headway here. 

CATV's struggle out of the sticks and 
into the sun of high-rise apartment 
house profits continued apace last 
month. New York City, with its man- 
made mountains of stone playing tricks 
with TV reception, was the major plum 
everyone wanted to pluck from the 
CATV pie. First to ask for a franchise 
were Sterling Information Services, 
which already operates the Teleguide 
closed-circuit hotel information service 
in New York, and TelePrompTer Corp. 
Their petitions to the city's Board of 
Estimate were followed within a week 
by franchise requests from RKO General 
Inc., CATV Enterprises and Teleglobe 
Cosmotronics. 

CATV Enterprises asked to be allowed 
to Operate a service in all five boroughs 
01 the city, while RKO General Inc. spe- 
tilt( ally limited its requested service area 
to Manhattan. The Enterprises petition 
said That. viewers who receive telecasts 
over master antenna systems in New 
York y (about a million persons) 
cannol receive signals over these 
sysleins, while its CATV would make 
holh U and V signals available. 

Meanwhile, in Cleveland, franchises to 

build and operate a CATV system that 
would provide eight U.S. and Canadian 
TV's in addition to the area's three sta- 
tions were applied for by a group of 
local businessmen and lawyers. 

Two-thirds of NBC-TV's 90 Bristol 
Court have eviction notices and must be 
off the premises by January. Only Karen 
(she's the teenager) will still be around 
the Southern California poolside Shan- 
gri La after the new year. The reported 
replacement for her next door neighbors 
is Hullabaloo, a variety type program 
directed at "young moderns." 

Bill Dana also will be carrying his 
own suitcases down to the check-out desk 
at Hotel NBC-TV in January. Checking 
in will be Chuck Connors in a Western 
named Branded. 

The network has promised its affiliates 
there will be more half-hour series and 
fewer long shows in its prime-time sched- 
ule next season. The affiliates have been 
complaining that they lose 20-second 
breaks in network shows that run an 
hour or longer. NBC-TV also announced 
it will open its 1965-66 season early, 
bunched right after Labor Day instead 
of strung out over several weeks. 

NBC wasn't the only network to take 
surgical measures. CBS announced it 
was dropping Mr. Broadway, with For 
the People the most likely replacement. 
ABC was maintaining official silence on 
the rumor that Mickey will be axed and 
Shindig increased to an hour to fill in. 

Meanwhile, the season to come is shap- 
ing up nicely with the announcement 
that both ABC and CBS have plans for 
series about women who have aban- 
doned the feminine mystique for careers 
as private eyes or special agents. ABC's 
Spillane in skirts will be called Honey 
West, a character adapted from the 
paper-bound novels of G. G. Fickling 
and portrayed by Anne Francis. 

CBS's Bond with bosoms has been 
billed by the network as "the most glam- 
orous secret agent since Mata Hari." She 
will be portrayed by Polly Bergen, who 
is expected to brush up on her judo to 
meet the job's strenuous requirements. 

Also in the month that was: 
The FCC notified 29 UHF permittees 

and licensees who have been unwilling 
to put or keep a station on the air for 
fear of failure that they face the loss of 
their authorizations. They were offered 
a chance to defend their position in an 
oral argument. 

RCA produced its three millionth 
color TV picture tube, a rectangular, 
25-inch, 90-degree model now used in 
commercial production. RCA said its 
output next year will be 1.5 million color 
rubes, including the 21-inch round 
model as well as the new 19-inch and 
25-inch rectangular sizes. It's estimated 
111;11 the industry as a whole will produce 
2.2 million color tubes next year. END 
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What makes a great salesman? 
"This little pig went to market." 
And the man who had more to do 
with getting him there ready-to-eat 
than anyone else began a 2M -billion- 
dollar meat-packing business with a 
modest 25 dollars. At age 14, Gus- 
tavus Swift worked in his brother's 
butcher shop. At 16, he bought and 
butchered his first heifer. At 20, he 
opened his first retail store. And, at 
22, he was firmly launched in the 
wholesale meat-packing business! 

Swift's revolutionary ideas of mer- 
chandising changed meat markets 
from dark, dirty stores with meat 
hidden in the back to clean, light, 
airy places openly displaying their 
products. He used salesmanship to 
successfully alter the image of pork 
sausage (then thought of as "scraps"). 
Swift gave the product the appe- 
tizing name "Brookfield," packaged 
it handsomely, and advertised it 
extensively. 

Like Gustavus Swift, who believed 
in change and had the courage to 
"lead the way," the Storer stations 
accept the challenge of leadership. 
Every Storer station is different- 
individually programmed to fit the 
community it represents-but all 
are dedicated to public service 
and great salesmanship. In Detroit, 
Storer's great salesmen are WJBK 
and WJBK-TV, two important sta- 
tions in an important market. 

LOS ANGELES 
KGBS 

PHILADELPHIA 
WIBG 

CLEVELAND 
WJW 

NEW YORK 
WI-IN 

TOLEDO 
WSPD 

DETROIT 
WJBK r 

STORER) 
il:ROADCASTING COMPANY 

MIAMI 
WGBS 

MILWAUKEE 
WITI-TY 

CLEVELAND 
WJW -TV 

ATLANTA 
WAGA -TV 

TOLEDO 
WSPD-TV 

DETROIT 
WJBK-TV 

www.americanradiohistory.com

www.americanradiohistory.com


WSB AM-FM-TV, Atlanta 

Cox Broadcasting Corporation 
salutes Television Bureau 

of Advertising on its 
10th Anniversary 

WHIO AM-FM-TV, Dayton WSOC AM-FM-TV, Charlotte 

WIOD AM-FM, Miami 

White 
Columns 
on Peachtree 

KTVU, San Francisco-Oakland 

COX 
BROADCASTING 
CORPORATION 

CORPORATE OFFICES: 1601 West Peachtree Street, N. E., Atlanta, Georgia 30309 
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FOCUS ON 

STV's future: 
A post-election 

sum-up and prognosis 
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THE TELEVISION MAGAZINE INDEX 
to 66 television-associated stocks 

Closing Change From 
Nov. Oct. 15 Approx. Shares M 

13 Point, np Outstanding C pi 

TELEVISION 
Amerlean BroadcastMgParamount 4510 t + 7 4.5116,000 4 

CBS Inc. 42% 19,410,000 
Copilot Mies Broadcasting Corp. 3410 I'. + S 1,438.000 
Cox Broadcasting Corp. 24% - 3,630.000 
Gros* Telecasting Inc. 20% A- 2 400.000 
Metromedia Inc. 42 + 12 1,695,000 
Reeves Broadcasting Corp, 4% I 3 1.400,000 0,1 
Scripplt-Howard Broadcasting Co. 23t. tt. 1, . ti 2.580.000 37. 
Storer Broadcasting Co. 50% + lb + 1 2,012,00) 1110, 

is Subscription TV Inc 3% 2, 1 39 3.029.000 
Tart Broadcasting Co. 41% , -1', 9 1.833,000 81. 

!` 
Wometco Enterpriars Inc 391; , 3] 1.777.000 1 
TOTAL il.1139,900 4 1.37 

0. 

TELEVISION WITH OTHER MAJOR INTERESTS 
Asco Corp, + 1 11.397,000 9 231 

' Boston lie raid -Trove Ler Corp al 539000 19 
Metro-Craft Industries Inc. 13% 4, t 1446.000 30 
Cowles Magazine* 5 Broadcasting Ire - S 2.301.010 
General Tire 6 Rubber 20% 4 16,719.000 
Maciadden-Bartell Co 5% - 2 1.111000 Ii 
(Meredith Publblung Co. 35 + 1 1.331,006 411 

The Outlet Co. 37 3), 0000 1 

Rollin* Broadcatittng Inc- 8701 k 8,,, t 19 950.009 
Rust Crall Greeting Cards Inc. IV. I d 731,000 

, Time Inc. 140 o 8,380,000 
TOTAL 41,60,000 4 I, 

PROGRAMING 
% mist. Pictures Corp 2% t 19 Kam 

sotumbioi Pictures Corp. 3211 I:) 1.156.00o 
Quollu Productions Inc II-1. 1 1,198.000 
Disney (Walt) Prod, 47 1.103.000 
Illroway* Inc 131, t 3 r 17 Mame 
Four Star Televieten 3).1 - - 086,000 
MCA Inc 44,5,,, I 4,300iloo 
MGM Inc. 41to I 3% t 7 2.009,000 
Medatiion Pictures Corp gr. 4. I 632,0110 
National Title /Dm ottisoites 1; - 1.6114000 
0111014 Films Inc. I 

I- ko 4 t i E0E0.000 Paramount Pictures Corp. 524. 2% I 1.11011,000 Republic Corp, 1% a to - 3 3.454.000 Screen Gems Inc 1111% :to '- 3 3.113,000 
Soven Arts Production* Ltd, 14ko - Ito - 7 tE11.000 Trans-Lux Corp. II% I k - 9 713.000 
Men Century4tix EDIT) Corp Vr.t Is, 

b .. 2 2.101.000 
United Artists Corp. 30ts 31 o 1.532.000 
Walter ReadoSterting Inc I% - - 1,545,000 Warner Bros Picture* Inc. 30 % - 2 4,65D 000 
Wrather Corp. 3 kb + 4 I 753,0o0 

1r.094.00* 

MANUFACTURINQ 
Admiral Corp. 
Ampex Corp. 
rarilarro41 Ratite 6 Phonograph Corp, 
General Electric Co. 
Jerrold Corp 
Magnavox Co. 
Minneretit Mining :lc Moon tacturnmt 
Motorola Inc. 
RCA 
Roovoli industries Inc, 
TelePrompTer Corp. 
Westinghouse Electric Corp. 

nItlt Radio Corp 
ioTAL 

SERVICE 
I'ab1-latt Inc 
Comsat 
MA* Dane Bernbach 
Toots, Cone & Belding 
Genoral Artists Corp, 
MPG Vklentronics Inc. 
Movielab Inc, 
Ntelsen IA, C.) Co 
Papert Koenig, Lois Inc. 
TOTAL 
GRAND TOTAL FOR LINT 

3.21 
3911li 

TI 

a 

154', t '. - 3 3,04,000 4 1, 
Ifika % . 4 9.201000 I 
10% I is 4 4 3,234.060 
eato 4- ilt. 4 3 uo,504,960 

3% ... - 3,040,000 
340o II" i 5 1.319.000 381 
30% H %) -It. I 93.321,1101) 3.1 
91110 212 - 3 4,033.000 
331. I d susammo I, 

*14 t41, - 35 3.1137,000 
8% kb + 4 182.00t) 

4341 4- 1% + 4 34401,000 1, 
07% 114 , 1 9.3011.000 

113.349,900 1113. 

II1X - 11 t.336.0no 
40% + 3 

14 
I 14 tu.000,000 

3 051.000 
_. 3.135.1100 

I 

°a 

Ill 1100,000 
4 469,000 
3 scow 

f . L110,000 

34% 

14 - 
MN 4 

7111v 3 7011,000 
13,563.000 

4.1 1,162,000 420,3114,031,tem 
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At Katz we devote full service, not lip serv- 

ice, to selling the concept of Spot TV. We 

know that harvesting the rewards of Spot re- 

quires planting a lot of seeds. That's why our 

Spot gardeners work full time. With us TV 

Sales Development is a job, not just a title, 

with a department that has no other responsi- 

bility...round the clock, round the calendar. 

You should meet our gardeners. Our TV Sales 

Development Department knows marketing 

as well as advertising. Ask around. You'll 

find with Advertiser and Agency alike the 

Katz presentation is a welcome presentation 

because it's always meaningful. And it's 

always made by knowledgeable people, who 

speak the language. If your business is ad- 

vertising, sooner or later you'll be hearing 

from Katz. But if you're presently hip-deep 

in paste-ups and find you've just missed an 

extended closing, or if your ticket failed to 

place in the NTI sweepstakes, give us a call. 

Our Sales Development gardeners delight in 

emergency service. We're almost every- 

where. Take a look. You'll find us in the 

phone book, under K ...THE KATZ AGENCY, 

Station Representatives. 

at Katz... 
cultivating 

new Spot Advertisers 
is a full time job! 
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FINANCE continued 

line and a minimum of 20,000 subscrib- 
ers each in San Francisco and Los An- 
geles. It immediately kicked-off a high- 
pressure advertising and public relations 
campaign. 

But STV hardly did a good job of 
making friends and influencing people. 
It fell woefully short of its highly- 
heralded goals. To block its plans, 
motion picture exhibitors-who have 
played Hatfields to pay TV's McCoys 
for the last 15 years without any pre- 
vious notable success-started an organi- 
zation called The Crusade for Free TV 
(a name which inspired one industry 

wag to remark: "One thing about the- 
ater operators, even their slogans smack 
of popcorn.") 

STV retaliated by slapping a $117 
million antitrust suit against a specific 
group of movie organizations, theater 
chains and individuals. The crusaders 
and their citizen's committee came back, 
for their turn in the tit for tat maneu- 
vers, and circulated an initiative petition 
designed to put the question of whether 
pay TV should be allowed to operate in 
the state before California voters in the 
November balloting. 

The petition was no joking matter for 
pay TV proponents. They ran scared 
and fought hard. But the motion pic- 
ture exhibitors waged an intensive ad- 
vertising and publicity campaign of 
their own, soliciting signatures from 
movie-goers in theater lobbies and spend- 
ing money like C.B. De Mille for a bibli- 
cal spectacular. In short time the movie 
theater owners had the signatures of the 
458,259 registered voters needed to get a 
referendum on pay TV-it was desig- 
nated Proposition 15-on the California 
ballot in November. 

There are some observers in the tele- 
vision industry who think STV pulled 
a monumental boner by going into Cali- 
fornia in the first place. 

It's their contention that the state 
that once allowed cross-filing in pri- 
maries and where any public issue can 
be decided on an election ballot if 8% 
of the electorate sign a petition to put it 
there, is the only bizarre-enough place 
in the country that would put such a 
seemingly irrelevant item as pay TV to 
a vote. 

Still, STV didn't have much of a 
choice. The Dodgers and Giants are 
California teams and from the first they 
were STV's programing aces. Actually 
they may have been all the cards in the 
deck since the pay TV company never 
did present any additional programing 
of a special nature with any great reg- 
ularity. 

STV has packed in its California op- 
erations and moved the next phase of 
its struggle into the courts. These de- 
cisions and others were made at a special 
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stockholders' meeting which followed 
the election. 

A suit was filed in the Supreme Court 
of California in an attempt to enjoin 
the Secretary of State of California from 
certifying the pay TV vote on the 
grounds that it was unconstitutional. 
Programing in California would be re- 
sumed, it was indicated, if the courts 
made a quick ruling on the suit. Mean- 
while, STV prepared to dismantle its 
studios in Los Angeles and San Fran- 
cisco, sell some of its equipment and 
cut back still more on its operational 
staff, which already had been reduced to 
a skeleton force of about 50. 

In addition, reportedly, individuals 
and financial syndicates in several states, 
approached by STV representatives, are 
ready to negotiate for pay TV franchises 
which would involve the Subscription 
Television system and equipment. Said 
to be included among these "interested 
parties" are the Marshall Field Enter- 
prises in Chicago and real estate finan- 
cier and indefatigable legitimate theater 
angel Louis Lurie in San Francisco. 

This, then, is STV's battle plan for 
the post-election period. The company's 
moves were dictated by necessity rather 
than choice. Its original $21.4 million 
worth of assets have been reduced to a 
shocking $1.6 million. That's a dissipa- 
tion of some $16 million in little more 
than a year. (A part of the $3.3 million 
that the company has on deposit with 
telephone companies in California, how- 
ever, probably will be salvaged.) With 
the break-even point in its California 
operations after some three months of 
operation still a long-range possibility 
rather than a short-term eventuality, 
there was no realistic course to take 
other than abandonment. Unquestion- 
ably STV currently is in an ailing con- 
dition. Its situation calls for an imme- 
diate and heavy infusion of new money. 

But the financing-especially of addi- 
tional monies-for any new pay TV 
project is likely to be as difficult to pro- 
mote as mortgages after the Florida land 
boom. Public confidence in pay TV's 
ability to eventually succeed, indications 
are, has been badly shaken. A look at 

the stock market's reaction to the Cali- 
fornia vote would seem to bear this out. 

Subscription Television Inc., which 
as recently as the close of business on 
July 15 was selling at 14% (the stock, 
sold over the counter, was first issued on 
Oct. 30, 1963 at $12 per share), and which 
at one point during the year hit a high 
of $15.75, had fallen off sharply in recent 
weeks. On the Monday before election 
it closed at $6 bid, $6.87 asked. On the 
day after election its percentage of de- 
cline was even sharper, opening at $3 
bid, $3.50 asked. On the TELEVISION 
MAGAZINE index to 66 TV-associated 
stocks it closed the measured month, 
ended Nov. 13, selling at 37/s, 39% be- 
low its price at the close of the last sur- 
vey period (the biggest loss registered 
by any of the companies examined) . It 
appeared that only expectations of re- 
dress from the courts kept the stock 
from touching rock-bottom. 

Have STV and pay TV flunked their 
real test and lost their chances of a fu- 
ture? Actually a definitive test of pay 
TV is still wanting. Nobody yet has 
combined a practical system with suffi- 
cient variety and volume of attractive 
programing concentrated in an adequate 
testing period to decisively register the 
impact of pay TV. 

But if STV and pay TV are ever to get 
this test they must hurry. The medium 
obviously can't afford to wait another 
several years or so to get off the ground. 
Already there are forces in the offering 
-notably home TV recorders-which 
are capable of twisting pay TV from a 
possible permanent development into a 
transient one. 

It's difficult to believe that pay TV 
ultimately will not get its opportunities 
-especially its opportunity to prove 
whether it can, indeed, offer enough 
added attractions to what commercial 
TV already offers to create a whole new 
communications-entertainment medium. 
STV says it hasn't conceded. It's betting 
-right now against long odds-that it 
will get a second chance. 

m Among other happenings on the 
TELEVISION index of TV-associated com- 

CBS A9C 

WJTV 0..1 12 
Mirsissippi 

KATZ 
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Phyllis Diller's 
laugh is 

contagious 

They caught it in Chicago 
They caught it in Los Angeles 
They caught it in San Francisco 
They caught it in 18 other cities 

They caught it from WABC-TV in New York. 

WABC-TV is where The Phyllis Diller Show got its start. And after 
it had spread to ABC Owned WBKB, KABC-TV and KGO-TV, other 
stations all over the country caught it, too. 

Phyllis did a lot more than a quick bit or a guest shot. WABC-TV 
put as much pure Diller in the show as 90 hilarious minutes would 
hold. Seldom has any performer been given so complete a show- 
case for her talent. 

But that's not too surprising. Because the ABC Owned Television 
Stations take program development seriously. Whether it's enter- 
tainment, public affairs or sports, they put all the talent planning and 
hard work they can muster into the job. No wonder so many of their 

shows catch on. 

ABC Owned Television Stations 
WABC-TV New York WXYZ-TV Detroit WBKB Chicago 

KABC-TV Los Angeles KGO-TV San Francisco 
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FINANCE continued 

panies it appem ccl to be a month where 
the ups evened out the downs. Of the 
66 companies surveyed, 30 sold at lower 
closing prices on Nov. 13 (the last stock 
market business clay before the custom- 
ary middle-of-the-month guideline) than 
they did on Oct. 15. This was offset by 
gains registered by 29 companies on the 
index. The remaining seven companies 
Showed no change. 

Metromedia Inc., Comsat, American 
Broadcasting-Paramount Theaters Inc. 
and Wometco Enterprises were among 
the more significant gainers of the 
month. Metromedia, up 12%, acquired 

FOCUS ON 

David \Votig-I',, Win podtu lion unit in 
(\ hang/. lot 69,-i-it shut-, cil compati) 
stock and about `,1 millitm in (Adi, ne- 
gotiated to sell Kt \( \t Los, Alit_;(1(', to 
a group headed I)) Roh)! \hunt 
apolis, for $125,000, dropped negotiations 
to absorb the beleaguend Curtis Pub- 
lishing Co. and de( r quarterly div- 
ident of 15 cents per ((minion c. 

Comsat, up 11%, delended to Ilic FCC 
its bid for exclusive rights to own and 
operate the first U. S. ground stations 
for a proposed satellite comnrnunitatiun 
system. 

ABC-Paramount Theaters, up 7", 
topped both its rival networks in the 
first national TV audience measurement 
of the season taken by A. C. Nielson 

DOYLE DANE BERNBACH 

(A.), reported recoil ()Ireratmg 
l(rt 1,41111 tfic thud quarter and the fit 

nine 1110111Its of 1'0,1 anti annciutited 
that it, itt lialinciship With the Nladi 
son 'scplare (,.nclen had lot Hied a 

li(ck) ((impair, Io ptodoce iiionicite 
was, anthem« -speciactilal 

("1"(0 111(- 1111 

(high :ntiong all (impanics Sills l'1ed for 
the month), deaued a 25y,, stock divi- 
den(I on all outstanding shares in ad- 
dition to its regular dkidend of I I 

cents a share on class ,1 stock and fre 
cents a shit e on class B and also an- 
nounced pin, to pa) quarterly cash di)- 
idends in the haute that, after the stock 
dividend, will mean an increase itt cash 
dividends of about 11.5%. FIND 

A TELEVISIoN ANALYSIS 

T 
HE financial community is likely to 
find itself with a tiger in its midst if 

Doyle Dane Bernbach Inc., the latest 
TV-associated company to go public, 
kicks up as much dust on Wall Street as 
it has on Madison Avenue. For the 
investor-public is always most attracted 
to growth situations, and, more than any 
others of its breed, Doyle Dane Bern- 
bach qualifies for such classification. 

Now the 18th largest U. S. advertis- 
ing agency in domestic billings, it's the 
biggest founded since 1949. No other 
agency since that time has grown so big 
so fast. Yet DDB hasn't grown through 
merger. And despite being in the busi- 
ness of selling, neither has it grown by 
self-aggrandizement or personal solicita- 
tion. Doyle Dane Bernbach doesn't ring 
doorbells looking for accounts. It has 
grown primarily by fighting for and 
achieving good creative work. Its ad- 
vertising messages nearly always are 
stamped with freshness and imagination. 
At DDB the blunt sales argument con- 
sistently takes a back seat to methods 
that stress originality and encourage 
memorability. But then Doyle Dane 
Bernbach long has made profit by re- 
jecting most of the tenets of modern 
agency practice. 

Or, in the agency's own statement of 
its viewpoint: "We are no respectors of 
tradition; the TV business is too young 
to have any. We suffer no proscriptions. 
We operate under no pat rules." 

Creative freedom is its way of opera- 
tion, the idea that a powerful visual 
image should express the sales pitch by 
itself the thrust of its philosophy. That's 
the approach that has made such an en- 
viable growth record possible at DDB. 

Said Advertising Age in assessing 
DDB's status: "Doyle Dane Bernbach 
manages to stay 'hot.' Where some agen- 
cies heat up in haste and cool off at 
leisure, Doyle Dane can point to a 
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DANE, BERNBACH AND DOYLE OF DOYLE DANE BERNBACH 

continuing streak that has seen billings 
soar from $2.6 million in 1951 to $16.3 
million in 1956 and $50.5 million by 
1961. Last year it topped $84 million." 

The agency's profit performance has 
been somewhat more varied than its 
ability to increase its gross billings to 
clients. Still, here too, it has been fol- 
lowing a decidedly upbeat path in re- 
cent months. For the fiscal year ended 
October 31, 1963, DDB had net income 
after taxes of $806,479, nearly double the 
$414,672 earned in fiscal 1962. For the 
first six months of the current fiscal year, 
net income after taxes was $868,095, com- 
pared to $169,309 for a like '63 period. 

Yet, while not only gross billings to 
clients but also gross income (commis- 
sion and service fee income) have in- 
creased each year since 1959, there have 
been, in the words of the company's 
prospectus, "significant fluctuations in 
the ratio of earnings to gross income 
which are reflected in earnings per 
share." 

In fiscal 1961, for example, a down- 
swing of sizeable effect took place with 

net income after taxes falling off to $230,- 
810 from $410,502 the previous year and 
net income per share decreasing to 23 
cents in fiscal '61 from 41 cents in fiscal 
'60. Overall during its 15 -year history, 
DDB has shown better profits than the 
average established by members of the 
American Association of Advertising 
Agencies in some years, and a worse 
ratio of profits in other years. 

These fluctuations, for the most part, 
have been the consequences of rapid 
growth and its requirements for addi- 
tional people and added space and of 
operating in a business where one or 
two account changes can make a sub- 
stantial difference in profit margins. 
Thus DDB's profit drop in 1961 was 
primarily caused by the departure of an 
account (Philip Morris) that produced 
about 14% of gross income and a sub- 
stantial profit margin in 1960. Still in 
1961, as in other years, the agency con- 
tinued to expand its staff and facilities 
to handle the influx of new business. 

It's apparent, then, that at times 
Doyle Dane has moved too fast for its 

TELEVISION MAGAZINE / DECEMBER 1964 

www.americanradiohistory.com

www.americanradiohistory.com


1 Washington: Interior Secretary Udall says development of Ellis Island offers possibilities. 2 Washington: Los Angeles Angel's Bo 

Belinsky bounced from team for slugging sports writer. 3 Washington: Navy Secretary Nitze optimistic about Philadelphia shipyard 
future. 4 Washington: Senator McClellan says underworld is doubtless behind Chicago bombings. 5 Washington: Brooklyn Navy 
Yard workers protest threatened shutdown. 6 Washington: Senator Clark urges purchase of Army Base Piers by Philadelphia. 
7 Washington: California's Engle makes final Senate appearance. 8 Washington: FBI unofficially investigating Chicago bombings. 
9 Washington: Illinois Senator Douglas says Dunes must be saved. 10 Washington: St. Louis businessman, named"King"of West 
African village, poses protocol problem.11 Washington: Representative Curtis reports on efforts to preserve old St. Louis Post Office. 

Washington news, yes. But of particular local interest. When anything of special local 
or regional import happens in the capital, our 7-man Washington News Bureau headed by John 
Hart and Ivan Scott gets the whole story (279 stories filmed in the past 90 days alone). And speeds 
it directly to the CBS Owned station in the community where it matters most. That's what 
the Bureau was designed to do. That's what it does. And that's one more reason why audiences 
in five major U.S. population centers find-and have always found -the best, most complete 
news coverage on their local CBS Owned television station! CBS TELEVISION STATIONS 
A DIVISION OF COLUMBIA BROADCASTING SYSTEM. INC., OPERATING WCBS-TV NEW YORK, KNXT LOS ANGELES,WEIBM-TV CHICAGO.WCAU-Tv PHILADELPHIA, KM0X-TV ST. LOUIS. 
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DDB continued 

own well-being. Indeed, perhaps in real- 
ization of the dangers of unchecked 
growth, the agency, of late, has become 
increasingly fussy about the nature and 
size of the accounts it accepts (DDB, 
for instance, does not have any cigarette 
clients because it believes "smoking is 
bad for health" and "shouldn't be en- 
couraged") and has spent periods of 
months duration marking time before 
reaching out for new business. 

According to the company's prospec- 
tus, fluctuations in income and earnings 

also are partially caused by the "lead 
time"-about three to six months - 
"when a new client costs money and 
produces no income." An agency, it's 
pointed out, analyzes product character- 
istics and market situations and plans 
and executes basic campaigns before it 
receives meaningful income from a new 
client. Therefore, the prospectus ex- 
plains, "a surge of new business de- 
presses earnings for a time." 

The space and detail allotted by 
Doyle Dane to explaining the change- 
ability of agency fortunes pinpoints a 
key problem facing ad agencies in their 
relationships with the financial com- 
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MOE WERE THE 46th MARK 
AND LOOK WHAT ELSE WE ARE! 

Higher than FIVE MARKETS with Larger Populations. 

Higher than Toledo, Ohio - which ranks 44th in Fooa Sales. 

Higher than Dayton, Ohio -which ranks 42nd in Drug Sales. 

Higher than Providence, Rhode Island, which ranks 40th in Appliance Sales. 

Higher than Lansing, Michigan - which ranks 41st in Furniture Sales. 

Higher than Cincinnati, Ohio - which ranks 34th in Automobile Sales. 

IN FACT, WE'RE HIGHER THAN TOLEDO AND HIGHER THAN 

LANSING-THE CAPITAL OF MICHIGAN-IN EVERY 

SALES CATEGORY!* 

It will pay you to take a closer look at the 46th Market 
-Flint-Saginaw-Bay City. WNEM-TV 5 delivers this big 
Metro Market, PLUS all of Eastern Michigan. That's 
why more advertisers use WNEM-TV 5 than any other 
station in the market. (BAR, January, 1964) 

WNEM-TV 5 has been selling most of the local adver- 

tisers time and time again, consistently for the past 

10 years . . Flint-Saginaw-Bay City-Midland. 

'Sales Mgt, Survey of TV Market 
February 7, 1964 

WW1, Adrian, Michigan and WHEM-FM, Affiliate Stations. 

1411. 
Iry 

1.1n. 
11.1111 

TV WNEM-TV 5 
ILUIVIMti FLINT IIAGINAW BAY CITY AND ALL tAbILAN MICAIOAN 

munity. There long has been a deep- 
rooted feeling of suspicion among finan- 
cial people about advertising. They 
have tended to equate it with show busi- 
ness and to lump both in highly specula- 
tive, unstable classifications. 

This distrust of agencies by the finan- 
cial community on the one hand and 
agency apprehension about the perils 
that might exist in being exposed to 
expert financial scrutiny on the other 
have helped establish inside control of 
agency operations and finances as the 
rule in the advertising business. When 
Papert, Koenig, Lois made a public offer- 
ing in 1962 it opened the way for direct 
relationships to be fixed between the 
financial and advertising agency worlds. 
For the first time, to any great degree, 
ad agencies were examined as possible 
investment vehicles. (Another agency, 
Albert Frank-Guenther Law, predated 
PKL as a publicly owned ad agency by 
about 33 years, but some 98% of its 
stock is privately held and trading for 
the remaining 2% is extremely light.) 

Foote, Cone 8c Belding, following 
PKL's lead, went public last year, thus 
setting a probable trend in motion. All 
during the early months of this year, 
there was much speculation as to which 
would be the next agency to join those 
offering stock to the public. 

OLD HAND AT NEW WAYS 
That Doyle Dane Bernbach should 

choose to pick up the challenge of a new 
way of existence was not surprising. As 
an avowed maverick, DDB, in making 
a move that cut across established in- 
dustry patterns, was following a natural 
course. Growth had made it an attrac- 
tive prospect for public investment and 
the infusion of new money could help 
make further expansion possible. But 
more importantly, at the heart of DDB's 
new creative approach to advertising- 
the approach that won it many clients 
(and some imitators) -were good, crea- 
tive people. They had to be retained, 
while additional key people had to be 
attracted. Consequently, when Doyle 
Dane went public last Aug. 24, the move 
was made partially to establish a fair 
market value for the agency's stock, but 
primarily as a means to reward its talent 
and to attract and hold good people. 

The agency's initial public offering 
consisted of 247,080 shares of Class A 
stock selling at $27 a share. It was over- 
subscribed in half-a-day. The shares, 
representing a 24.8% interest in the 
agency, were sold by 25 stockholders, all 
of whom are key employes of DDI;. Prior 
to the sale, these stockholders owned 
stock equal to 97.3% of the agency. 
They retained a 7 2.5 0;,', interest. 

The agency itself didn't receive any 
proceeds front the sale. The selling 
shareholders, however, received an ag- 
gregate of more than $6.2 million. 

Latgcs1 of the individual sellers were 
Iterithach, president, who re- 
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From the mysteries beyond 
the farthest planets...comes 
the true drama and excitement 
of a new cartoon TV series... 

TiBIERIC 

OF um R1 at) 

LM ADAM 
WIRE OR CALL COLLECT 

A 
INCORPORATE 
\ Dr_ t\A 

FOR YOUR SCREENING PRINT: 
CHARLES McGREGOR, PRESIDENT 

527 MADISON AVENUE 
NEW YORK, N.Y., 10022 

212- PLAZA 5-4811 
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nave you seen her 
on TV lately? 

Or her? 

Or them? 

1. Produced for Philip Morris, Inc. through Leo Burnett Co., Inc. 

2. Produced for Gulf Oil Corp. through Young & Rubicam, Inc. 

3. Produced for Consolidated Cigar Corp. through Papert, Koenig, Lois, Inc. 

PRODUCED BY 

And to PRODUCTIONS, INC. 630 Ninth Avenue, New York, N. Y. 10036 

(212) PLaza 7-0760 

7 

22 

DDB continued 

his 4Ie '.Alms le(eied S920,812; 

received $1,02,468; ice 
',resident and gene) a1 manager, who re- 
teived $851,5l6; his witc Belle, who re- 
ceived $74,871, and Robert Gage, senior 
vice president and chief at t (liter 
received $539,071, Of the 217,080 (1.iss 
A shares sold, 25,000 shi tes ere re- 
served for agency erni)1()yes who bought 
it for $25.38 ($27 less 51.62 for under- 
writers' commissions) per share. 

The attainment of such ample per- 
sonal rewards was not even imagined, 
much less planned for, by these same 
principals in 1949 when the agency was 
founded. Asked once if he anticipated 
great growth in those days, Maxwell 
Dane said: "If when we started, someone 
had said that we'd eventually reach $5 
million in gross billings to clients, we'd 
have been very happy." 

THE GETTING TOGETHER 
The agency's history actually predates 

1949. Some five years before it was in- 
corporated as Maxwell Dane Inc. in 
New York. Dane, a soft-spoken, low- 
keyed man thoroughly steeped in adver- 
tising experience via managerial and 
promotional stints with a department 
store, newspaper, consumer magazine 
and radio station, had opened his own 
agency in New York's Steinway Hall 
Building. In the spring of 1949, Dane 
was interested to learn that a man with 
whom he used to work, Ned Doyle, was 
also starting an agency business in part- 
nership with his current co-worker, Bill 
Bernbach. Acting on Doyle's suggestion, 
Dane joined forces with them. 

On June 1, 1949, Doyle Dane Bern- 
bach was founded with Bernbach, a 
master, self-styled "admaker," who first 
gained prominence as research director 
for the New York's World's Fair of 1939, 
as president; Doyle, who was vice presi- 
dent and account executive at Grey Ad- 
vertising at the same time Bernbach was 
vice president in charge of creative ac- 
tivities there, as executive vice president, 
and Dane as vice president, general man- 
ager and secretary-treasurer. Their divi- 
sion of duties, since that time, has re- 
mained relatively unchanged. Bernbach, 
now 53, is in charge of all creative activi- 
ties. Doyle, who is 61, is responsible for 
marketing, media, research and client 
relationships. Dane, 58, handles admin- 
istration, finance, personnel and public 
relations. Both Bernbach and Doyle 
earned $117,211 in salaries last year, 
while Dane's remuneration was slightly 
less at $103,940. (All directors and offi- 
cers as a group earned more than $1.1 
million.) 

As further evidence of DDB's growth, 
when it first opened shop, the agency 
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RUSSIAN ROULETTE or 

CHINESE CHECKERS? 

When television stations have a time slot to fill, it is no longer a game of 
chance. At least it need not be. The right move to make can now be 
determined with much greater accuracy than ever before: the needs of 
the time period, the type of viewers available, the particular appeal of the 
program, the requirements of the spot advertiser. With all these facts in 
the right slots, the program moves of today and tomorrow are not left 
to chance. They are moves of skill. 

The MGM-TV representative has all the facts and the skills of the business to help make your program moves the winning ones. 

NEW YORK / CHICAGO /ATLANTA / CULVER CITY ,/ TORONTO 
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DDB continued 

employed 10 people besides the three 
principals. As of May 31, 1964, it em- 
ployed 876 persons, 773 of whom were 
in the U.S. and Canada and 103 in Dus- 
seldorf, West Germany. The agency's 
original 2,000 square feet of floor space 
in New York has grown to some 115,000 
square feet at 20 West 43rd St. (the 
original space was in a different build- 
ing) . Fully staffed offices are maintained 
in New York, Los Angeles and Dussel- 
dorf. The last named city is the home of 
DDB's 80% owned German subsidiary. 

In addition, the agency maintains con- 
tact and marketing offices to service cli- 
ents in Chicago, San Francisco, Seattle 
and Montreal. A modest-sized London 
branch was opened last summer. Among 
the principal offices in the Doyle Dane 
organization, New York accounts for 
81% of the agency's billings, Los An- 
geles 9% and Dusseldorf 7%. 

As of June 30, 1964, Doyle Dane had 
73 domestic clients (96 overall) , includ- 
ing such major ones as American Air- 
lines, Chemstrand Corp., Crown Zeller- 
bach Corp., General Mills Inc., H. J. 
Heinz Co., National Federation of Cof- 
fee Growers of Colombia, Olin Mathie- 

from smack dab in the middle of the mitten 

TENTH 

BIRTHDAY 
GREETINGS 
From all your loyal TvB boosters in Mid- 
Michigan, best wishes and many thanks for 
your most effective work in making tele- 
vision advertising the most dynamic force 
in the American Economy today. 

ti 

555 Stoddard Building, Lansing 23 

Michigan's newest TV/Radia facility 

- i!r"" 
.111111.1 

son Chemical Corp., the Polaroid Corp., 
The Quaker Oats Co., the Ronson Corp., 
the House of Seagram and Volkswagen 
of America and Volkswagen Distribu 
tors. Four of these advertisers have been 
with DDB since 1950 or prior and eight 
have been clients for 10 years or more. 
The ten largest clients in the last fiscal 
year accounted for approximately 55% 
of total billings, with the largest repre- 
senting 9% and the tenth largest 2.3%. 

During the first 11 months of this year 
DDB gained 10 new accounts while los- 
ing four. The Democratic National 
Committee was its most publicized, if not 
profitable, client acquisition. While han- 
dling the advertising campaign for the 
victorious Johnson-Humphrey ticket, 
Doyle Dane picked up some controver- 
sial headlines for the provocative TV 
commercials it produced and also an esti- 
mated $3.5 million in television and ra- 
dio billings. 

In fiscal 1963, 36.9% of DDB's bill- 
ings to clients was for magazine and 
business publication space, 29% was for 
radio and television time and talent, 
20.7% was for newspaper space, 3.2% 
was for outdoor and transit advertising 
and 10.3% was for other charges includ- 
ing production. Radio-TV's percentage 
of billings, which has been increasing 
over the years (DDB was once known 
as a print shop) , showed a decided rise 
to 31.1% of total billings for the six 
month period ended April 30, 

In the three months that have elapsed 
since first being traded publicly, Doyle 
Dane's stock (sold over-the-counter) has 
been hard put to hold at its opening 
price. It slipped down 9% to 24% at 
the business close of Sept. 15, rose 3% 
to 25% by Oct. 15, but fell off again, 
to 247/8, by the close on Nov. 13. 

Still Doyle Dane Bernbach's prospects 
look promising. Earlier this year, Max- 
well Dane predicted the agency would 
top $100 million in billings for 1964. If 
fulfilled this performance would repre- 
sent an almost 20% increase in gross 
billings for the agency. 

Then, too, the climate for advertising 
agencies on Wall Street appears much 
improved these days. Negative feelings 
about the advertising business seem defi- 
nitely on the wane. Both Papert, Koe- 
nig, Lois and Foote, Cone & Belding 
have spoken before professional invest- 
ment analysts groups in recent months 
and received generally favorable notices. 
There are bound to be more agencies 
making public offerings in the near fu- 
ture. According to Foote, Cone & Beld- 
ing chairman Robert F. Carney, such 
activity would represent "a coming of 
age" for the advertising agency business. 

In any business movement that de- 
velops into an industrywide trend, the 
front runners figure to be big gainers. 
In the advertising agency business to- 
day Doyle Dane Bernbach, on all ac- 
counts, definitely qualifies. END 
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Who sells the pasta fasta? 
LaRosa is America's largest-selling 'brand of macaroni, spaghetti and egg noodles. And it's no coin- 
cidence that the bulk of the LaRosa advertising budget is concentrated in spot television. As Mr. 
Vincent S. LaRosa, president of V. LaRosa & Sons, Inc., says: "Spot television gives us what we need 
to stay ahead-mass circulation and incomparable impact. We reach more housewives, and we reach 
them when they are planning luncheon and dinner menus:' In New York, Los Angeles, Chicago and 
Philadelphia, LaRosa's messages are seen on the local CBS Owned television stations (exclusively on 
the CBS Owned station in three of these markets). Because on the CBS Owned stations, responsible pro- 
gramming produces large and responsive audiences. If you want to sell oodles of noodles (or strudels), 
contact the nearest CTS National Sales representative. S CBS TELEVISION STATIONS NATIONAL SALES 
REPRESENTING WCBS-TV NEW YORK, KNXT LOS ANGELES, WBBM-TV CHICAGO, WCAU-TV PHILADELPHIA AND KMOX-TV ST. LOUIS 
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THOMAS B. MCCAB JR. 
Chairman of the Board 
Association of National 

Advertisers 

JOHN B. HUNTER ,JR. 

Vice-Chairman 
Association of National 

Advertisers 

EARLE LUDGIN 
Chairman 

Earle Ludgin & Co. 

HAYS MaCFARLA ND 

Chairman of the 
Executive Committee' 

Earle Ludgin & 

DAVID C. WA 

Pres 
Earle Ludgin & CO 

w. CO 

Pr 
Whitehall Labor 

NEWTON N. 
Special Counse 

Cons 
Curtis Puhlishin 

WILLIAM W. 
V.P.-Di 

ItadioTV Pi ogr 
Maxo 

ON PEOPLE 
The 55th annual meeting of the Association of Na- 
tional Advertisers, held in Hot Springs, Va., last 
month, was the scene of key elections. New chairman 
of the ANA board: Thomas B. McCabe Jr., market- 
ing V.P. and member of the board of directors of 
Scott Paper Co. McCabe was vice-chairman of the 
ANA last year, has been a director of the association 
since 1960. John B. Hunter Jr., director of marketing 
services, B. F. Goodrich, was elected vice-chairman. 

Two Chicago ad agencies will become one next month. 
Earle Ludgin & Co. (established in 1927) and MacFarland, 
Aveyard 8c Co. (founded in 1929) have announced their 
intentions to merge. The new agency retains the Earle 
Ludgin Sc Co. name with Earle Ludgin becoming chairman 
of the new agency, Hays MacFarland becoming a director 
and officer of the corporation and chairman of the execu- 
tive committee. David G. Watrous, now president of the 
Ludgin agency, will become president of the soon-to-be 
merged companies. 

The January 1 merger will be the first by either agency, 
who for years have been hot competitors on the Chicago 
scene. Billings of the combined operation have not been 
revealed. 

Earle Ludgin was national chairman of the American 
Association of Advertising Agencies in 1953. MacFarland, 
prior to forming his agency, had been assistant publisher 
and ad director of the defunct Chicago Herald Examiner. 

John W. Culligan, appointed V.P. and chief operating executive of Whitehall 
Laboratories division of American Home Products Corp. earlier this year, has 
been upped again, this time to the presidency of Whitehall. Culligan has 
been with AHP since 1937 and has been a Whitehall V.P. since 1959. AHP 
put $51.4 million in TV last year, most of it behind such Whitehall products 
as Anacin and Dristan. 

Some more ex-broadcasting hands have been called in to help un- 
tangle the confused affairs of the Curtis Publishing Co. Ex-FCC 
chairman Newton N. Minow, executive V.P. of the Encyclo- 
paedia Britannica since 1963, last month agreed to become a special 
counsel and consultant to Curtis. Minow will take a leave of 
absence from the Britannica to work full time on mergers and 
acquisitions for Curtis. John McLean Clifford, Curtis executive 
V.P. and a former RCA-NBC V.P., was tapped to become president 
and chief executive officer, replacing Matthew J. Culligan. 

Maxon Inc. has promoted William W. Lewis to V.P. and director of radio-TV 
programing from his post as manager of TV productions. Lewis joined Maxon 
in 1955, coming from a post as the Geyer Agency's TV department super- 
visor. Maxon last month also appointed two corporate senior V.P.s and co- 
directors of creative affairs: Thomas G. Hagan and Allen Hodshire. Hagan 
Ices been with Maxon since 1959, is creative director on a number of accounts 
i I( Itlinp, General Electric housewares division. Hodshire has been with, the 
agent y since 1955 as creative director on Gillette. 
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You wouldn't run newspaper screen in McCall's. 

Why put this on Channel 2 ? 

When it comes to getting all you can out of your TV 
dollar, putting a commercial on film is about as effec- 
tive as running a 55-newspaper screen in a slick maga- 
zine that will take 120. 

For TV advertising, you want the medium that's 
absolutely compatible with TV. That's video tape. 

Why do TV and tape go so well together? Because 
they both deal with the same raw material-electronic 
impulses. 

When you shoot your commercials in video tape, 
you dramatically increase the quality of picture and 

sound. Tape gives added impact to your message, 
because it's completely adaptable to electronic 
transmission. 

In short, your potential customer sees and remem- 
bers your product more favorably and a lot more clearly. 

At Videotape Center, we make the most sophisti- 
cated commercials. With our modern Edimation equip- 
ment, we do any editing job quickly and accurately. 
(And we do it right before your eyes-so that top cre- 
ative people can be in on important decisions.) 

The people you work with at Videotape Center are 
the best in the business. They have the taste and ex- 
perience to provide whatever your board requires. And 
if you have a problem in editing, lighting, or special 
effects, you can trust them to solve it. 

Videotape Center, 101 West 67th St., TR 3-5800 

Please fill me in on Videotape Center and the advantages 
of putting my next commercial on video tape. 

Name 

Title 

Company 

Address 

City 

State 

J 

Videotape Productions, Inc. M 
A SUBSIDIARY OF COMPANY 3 
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FOCUS ON PEOPLE continued 

HASTINGS W. BAKER 
Managing Director 

Station Representatives Assn. 

M. C. WATTERS 

Executive V.P. 
Scripps -Howard Broadcasting 

ROBERT L. GILBERTSON JR. 
V.P. and General Manager 

WTEN (TV) Albany-Schenectady-Troy 

PETER TRIOLO 
V.P. Director 

Media & Programing 
Ketchum, MacLeod & Grove 

PAUL ROTH 
Media Director 

Communications Services Division 
Kenyon & Eckhardt 

EDWIN C. TRACY 
Division Sales V.P. 

RCA Broadcast & Communications 
Products Division 

DONAI,D M. HINE 
Director International Sales 

Screen (.;erns inc. 

Hastings W. Baker was named managing director of the Station Representa- 
tives Association to fill in for resigning Lawrence Webb. Webb left SRA to 
become V.P. and general manager of KRLA-AM Pasadena, Calif. Baker comes 
to SRA from 20th Century-Fox. He's also been a member of the board of 
directors and secretary treasurer of Beaunit Corp. and treasurer and member 
of the board of directors of Tyrex Inc. 

Scripps-Howard Broadcasting, which operates four TV and three radio 
stations, has moved M. C. Watters up from V.P. to executive V.P. of the 
group. He also continues as a director of the company. Earlier this 
year Watters relinquished his post as general manager of WCPO-AM-FM-TV 

Cincinnati to devote more time to the management of the entire group 
operation. Watters has been in broadcasting for 32 years and with 
Scripps-Howard (at wcro) since 1938. 

Capital Cities Broadcasting Corp. has appointed Robert L. Gilbertson Jr. 
V.P. and general manager of WTEN (TV) Albany-Schenectady-Troy, replacing 
Daniel B. Burke, who recently shifted to w JR, Capital Cities' Detroit radio 
operation. Prior to his new post, Gilbertson was V.P. and western sales man- 
ager for Harrington, Righter & Parsons Inc. in Chicago. Before that he 
was with the Chicago Tribune. 

Ketchum, MacLeod & Grove Inc., Pittsburgh-based ad agency billing 
$45.2 million, named Peter Triolo V.P. and director of media and pro- 
graming. Triolo will be responsible for all broadcast and print media 
buying. Triolo's last post was V.P. and associate media director with 
Ogilvy, Benson & Mather. Edward T. Parrack, KM&G president, said 
Triolo's appointment was the result of Ketchum's rising importance in 
consumer product marketing coupled with its marked increase in in- 
dustrial volume. The agency expects billings to hit $50 million this year. 

Kenyon & Eckhardt last month announced several new appointments in its 
communications services division. Paul Roth, with K&E 15 months as a re- 
search and media specialist, was named media director. Jack Caplan, with 
K&E since 1959 and a media group head since 1962, was appointed associate 
media director. Roth had previously been with Benton & Bowles, Caplan 
with Y8cR. Milton J. Margolis, a K&E V.P., was also appointed director of 
market development and merchandising. 

Edwin C. Tracy has been named to the newly created post of division 
V.P. for RCA's broadcast, technical and scientific sales department of 
the broadcast and communications products division. Tracy, 19 years 
with RCA, continues to have overall responsibility for division sales of 
radio and TV broadcast equipment, closed circuit TV systems, the 
electron microscope and related items. He has been manager of sales 
for this product group since September 1963. 

Donald M. Hine, program manager of ABC International, has joined Screen 
Gems as director of international sales. Hine had been with ABC's inter- 
national operation since 1962, prior to that had held programing posts with 
Transcontinent TV and CBS's KNXT Los Angeles and the Columbia Pacific 
Network. At Screen Gems Hine will work under Lloyd Burns, V.P. in charge 
of international operations. 
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YOU'D STILL BE 
SHELLING pens... 
if it weren't for 
test marketing. 
First, it was canned peas. Then frozen 
peas. Now its vacuum-frozen peas. 
Manufacturers are forever bringing 
out new products-more than 6,000 
last year in the food industry alone. 
But before a manufacturer 

distributes a new product nationally, 
he tests it in one or more areas, 
in order to learn many important 
elements of its marketability. 
Now, Time-Life Broadcast 
has made test marketing a whole lot 
easier by bringing out a unique 
series of booklets on the markets 
where it has stations. 
Each one is rich in food and 
drug information of interest to test 

marketers. And, the facts are 
correlated with TV and radio coverage 
areas-essential knowledge 
for today's marketer. 
These booklets were so successful that 
the Chairman of the Board of a major 
New York advertising agency said 
"Every once in a while an idea comes 
along that is so good, one wonders 
why it hasn't been done before. 
Yours is one of those." 

ADVERTISERS: There are separate books for each of these Time -Life. Broadcast markets: Denver (KLZ-TV, KLZ Radio, KLZ-FM), Grand Rapids (WOOD-TV, WOOD Radio, WOOD-FM), Indianapolis (WFBM-TV, WFBM Radio, WFBM-EM), San Diego (KOGO-Ty, KOGO Radio, KOGO-FM). For your free copies, write Time-Life Broadcast, Rockefeller Center, New. York, N. Y. 10020. 

TIME 
LIFE 
BROADCAST 
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ORLANDO 

DAYTONA BEACH 

CAPE KENNEDY 

the Mid-Florida Urban Complex 

has MORE of both 

FLORIDA'S 

Don't wish-buy WESH-TV selling 

FLORIDA'S No. 3 MARKET 

REPRESENTED BY THE KATZ AGENCY, INC.! NBC 

LETTERS 

MONEY MATTERS 
Now that you have made me unhappy 
after reading what happened to broad- 
cast stocks from '62 to '64, I wonder if 
your next issue will have a third column 
with September 1966 prices? HARVEY 
SPIEGEL, Vice President, Research, Tele- 
vision Bureau of Advertising Inc., New 
York. 

[Editor's Note: Reader Spiegel refers to 
TELEVISION'S calculation in its October 
issue that 100 shares of each of 58 TV- 
associated stocks purchased at their 1962 
lows would have yielded a profit of $72,- 
306.25 if sold on Sept. 15, 1964. Only 
Securities 8c, Exchange Commission regu- 
lations, discretion and the fact that we 
don't have the foggiest prevents us from 
complying with his request.] 

I just finished reading, with great in- 
terest, your magazine's two part series 
entitled "Going Public" [October, No- 
vember 1964]. TELEVISION MAGAZINE iS 

to be congratulated for a very lucid and 
knowledgeable piece of writing. A job 
well done. I would like to have a reprint 
of Part I and II of the series for my files. 
DAVID A. KOPPLIN J. Walter Thompson 
Co., Chicago. 

[Editor's Note: Such a reprint is in the 
works. It will be available at 50 cents 
per copy.] 

Please consider this letter a somewhat 
small reply relating to "Focus ON BUSI- 
NESS" in your September 1964 edition. 
To be specific, the "financial specialist" 
who feels broadcasters are not "smart 
money" and "Broadcasters weren't born 
with a silver spoon, they were handed it. 
And you know what? Most of them still 
eat with their hands because some don't 
know any better and others don't have 
the guts and imagination to make the 
most of what they've got" is the segment 
that is in question. 

To date, it has been my experience, 

the "financial specialists" are generally 
the first with the oldest news and the last 
with the newest news. Their speculation 
is usually first presented to the "smart 
money" who may or may not take ad- 
vantage of the opportunity. No matter 
what formulas or theories may apply, it 
is basic that to be successful one must be 
an independent thinker, do the unex- 
pected with cunningness and shrewdness, 
while remaining within the legal realms 
of our society. This is (in my opinion) 
not the case with the "herd" usually 
found giving advice on Wall Street. 

The "bookkeepers" or "financial spe- 
cialists" (one in the same) are repre- 
sentative of the usual herd that believes 
in running with most any fluctuation of 
the board (primarily for commission 
purposes) . Usually their sources are ru- 
mors acquired in the men's room or 
from their wives over the coffee table 
in the morning. 

It is my suggestion the Wall Street 
"herd" keep their "speculation" to them- 
selves and recognize their place as order 
takers for the "smart money" (whether 
it be broadcasters or others) . 

Concluding, my future success may or 
may not depend upon these "financial 
specialists" but without them it should 
be less complicated and easier to attain. 
JAMES D. DEVLIN Chicago,Ill. 

FOR THE RECORD 
Somebody goofed. In the CATV article 
in the September 1964 issue of TELEVI- 
SION, reference was made to Unicorn Inc., 
a subsidiary organization formed by The 
Katz Agency to investigate CATV. This 
article said, "Katz TV sales vice presi- 
dent, Scott Donahue Jr., was moved over 
from his sales berth to head the new 
operation." Mr. Donahue continues as 
Katz's TV sales vice president. Tod 
Moore, formerly manager of Katz TV 
sales development department, heads 
the new Unicorn operation. D. H. DEN- 
ENHOLZ Vice President, Research-Promo- 
tion, The Katz Agency Inc., New York. 

I would like to request a reprint of your 
very fine story on the CATV industry. 
ALBERT H. GAYNOR Bache 6' Co., New 
York. 

I would appreciate . . six reprints of 
the article "CATV Revisted" which ap- 
peared in your September 1964 issue. 
RAYMOND T. O'CONNELL Regional Man- 
ager, Station Relations, NBC, New York. 

[Editor's Note: Reprints are available at 
25 cents each. See "Reprint Checklist," 
page 89.] 

STILL IN DEMAND 
We would appreciate your forwarding 
six copies of the July issue of TELEVI- 
SION containing a chart of the 50 largest 
advertisers. A. GROSS JR. F. W. Wool- 
worth Co., New York. 
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Check your sales and distribution 
in the BIG MARKET between 
Chicago, St. Louis and 
Indianapolis... 

0 

What are the leading 

brands here? 

'Do urbanites buy more of 

your product than rural 
consumers? 

How's your competition doing 

here? 

Rural woman or her urban 

counterpart ...who buys more 

from you? 

GET THIS FREE STUDY TODAY! 

0-1 

5 2, 02'" 
. 

. . ' 

A M'a e cps. . ,,6c,s ' \) .... 
14 \'`' ...,,ers' cNel \' 10'a 

,,n '5\`'' vola 2,-6 2,\) * 0 ' ,,01N C' oio?'1\ ?,1.6 1° 
9 \\>"as". ,c5 - 

'i'c' NO \-> 
`c..c 

0906.° 
3'06 T V ovt\es* . zge 

G ()cell Co''el 
-1 
le\e , CI ' 

SNc(\" zeo, . * 

PC9ef\-\ 

First in a continuing series-vital 
i''product information compiled to give 
you knowledge of this major market: 
brand popularity facts on 38 food, house - 
thold and toiletry products and appliances 

. obtained by an in-home pantry type 
t survey conducted by L. M. DeBoer, associ- 
' ate professor of marketing, University of 

Write: Midwest Television, Inc., 
Champaign, Illinois. 

co 

AMERICA'S 28TH TV MARKET WCIA-TV 
(based on dominant area coverage) CHANNEL 3 

THE GREATER ILLINOIS MARKET CHAMPAIGN, ILL. 

ETERS, &RIFF] N , SOODWARD, 

WMBD-17 
CHANNEL 31 
PEORIA, ILL. 
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WTEV 

DELIVERS 

The Hot, New 

to the Nation's 

llth Market! 

GREATER 

PROVIDENCE 

The "hot" new ABC programs on 

Channel 6 are only half the 

story! Capturing the teenagers 

is the swinging "LLOYD THAXTON 

SHOW." For the kids, it's FUN- 

TIME with the increasingly- 
popularpuppeteer Pat McCormick 

and His Boys! 

The "stay-up 
fates" are 
enjoying LES 

CRANE, seen 

Exclusively on 

Channel 6.And, 

there's family 

entertainment 
like RIFLEMAN across the board 

at 7 pm. Get the whole Provi- 

dence story and the important 

cost per thousand figures from 

your H-R Man. 

TELEVISION CENTER, NEW, BEDFORD 

SHERATONBILTMORE HOTEL, PROVIDENCE 

Television, Inc. 

32 

FOCUS ON 

TELENISIO 

HE stenotypist TELEVISION hired to take down its Q &A interview 
T with the top brass at the Television Bureau of Advertising was sag- 
ging visibly as the session approached the three-hour mark. He had 
never come across such a profusion of terms as VHF, UHF, C-P-M, 
prime time 20s, etc., nor had he, apparently, ever met under one roof 
the likes of Pete Cash and his coterie of professional talk artists. Some 
120 pages of raw manuscript detailing 10 years in the selling of TV 
advertising, along with some penetrating insight on the future, came 
out of the interview. The tired stenotypist, backed up by a tape re- 
corder to insure accuracy, caught it all. The reader, however, is spared 
all the words. We've boiled the essentials down to the still-sizable but 
not impossible extract that begins on page 44. 

A 
N even more mammoth section of this issue came from Broadcasting 
Publications Inc. executive editor Edwin H. James, who's been per- 

forming as eyewitness to a chunk of television history since last July's 
Republican convention in San Francisco. His assignment: to tell the 
whole story of what went into one network's coverage of the Nov. 3 

election. It was a research project coast-to-coast in scope and a writing 
project of only slightly less lengthy dimensions. In the course of accom- 
plishing it James pounded typewriters in a motel in Cherry Hill, N. J., 
the Drake Hotel in New York, TELEVISION offices in New York and 
Washington and, finally, from his home in Bethesda, Md., where he 
was confined to quarters with an infected (and elevated) leg, a 102° 
temperature and a deadline to meet. How well he met it the reader 
will discover on pages 71 through 86. 

R 
FADERS looking for the "optimum" TV schedule-a challenge put to 

our subscribers in the October issue-won't find it in this issue, 
where we'd promised it would be. The task of poring over the 1,092 
possibilities (all the shows which have appeared in prime time on the 
three networks since 1947) proved 'too formidable for fast response 
and/or analysis of returns. The votes of TELEVISION'S "program ex- 
perts" are still coming in; the game is still open to late entries. The 
evaluation is now scheduled for early 1965. 
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CAN YOU THINK OF AN EASIER WAY 
TO BE UP TO YOUR EARS IN MONEY? 
Eighty-five million dollars worth? Milwaukee Federal Sav- 
ings and Loan Association increased their assets from $55 
to $85 million in the last four years. During this time 
WTMJ-TV carried the major portion of their TV promotion. 
And earlier this year they cancelled all stations except 
WTMJ-TV and still experienced an increase in assets of 
25% or $17 million. Because of this tremendous growth 
Milwaukee Federal is now fifth largest in the state. The 
Milwaukee Federal Advertising Director stated, "The excep- 
tional growth of new money this year has been the result 
of our consistent schedules on WTMJ-TV." This response 
is typical of the influence WTMJ -TV has on Milwaukee. Put 
your sales message on WTMJ-TV ... see why it is contin- 
ually the number one station in Milwaukee for both adult 
viewers and advertisers. 

MILWAUKEE RESPONDS TO VV-T1VIJ-TV 
CHANNEL (cD 

THE MILWAUKEE JOURNAL STATION 
WTMJ-AM-FM 

NBC in Milwaukee 

Represented by: HARRINGTON, RIGHTER & PARSONS - New York 
Chicago . San Francisco Atlanta . Boston . St. Louis . Los Angeles 
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John Tillman's award-winning on-the-spot news and Kevin Kennedy's early and late evening 
reports are Television News Programs that penetrate . . inform . . enlighten. Gloria Okon 
and Marilyn Grey, the only television weather girl personalities in New York add a special vital- 
ity of their own to comprehensive weather reporting. Programming that keeps people more 
than informed is one of 20 Different Worlds of Entertainment this year that give WPIX TV/11 
the scope, quality and appeal of a network. WPIX TV/11, New York's One-Station Network. 

NEW YORK 
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A lot of years. Twenty of them, more than 

half a generation. For television, it's been 

a 14-year climb up from 1950 and the early 

commercial beginnings. Today the medium is 

on the last leg of its journey to milestone 1970. Three 

stories chronicling that journey-and 
examining what the future holds-begin overleaf. 
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THE 
SURGE 

OF 
TV'S 

EARLY 
YEARS, 

THE 
PROMISE 
OF THE 
FUTURE 

THE FIRST DECADE in the life of the Tele- 
vision Bureau of Advertising parallels the 
period of television advertising's-and the 
U. S. economy's-greatest growth. Today's 
new highs present a formidable challenge 
to TV broadcasters and advertisers to 
study where they have been and where 
they are going. TvB's newest presenta- 
tion, "Prologue," addresses itself to the 
challenge. It is presented here in chart 
and text form, an overview of the medi- 
um, its dimensions and its immediate 
future. 

Only 10 years ago advertisers had to 
consider television a selective medium. Its 
physical limitations vied with its advan- 
tages. Many areas of the U.S. had few 
channels to choose among. Many others 
had none. There were cities into which 
many network programs couldn't go be- 
cause there were not enough facilities to 
telecast all the networks. Set ownership 
had only begun to bloom. 

Today, both for the medium and for 
the advertiser, the picture has changed. 
Growth has been phenomenal and con- 

3 1; 

tinuing. Each year has seen expanded 
boundaries in the shape and size of the 
medium. Now, at midpoint of the '60s, 
television is already looking forward to 
the '70s along an ever upward course. 

For the nation's commercial TV stations 
(1), grown from 96 outlets and scattered 
coverage in 1950 to some 560 stations and 

Number 

600 

500 

400 -- 

300 

200 

100 

1050 r. 

TELEVISION 
STATIONS 

1960 

"'"11 

1970 

a full geographic sweep today, the future 
is crowded with speculation. Television 
Bureau of Advertising projections forecast 
at least 50 new station additions by 1970. 
But the ballooning of the station count 
depends on ultra high frequency televi- 
sion. If UHF catches on, the number of 
stations will soar. No one really knows 
about this tomorrow today. 

Television home growth (2) is more cer- 
tain. Along with station growth it has had 
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a rapid climb, from 3.4 million homes in 
1950 to 52.6 million homes this year. About 
98% of all U.S. homes are now within 
range of TV stations. In 1965 television 
ownership will be almost universal (3), 

53,000,000 
TV HOMES 

3 

Will hit 53 million homes and push on to 
include an estimated 59 million homes by 
1970. 

In the early 1950s, millions of people 
visited with neighbors to watch television. 
They eventually bought their own family 
sets, are now in the process of buying 
additional sets for use all over the home 
-and outside it. Multi-set homes today 
outnumber non-TV homes (4) and by 1970, 

MULTI-SET 
HOMES 

'minnow' 
1950 1960 1970 

4 

it's estimated, there will be over 16 million 
multi-set homes, fewer than 3 million non- 
TV homes. 

Television ownership is now above or 
very close to the 90% level in terms of 
territory (5), county size (6), education of 
the family head (1) and family income 
(8). In almost every classification the ad- 
vertiser wishes to zero in on, TV covers 
the prospect. 
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EIA A 

THE TV CONSOLE, the giant of the living 
room even when it only had a 10-inch 
screen, was once the big selling unit of 
the set manufacturers. They sold 3.8 mil- 
lion of them in 1950, only 1.9 million last 
year. More and more, new TV sets are 
being sold to homes that already have 
sets. The additional set is usually a porta- 
ble or table model (9) and it is compact 
enough for use outside the living room. 

The trend to smaller TV sets was ap- 
parent as far back as 1955 when 3.2 mil- 
lion consoles were manufactured to 4.4 
million table and portable units. TV set 
production last year hit 6.7 million units 
-4.8 million of them compact models. 

FrfrFA-7" 
Millions 
of Units 

5 

TV SET PRODUCTION 

TABLE & 
PORTABLE 

CONSOLE 

1950 1955 1960 

9 

Color TV (10) is adding yet another di- 
mension to the TV home and to TV adver- 
tising. While still a fledgling-with an 

Nlalion 

15 

12 

9 
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1950 

COLOR TV SETS 

Toleiaien Digest, 0,8 

10 

estimated set count of about 2 million 
units and a 3.7% penetration of TV homes 
-color by 1970 should be over the 15 
million set mark. 

The latest trend in set manufacturing 
(11) is the small, battery-operated TV set. 
These new units should swell the count 
of multi-set homes, add greater mobility 
to home viewing, and even take viewing 

16 
Manufacturers of 

BATTERY OPERATED 
TV Sets 

IArchandiing WeL, 9/7/64 

out of the home into the back yard or the 
beach. About 16 manufacturers have al- 
ready jumped into battery TV production. 

As a result of more sets per home, view- 
ers per set have been declining (12) and 
television has become a more personal 
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medium with each member of the family 
having an opportunity to follow his or her 
own pattern of viewing. Thus today's TV 
advertiser, using shows of specific appeal 
(sports, fashion, etc.), has an opportunity 
to reach his own specific audience-even 
when the show is opposite programs of 
higher total-family appeal. 
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The pattern of television's future growth 
will more closely follow that of the popula- 
tion (13). The population projection is 209 
million people by 1970, roughly 80 million 
TV sets. 
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THE AVAILABILITY OF TV SETS is mean- 
ingless,' of course, without people avail- 
able to view them, and the pattern of day- 
long viewing (14) is essentially a pattern 
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VIEWING 

PATTERNS 

20 
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14 

of that latter availability. The basic pat- 
terns of this viewing are now firmly estab- 
lished and relatively unchanging. Radical 
change would probably come only with a 

corresponding change in living habits. 
Compared with 1959, 1964 had slightly 
higher daytime viewing levels, a slight dip 
at peak time and a slight growth at late 
evening in the percent of homes tuned. 

The pattern of individual viewing is 
quite often predictable. Men, 69.9% of 
whom watch TV in an average day (15), 
are at work and their viewing obviously 
remains low during the daytime hours. It 
remains high from 7 to 10 p.m. and then 
falls to about 15% at 11 p.m. 
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15 

An estimated 78.4% of all women in the 
country watch TV during an average day, 
and their pattern (16) shows a far higher 
daytime level than for men, following the 
differences in their schedules. 
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16 

Teenagers (17) are a smaller segment of 
the total population but 88.6% of them 
view TV in a typical day. Their peak time 
is about the same as for the family but 
their early evening hours are higher, and 
less than 10% view late evening TV. 
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TEENAGERS 
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- 
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17 

Children (18) are far ahead of everyone 
in TV viewing-99.9% in a typical day, 
higher in the morning than early after- 
noon with a long peak in their pattern 
from about 5 through 9 p.m. 

18 

Put the family back together (19) and 
82.7% of all the people in the country 
watch TV on a typical single day, the high 
point coming between 8 and 9 p.m. when 
some 45% are watching. 

37 
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There doesn't seem to be much anyone 
can do to alter these well-established 
viewing habits. The time-spent pattern has 
followed about the same seasonal pattern 
year after year since 1950 (20), a high and 
low of viewing that ranges from about four 
hours a day at the low point to about six 
hours at the high. Nothing, from elections 
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to recessions, has seriously altered this, 
although the annual level of viewing has 
grown slowly. 

With the coming of the truly portable 
TV set, the three summer months are 
gradually growing closer to the others in 
terms of time spent viewing (21). Fall- 

H6K" 9 Othr Months 

5 ------ 

3 SUMMER Months 
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------ 

1950 1960 1970 
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winter-spring viewing this year averaged 
5 hours 34 minutes; summer viewing aver- 
aged 4 hours 36 minutes. By 1970 it's ex- 
pected that summer viewing will have 
drawn even closer to the cool weather 
average: 4 hours 50 minutes summer view- 
ing, 5 hours 36 minutes over the non- 
summer months. Program re-runs, of 
course, help cut summer viewing. 

The size of today's television audience 
can be seen by the fact that ever since 
1955 there have been more program:, reach- 
ing over 10 million homes per network 
telecast (22) than there were programs 
reaching under 5 million homes. This year 
the under 5 million homes category ac- 
counted for about 6% of all evening pro- 
graming. By 1970 this is expected to drop 
to virtually nothing while programs with 

88 

audiences of 10 million or more will have 
risen to 78%. Implicit in this is one of 
television's most exclusive qualities: the 
ability to reach virtually everyone in al- 
most no time at all. 
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THE MEASURES of television's audience, 
ratings supplied primarily by the A. C. 

Nielsen Co. and the American Research 
Bureau (23), have been the medium's 
standard sales tools ever since the days 
of radio when both national and local 
rating reports started. 

Current and more sophisticated refine- 
ments of rating information, however, go 
beyond total numbers. It is now possible 

FIRST TV RATINGS 

Nielsen A.R.B. 

National March 1950 October 1950 

Local January 1955 September 1949 

23 

to find the differences between similar 
sized audiences of network shows in 
terms of the market value for different 
types of products. Of two network shows 
equal in total audience (24), one often 
supplies the advertiser with more of the 
prospects he's after. 

TWO NETWORK SHOWS 
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From numerous rating studies have 
come insights into audience accumulation 
and audience frequency or repetition. 
Using this data an advertiser can balance 
his schedule's reach with its frequency, 
Such measures also enable the advertiser 
to know that when his spot schedule is 
concentrated on a few stations, or in a 
few markets, or using a few days of the 
week or a few time periods, his concen- 
trated schedule (25) of five prime time 
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spots on one night tends to deliver more 
frequency than reach while the dispersion 
of the same number of spots over a five 
day period (26) will deliver more reach 
than frequency. 

Television's measures of delivered audi- 
ence differ sharply from the usual meas- 
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ures applied to print media (27). Meas- 
ures of "readers per copy," starting with 
LIFE magazine research in 1938, have 
seen magazine circulation multiplied by 
readers-per-copy figures to arrive at a 

magazine's audience. Unlike television, 
print measures show a publisher's results 
and say very little about the advertiser's 
audience. Sometimes overlooked is the 

Life-Politz(1938)' 
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Look-Crossley(1952) 
Crowell-Collier-Simmons(1952) 
Life-Politz(1953) 
Look-Politz(1955) 
Reader's Digest-Politz(1956) 
Look-Politz(1958) 
Nielsen Media Service(1960-'62) 
Simmons(1962) 
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factor of readership (28), which varies 
within the publication advertisement by 
advertisement. There is a big difference 
in average "noting," for example, between 
a half-page black-and-white ad and a four- 
color page. 

AVERAGE "NOTING' 

28 
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A wide range of readership studies exist 
(29) to measure the difference between a 

publication's audience and the readers of 
individual ads within that publication. But 
only one study has shown the qualitative 

AD READERSHIP RESEARCHERS 

Fosdick Starch Ad-Chart Mills Shepard 

Ad-Gage Reader Recall...Reader Impact 

Readex Ad-Ed-Audit...Reader Feedback 

Advertising Readership Traffic Media Echo 

Readers Choice Advertising Impact Measurement 

Reader Ad Rating Reader Evaluation 

Reader Reaction Gallup-Robinson 

29 

difference. That was the American Re- 
search Foundation-sponsored Print Adver- 
tising Readership Measurement (PARM) 
study of several years ago, which showed 
that LIFE magazine had more higher edu- 
cated readers than less educated ones 
(30). But the study also showed how mis- 
leading this measure of the publication's 
audience would be if applied to an indi- 
vidual advertiser in the same issue. 

LIFE READERS 5.0 MILLION 

4.2 MILLION 

LEAST EDUCATED BEST EDUCATED 

30 

Advertiser "A," for example (31), found 
that his audience was just the reverse of 
LIFE's. He reached more of the least edu- 
cated than of the best educated. With tel- 
evision's increased knowledge about the 
advertiser's own audience, from such 
sources as Nielsen's National Television 
Index (NTI), many advertisers wanting to 
know what their dollars buy have swung 
over to TV. 

ADVERTISER "A" READERS 
1.8 MILLION 

LEAST EDUCATED 4,7 w 

1.4 MILLION 

MOST EDUCATED 
216 STUDY 
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IF A TV ADVERTISER buys opposite him- 
self on all the stations in a market at the 
same time (32), he isn't concerned with 
ratings because he is buying sets-in-use, 
and these will probably follow the usual 
pattern of viewing. But few advertisers 
can make a practice of buying opposite 
their own schedules, and so individual 

TELEVISION MAGAZINE / DECEMBER 1964 

STATIONS.. ..W 

Y 

RATING S.I.U. 

32 

program and time period ratings become 
important. By knowing the distribution of 
his own audience market by market or re- 
gion by region, an advertiser can plot his 
own advertising weight-and compare it 
with patterns for his category in the same 
regions of the country. Chevrolet, for in- 
stance (33), knowing where its new car 
prospects are-heavy in the East Central 
region, lower in the South, etc.-can study 
the program rating averages by sales re- 
gion (34) and put its TV ad weight where 
it is needed. 

so 
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The Nielsen TV index (35) divides the na- 
tion into five major areas for many prod- 
uct classifications, and for an advertiser 
in one of those classifications, it's possi- 
ble to see consumption and ownership 
rates. NTI consumption and ownership 
data differ product by product. A food or 
baking company, for instance, can see 

NIELSEN TV INDEX TERRITORIES 
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that cake mixes (36) are big in the West 
Central and the Pacific regions but that 
brownie mixes (37) are down in the Pacific 
and pie crust mixes (38) are down in both 
areas but high in the North East. 

Such market-by-market differences in 
customer value create the concept of spot 
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controlled coverage and reach (39). The 
advertiser selects stations and schedules 
where he needs them, anywhere and in in- 
finite combinations. 

SPOT CONTROLLED COVERAGE 

39 

Only from a knowledge of the difference 
between coverage of a medium and its 
reach is it possible to know that it will 
cost an advertiser less money to reach a 
given number of homes if he will buy more 
markets. To reach 60% of all the homes 
in the nation in a four-week period, an 
advertiser would need to pay $101,200 a 

week if his schedule of five prime time 
20s ran only in the top 50 markets. If, 
however, the advertiser changed his fire - 

39 
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quency to two prime time 20s a week, but 
increased his number of markets from 50 

to 150, his weekly cost to reach the same 
number of homes (40) would be $63,600. 

COST TO REACH 60% OF ALL HOMES 
$101,200 

$63,600 

150 MARKETS SO MARKETS 
. .Week N.t Audience, Weok lc Cost 

40 

This knowledge of audiences, plus the 
knowledge of sales and profit results, has 
led to the increase in total television ad- 
vertiser investments (41), now near the 
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$2.2 billion level, double what they were 10 

years ago. The level is predicted to go to 
$3 billion by 1970. 

Television's revenue growth has not been 
equal in all of the medium's advertising 
forms. Network TV (42) is the largest dol- 
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lar area and has shown the smallest per- 
centage growth. The advertisers' invest- 
ment in network TV has climbed from $85 

million in 1950 to $1.095 billion today, is 
expected to push to $1.442 billion by 1970. 

Spot TV (43) is the fastest growing part 
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of the medium. It took in $30.1 million in 

1950, should reach $730 million this year 
and hit $1.025 billion in 1970. 

Local TV ad dollars (44), a $55 million 
investment in 1955, are now up to $345 mil- 
lion a year, should hit $443 million by 1970. 
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TELEVISION has become the dominant 
medium with national advertisers (45). It 
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In one week last June (48), auto dealers 
were found to be the top users of local TV, 

followed by food stores and commercial 
banks, categories making up the cream of 
local advertising. Local TV is being dis- 

LOCAL TV ADVERTIS S 

Advertisers Commercials 

CAR DEALERS 788 5,402 

FOOD STORES 320 3,082 

COMM'L BANKS 283 2,109 

48 

covered by local advertisers for a number 
of reasons. In one instance (49), branch 
stores now account for about 44% of all 
department store business. The suburbs 

45 are obviously of increasing importance. 

now accounts for 44.2% of all their major 
media dollars vs. only 7.3% in 1950, $1.825 

billion vs. 1950's $115.8 million. By 1970 

TV may be taking an estimated $2.467 bil- 
lion or 46.1% of all national ad spending. 

The average advertiser's budget has con- 
tinued to grow in both network and spot 
(46). Averaging out the spending of all net- 

AVERAGE BUDGET OF A TV ADVERTISER 
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work advertisers this year, "Mr. Average 
Advertiser" put $3,128,000 in the medium. 
He's projected to spend almost $4 mil- 
lion in 1970. "Mr. Average Advertiser" in 
spot TV invested $261,000 this year, is 
plotted to spend $380,000 in spot by 1970. 

The average TV advertiser's budget has 
in fact been growing at a much faster 
rate than the growth of total advertising 
dollars (47), which this year should hit the 
$13.7 billion mark, up from $12 billion in 
1960. 

Much of television's new growth should 
be coming from local advertisers, many of 
whom are discovering TV for the first time. 

49 

Newspapers, however, the basic medium 
for department store advertising, usually 
stay in the central city zone. In the top 
300 markets, according to a 1960 study 
(50), the center city newspaper had 32% 
of its circulation outside the city zone 
where 55% of the population was located. 

A finding of this type means 
age" of suburban homes, dwellings which 
on an average are considered to be 12% 
more important in purchasing power (51) 
than their central city neighbors, and far 

50 
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more important for some special products. 
The retailer-newspaper created concept 

of the city zone and retail trading zone 

FAMILY PURCHASING POWER 
$8,189 

$7,331 

CENTRAL CITIES 

+12% 

SUBURBS 
III, Soles Pionopernent 6/64 
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(52) as the definition of a sales market is 
now out of date because of the movement 
and the mobility of people. These zones 

Retail 
Trading 

Zone 

52 

are now being replaced by the contour (53) 
of the television station signal as a meas- 
ure of the sales area, an area far broader 
than the city zone and often the retail 
trading zone beyond that. For many adver- 

53 

tisers today the television coverage pat- 
tern is defining their warehouse area, 
their sales area and their advertising area. 
It has become (54) a common market that 
crosses political boundaries-just like 

A COMMON 
MARKET 

TV COVERAGE 

WAREHOUSE 

SALES 

54 

This growing use of television by local 
retailers is meaningful in that surveys 
over the years have shown that the local 
retailer likes TV (55), and now is starting 
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GROCERS 
1954 1956 

TELEVISION 72% 

NEWSPAPERS 22% 

RADIO 3% 

Most Nlolsol Soles Mdtun, PC 
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to back it with his own advertising dollars. 
Television, while it has bundles of suc- 

cess stories, also has its times of trouble, 
as in the case of Shell Oil Co. (56). In 

SHELL EXPENDITURES 

1960 1961 

$2.9 

TV 
MILLIONS 

$3.1 

NEWSPAPERS 

$0.8 

TV NEWSPAPERS 
LNA/DAR ol A 

$11.0 

I 
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1961 Shell dropped most of its TV sched- 
ules to move heavily into newspapers. But 
the strategy didn't work; and by 1963 Shell 
was back in TV stronger than ever (57), 

$8.4 

TV 

MILLIONS 

SHELL 
EXPENDITURES 
1963 

$1.4 

NEWSPAPERS 
LNA/BAR, 8 of A 
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Few TV advertisers have been dissatis- 
fied with the medium. Lestoil certainly 
had no complaints (58). This all-purpose 
liquid cleaner started to be noticed back 
in 1956 when its TV budget was only $808,- 
000. By 1958 Lestoil's spot TV spending 

Million 

10 

5 

TV AD DOLLARS 
LESSON 

immi COMPETITION 

=Z1 
1956 1958 1962 

58 

had climbed to $12.3 million, the product 
was top in share of market and a whole 
new industry was created. (Lestoil's com- 
petition also turned to TV and eventually 
took the all-purpose cleaner game away 
from the originator.) 

Alberto-Culver's rise with television (59) 
is the big success story of recent years. 

Million S 

30 

20 

10 

ALBERTO-CULVER'S 
TV DOLLARS 

1956 '57 '58 '59 '60 '61 '62 1963 
Gross Lima Costs NCR, LNA/BAR 
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Its TV course shows the value of having 
access to the majority of people virtually 
all the time. Its TV ad spending today is 
near the $40 million mark. 

New kinds of advertisers are entering 
the medium every year. Associations, for 
instance (60), began crowding into TV in 
1963 and their spending is helping to cre- 
ate a climate in which individual associa- 
tion members can grow as total industries 
grow. 

IN 1963 
45 ASSOCIATIONS 

SPENT 

$10,613,000 
IN TV 
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Another TV ad category becoming im- 
portant is the basic material manufacturer 
(like metals, lumber, etc.) who is learning 
the value of reaching the final consumer 
of his product (61) rather than leaving all 

BASIC MATERIAL 
MANUFACTURER 

old 

BUYING 
PUBLIC 

new /1 
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the progress in the hands of the product 
manufacturer who converts the supplier's 
materials. The ingredient manufacturer, 
like the final product manufacturer, is 
learning that there is no longer a pipeline 
of distribution (62) and that his sales are 
not determined by how much he can man- 
ufacture. Now he knows that sales are 

DISTRIBUTION 

PIPELINE 

82 
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AVERAGE COST OF A SALESMAN'S CALL 
S . 

determined by the chain of demand (63) 
where the pulling power rests in the hands 
of the public, the final consumer. 

U.S. industry can make more than it can 
sell. It must increase its ability to create 
sales to match its ability to create prod- 
ucts. Beyond that, the old idea of corpo- 
rate image is being replaced by the newer 

63 

idea of corporate message (64) where the 
company knows there are a large number 
of people with no opinion concerning 
many of the policies or concepts the in- 
dustry knows are important-and industry 
is learning that if it doesn't tell the pub- 
lic, it can't expect the public to know. 

FOR 

NO OPINION 

AGAINST 

64 

Studies have shown that public appreci- 
ation of a company can effect its sales. In 

a General Electric Co. study (65), the rate 
of product purchase was far higher among 
people who had a strong opinion of a 

company than among those who had a 

strong opinion of its products. 

IMAGE SELLING, SELLS ITEMS 
Strong Opinion of: PRODUCTS CORPORATION 

RATE OF 
PURCHASE 

iniamebtaik- 

22% 

Gntol octrit Co 
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A different study involving a department 
store (66) has shown the reverse to be 

equally true: selling your products can 
help sell your image, Although this par- 
ticular advertiser's commercials talked 
only about the products his store was sell- 
ing, it was found that viewers obtained a 

far better impression of the store itself 
than did non-viewers. 

The ability of television to do more than 
one thing at a time is a reflection of a 

better understanding of the ways in which 

42 

ITEM SELLING, SELLS IMAGE 

MY KIND 
OF STORE 

VIEWERS NON-VIEWERS 

Tot, Sr. Pout Study 

66 

TV works. The medium's effect (67) is not 
just to teach people things. It can change 
opinion and convince even when it does 
not inform, as measured by people's abil- 
ity to play back copy points, in this in- 
stance viewer recall on an hour TV special 
sponsored by an auto company. 

TV'S EFFECT 
+83% 

+41% 

KNOWLEDGE FAVORABLE OPINION 
Vtootor, Autontoli Study 
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Television, however, can implant copy 
points even among the disinterested. Print 
media advertising, going before a less 
captive audience, is forced to address it- 
self primarily to those already interested. 
This was borne out (68) in a study of an 
advertiser's campaign in newspapers and 

ABILITY TO CITE COPYPOINTS 

156 

100 

PRINT TELEVISION 
Powtts,u1S, Boni. Study 

68 

spot TV-TV viewers remembered much 
more of what the campaign was about 
than did the newspaper readers. This in- 
trusive quality of TV enables an advertiser 
to expand his market beyond current cus- 
tomers and to attract the larger group still 
so disinterested it won't bother to read the 
advertiser's print message. 

Sight 
Sound 
Motion 

E-Motion 
69 

To television's communication tools of 

sight, sound and motion there is a fourth 
dimension as important as any of the 

others individually: the personal quality, 
the emotional involvement of the medium 
(69). 

Television absorbs its viewers (70) far 
more than any other medium can, as 

studies into emotion elicited by media 
have shown. Television presents the feel- 
ing of being part of what is happening 

THE MOST ABSORBING MEDIUM 

NEWSPAPERS RADIO MAGAZINES TELEVISION 
S13, S-Marten 5,wdv 
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(71) and this leads to total belief even 
without question because, after all, the 
viewer feels, "I experienced it myself." 
This is one reason why TV commercials 
more and more involve the emotional qual- 
ity of a product rather than just a dem- 
onstration that it works. 

TV no longer needs to teach to convince. 
It can present the final experience direc- 
tly to the viewer without the need for 
symbolic or logical translation through 
words or letters. 

I FEEL AS THOUGH 
I EXPERIENCED 
IT MYSELF 

21 

11 

1111115 
RADIO NEWSPAPERS MAGAZINES TELEVISION 
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The importance of greater knowledge 
about advertising and about media (and 
their differences) stems from the in- 
creased costs of selling, both in-person 
and through mass media. The average 
cost of an in-person salesman (72) con- 
tinues to grow. And even the in-person 
salesman has few of the tools of com- 
munication that TV offers-the zoom, the 
closeup, the time-lapse, the obvious abili- 
ty to cover more people in less time and 
for fewer dollars. 

$3035 

$22.33 

$16.94 $17.29 

19 

72 
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The cost of media advertising has been 
growing steadily and shows no signs of 
halting or reversing its course (73). 
Print's cost-per-thousand has been in- 
creasing for many years. TV's C-P-M has 
only recently started to increase; in 
1964 it's figured at $4.69 vs. newspaper's 
$5.22, magazine's $6.21. On a projected 
basis, TV's 1970 C-P-M will be about $6.12 
vs. $6.04 for newspapers, $6.70 for maga- 
zines. Future advertising will cost more 
but, as even the complaining advertisers 
realize, customers will be worth more. 

COST PER 1000 

56.00 IS MAGAZINES' 

NEWSPAPERS' 

$4.00 

CIRCULATION 
0E1,11E0 AUDIENCE 

1950 1960 1970 
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THE GROSS NATIONAL PRODUCT (74) 

continues to rise. This year it should hit 
$625 billion and by 1970, the U, S. Depart- 
ment of Commerce estimates, it will top 

Billion $ 
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NATIONAL 
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$824 billion. Still, advertising's share of 
GNP (75) has been on a four year slide- 
2.37% in 1960, 2.20% today. More is being 

3% 

se00010111M11"108*Mastsw 

ADVERTISING'S SHARE 
OF GNP 

1970 

75 

accomplished in the economy with ap- 
parently less advertising, and it's happen- 
ing in the face of an increase in discre- 
tionary dollars (76). More people are 
steadily becoming able to buy more 
things, and industry is doing less ad- 
vertising to get these people to buy. 

Some industries and some companies 
are doing less advertising, but others are 
keeping up with the opportunities. If the 
function of advertising is to increase 
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sales, from which will come profits (77), 
then the faster people can be reached to 
cause them to buy products, the faster 
will come sales, profits and dollars for 
more advertising. Television's reach and 
audience delivery is the fastest advertis- 
ing possible today. Between 1959 and 1963, 

77 

FORTUNE magazine's top 500 industrial 
corporations enjoyed a 24% increase in 
sales (78). During the same period, those 
advertisers among the top 100 national 
advertisers spending more than 60% of 

INCREASED SALES 
11959/ 9631 

24% 
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78 

their budget in TV increased faster. The 
rate of sales increase goes up with pro- 
portion of budget in TV. Advertising in- 
creases sales, and TV does it fastest. 

The same top 500 industrial corpora- 
tions with the 24% increase in sales had 
a 24% increase in profits (79). Those top 
100 national advertisers with even 50% 
or more of their budget in TV increased 

INCREASED PROFITS 
(1959/ 963) 
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still faster. The greater the proportion 
of their budget in TV, the faster their 
rate of growth in profits. 

Measure a company another way. Of 
the top 100 national advertisers, those 
with the smallest percentage of their ad 
budget in TV had the smallest increase 
in the value of their corporate stock (80). 
The greater the proportion of their budget 
in TV, the greater their stock value in- 
crease. 

Why does television create profits? One 
reason is that it creates something for 
an advertiser that can be many times 
more important and many times more 

INCREASED STOCK VALUE 
11959/1964) 71% 

14% 

1% 1111 
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% BUDGET IN TV' 
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valuable than his fixed assets: his cor- 
porate "goodwill." 

The market value of a company con- 
sists of its plant and equipment plus the 
price people will pay for the company's 
stock over and above the fixed assets. 
This added factor is often called "good- 
will." The top 100 national advertisers 
show that the greater the percentage of 
their budget in television (81), the greater 
goodwill is as a percentage of their cor- 
porate worth. Turn the figures around. 

"GOOD WILL" 
AS% OF MARKET 
VALUE 

19% 

BUDGET 
IN TV 0-19.9% 20-39.9% 40-59.9% 60-79.9% 80-100% 

Top 100 notional advorti5ars-1962 AdverlitN, Ag. B/26/63 

35% 

46% 

59% 
66% 

81 

Among those top 100 national advertisers 
with more than 80% of their budget in 
TV, goodwill accounts for 66% of their 
market value. This means that the re- 
maining 34% of their market value rests 
in their plant and equipment. In other 
words, their total market value is three 
times the value of their plant (34% ><3 = 
102% vs 100% as total market value). 

THE DECISION to become a major tele- 
vision advertiser reflects many manage- 
ment decisions. Enough have made it to 
make TV the largest national advertising 
medium. Few seem anxious to change 
their minds, and each day more make 
the move into the medium. Television's 
tomorrow has a strong base to build from. 
The prognosis is good. 
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THE PRO'S APPROACH: 
HOW TELEVISION LOOKS 

FROM ITS OWN SIDE 
OF THE BARGAIN 

Television editors in conference with nine of TvB's top executives on Nov. 5, 1964. Center: Norman (Pete) Cash, TvB president. 
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Ten years ago the Television Bureau of Advertising 

got into the act. The medium it was out to sell has 

come a long way since. So has TvB. In this account, 

transcribed during an interview between Television 

Magazine editors and TvB' s professionals, is the story 

of what's been discovered about the advertising side 

of the medium since 1954, and what's still in store. 

What were the priorities TvB set for itself at its inception 10 

years ago? 
Cash: To get a larger share of both the national and local 
advertiser's dollar, zeroing in on the non- and light users 
of television. To do this, we first had to organize a staff. 
It originally numbered-and I am guessing-five.* Then we 
had to organize the quantitative facts of the television me- 
dium as they were then known, and to add to those quantita- 
tive facts things which we felt were necessary. 

One of the most important and original things was the 
compilation of spot television advertising expenditures by 
quarters of the year, and also to bring into play in one 
place the dollar expenditures by advertiser and by brand 
as those data are available. This was a basic benchmark- 
what is the activity in dollar criteria of usage of this me- 
dium? Ours is probably the fastest reporting of these facts 
of any medium with the one exception of magazines, which 
have a syndicated service. 

Though we do not have figures on every advertiser avail- 
able to the general advertising public, we are-by contract 
with the suppliers of these basic data-in a position within 
the selling concepts of a presentation to an advertiser, to 
report to him the dollar activity of his competitive brands 
in the television medium. 

In addition to that, we at the very early days realized we 
needed more basic research in the medium, away from 
quantitative facts. We have moved along, not at the rate 
of progress that we are pleased with, into non-quantitative 
areas concerning television as an advertising and selling 
force. 

That research will always be terribly important. 
Always we realized not only did we have to be right as 

a medium in a sense of quantitative dimensions, we had to 
seem to be right. 

Under this concept it was necessary for us to promote 
the successful use of the medium. We were able, with the 
Lestoil story, for example, to promote a usage of television 
for an entire new category of product, heavy duty liquid 
detergents, and hence spread that same theory to many ad- 
vertisers. That is, I think, one of the basic things that 

*Oliver Treyz, president; Norman Cash, station relations; Ray Nelson, 
sales; Leon Arons, research; Sid Mesibov, publicity. 
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came out of this-that advertising led distribution of prod- 
uct. It led sales people. 

It also unearthed the value of time that almost was looked 
down the nose at by all other advertisers. It meant buying 
all stations in the market for 52 weeks. 

These are the kind of things that we feel are the responsi- 
bility of TvB-to allow other advertisers to learn by success 
and failure how to use this medium more efficiently. 

These were the priorities we set up for ourselves then 
and are building on even today. They are a long way from 
being finished. 

Where did the idea come from initially. Did TvB spring full 
blown? 
Cash: This is-many answers are given to this, and I mean 
sincerely to give credit to all those who are responsible for 
it-but it does trace itself back to a handful of men sitting 
in, of all ridiculous places, the Bath Room of the Ambas- 
sador East in Chicago. 

This was in the spring of 1954. TvB came out of that 
meeting, which was driven basically by the fact, why 
shouldn't television, then a full grown medium, have the 
opportunity to have its sales bureau as did all other media? 

At this point, frankly, I hadn't even heard about the 
bureau, and it was called by a different name. It was then 
the Television Advertising Bureau rather than the Tele- 
vision Bureau of Advertising. Dick Doherty, who was the 
first paid staff member, headquartered in the New Weston 
Hotel and cranked out that first semblance of formality. By 
the turn of the year there were some 40 stations that had 
committed themselves in writing to support such a bureau. 

It fell my particular role, shortly after my joining the 
bureau on Dec. 29, 1954, to find out where the money was 
to support such an enterprise. It wasn't exactly sitting in 
one bank account. By the close of business January 1955, 
30 days after we began, we had committed over $400,000 
from that original nucleus of stations, networks and station 
representatives, then with 011ie Treyz as the first president. 
We were able to start even then to launch that first run on 
some of our major projects. 

Was it TvB's first priority to work in the area of spot rather 
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THE PRO'S APPROACH continued 

than the area of promoting television 
as a network medium? 
Cash: There was much conversation on 
this point. Was it a spot bureau? Was 
it an all-TV bureau? 

Fortunately, at any rate, the person- 
nel have always run and will continue to 
run under a concept of "We are in busi- 
ness to serve the advertiser and his agen- 
cy-first." By doing this properly, we 
will then serve the station, network and 
the station representative best. 
Isn't it generally true that even now 
spot is in more need of your services 
or the organization's services than the 
networks are? 
Cash: Because it has been our job to 
work on the non- or light user of the 
media, spot naturally has fallen more 
within our range of activity than net- 
work. Most advertisers start in to tele- 
vision through the spot or local route. 
Huntington: One of the reasons we went 
into spot so heavily in the beginning, 
and still have to, is because so little was 
known about it. just by measuring the 
dollars spent in spot we virtually 
doubled it, the size of the medium, be- 
cause up to that point all we had was 
an estimate of how many dollars were 
spent in spot and suddenly television 
became, when you included spot, the 
number one medium among national ad- 
vertisers. Without spot as part of it, it 
still would be way down the list. 
Sheehan: At that time there were so 
many people who didn't even know what 
spot television meant as an expression. 
Huntington: It was those little things 
between programs. That was the classic 
definition of spot. 
Sheehan: We tend to forget how badly 
needed a thing like this was, because it 
was a new language for many people to 
learn, people who had been in radio, 
people who had been in other media 
work, and some of our work was pretty 
basically educational. 
Huntington: I think we have the same 
educational problem today, but at a dif- 
ferent level. When you get to the cor- 
porate head, he has never heard of spot. 
He is thoroughly familiar with network, 
but he knows almost nothing about spot. 
His media people may know, but he 
doesn't. 
Are there any convenient benchmarks 
that we can use to measure the medium 
at the time that Tv It came into being 
against now? 
Cash: Our best estimate is that televi- 
sion had 9% of the advertising pie in 
1955. It will be about 16% at the end 
of 1964. 
Huntington: The actual advertising dol- 
lars have doubled. The reason that our 
percentage has not increased as fast as 

the dollars is because the total adver- 
tising pie increased. 
Spiegt/ In 1956 spot TV was $329 mil- 
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lion, local was $250 million and net- 
work was $625 million. This is net time, 
talent and production. 
As I remember our series on the media 
competition, it seems that magazines 
had been the leading national medium 
until about 1956 or so, when television 
passed magazines, and now, of course, 
television is completely ahead. Right? 
Spiegel: Newspapers and magazines used 
to zig-zag prior to 1955. In 1955 we be- 
came the number one national advertis- 
ing medium. 
Arons: I think it might be pointed out 
here that one of the important purposes 
of setting up the annual spot report 
figures that we did, was to give spot 
visibility. It made it possible to go to 
an advertiser and say, "Look, here is 
what your competitor is doing." Ameri- 
can Tobacco, for instance, had never 
realized that they weren't in on that 
particular medium, and some of their 
competitors were. 
Cash: Philip Morris was in that same 
category. They were then sponsoring I 
Love Lucy, the largest single audience 
program on television. We quickly dem- 
onstrated to them they were being out- 
advertised both in money and advertis- 
ing pressure when we brought spot 
into focus with them. That is a direct 
implementation now of the spot data. 
You might be interested in what hap- 
pened when we employed these research 
tools in the product category of deter- 
gents. The product was All, then owned 
by Monsanto Chemical and marketed 
by Monsanto. 

We went to Monsanto's offices in St. 
Louis, having researched the usage of 
detergents for washing clothes in homes 
which had washing machines to use this 
product-you didn't wash your hair with 
it-therefore it was important for us to 
relate both the homes that used this 
machinery and report their ownership 
of television sets. This was probably the 
narrowest measurement of television we 
could employ, because we were cutting 
our circulation to bits like crazy. We 
were throwing away millions of homes 
which did not own a combination of 
these two items, you see. 

Our presentation was briefly inter- 
rupted by Needham, Lewis 8c Brorby 
saying, "What are you doing with our 
client?" We didn't realize we had to 
bow to anybody. We were trying to 
bring meaningful advertising to the ad- 
vertiser and his agency. We flew to the 
agency in Chicago and gave the same 
data to the agency at 7 o'clock at night 
-and not under the most pleasant of 
circumstances, I can assure you. But 
again, the industry of stations, networks 
and representatives didn't put us into 
business to be nice boys and popularity 
contest winners. 

It was effective, to the point that we 
shifted that budget out of full-page news- 
paper space into a television spot cam- 
paign. 

But we did establish a new policy for 
the bureau, which we still adhere to. We 
advise both advertiser and agency simul- 
taneously that we have something to say 
to them. Whoever calls first we go to. 

We then employed Market Research 
Corp. of America to follow up with more 
data of this kind, as George Huntington 
pointed out a minute ago, that all mar- 
kets are skewed, products sell at differ- 
ent levels in different sections of the 
country, and it was important for us to 
relate our media weight to the size of 
that market, be it for detergents or cig- 
arette smoking or instant coffee. 
Huntington: You can see the evolution 
of sophistication because at the very be- 
ginning, with Clorox, we were talking 
about the consumption of liquid bleach 
by television homes versus non-television 
homes. Then later on we did used car 
buying versus new car buying by tele- 
vision sets-in-use. That was one step up. 
Finally we got to the point where we 
were doing the ownership and consump- 
tion of products by audiences reached 
by specific spot schedules. 

So you got from the very basic- 
which was how many television homes 
in the country there are, and how many 
of them consume a product, versus non- 
TV homes-to the level of sets-in-use re- 
lated to product, and finally to actual 
delivered audience related to product. 
Spiegel: I think it's important to point 
out, George, that was back in 1956 and 
1957. These are the kind of noises we 
are hearing today from agencies, the 
need for this kind of data. They didn't 
exactly perk up in those early years. 
Arons: As a matter of fact, we had quite 
a lot of difficulty getting sufficient inter- 
est in the relation of television media 
information to marketing. They said, 
"Well, it's very interesting," but they 
didn't really take advantage of the mar- 
ket segmentation studies that we were 
carrying on, and it is only recently that 
the industry has caught up with us. 
If it is possible to weight your services 
in importance to the industry, where 
would you place your statistic-gathering 
function as against the sales function? 
Arons: Our research naturally involves 
statistics, but it has gone into a con- 
siderable number of areas that usually 
are called qualitative. We have always 
felt that we had to know as much as we 
could about our medium and the kinds 
of use that were made of the medium 
and the marketplace by consumers them- 
selves and so on, that the more we knew 
the more effective a job we could do 
and an advertiser could do, using the 
medium of television. 
Now you're getting to a key question. 
What have you learned about the me- 
dium that is of interest to an advertiser, 
that is important for him to know when 
he goes into the marketplace? 
Arons: If you don't mind my starting it 
on one thing at least, we felt for quite 
a long time that the kinds of computa- 
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Kids are kids-everywhere! 
Yes, kids are kids, they're the same all 
over and they just love Courageous Cat. 
In city after city, the Cat rates higher than 
opposing shows. For thirteen straight 
months Courageous Cat has been number 
one in its time period on WABC-TV New 

York. It's opposite highly expensive 
shows, too. On KCOP Los Angeles, Coura- 
geous Cat is also first. 
Want a big children's audience quickly at 
low cost? Show Courageous Cat. 130-51/2 
minute episodes in black & white or color. 

COUR 

Phone collect or write Al °deal, President, today"-- 

516-5th Avenue, N.Y. 36, N.Y. 
YU 6-4979 
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THE PRO'S APPROACH continued 

tions that were being done in most me- 
dia operations were not taking into ac- 
count the nature of the consumer at the 
other end. The consumer, let's say, of 
television, of magazines, newspapers and 
so on. What we did then was to set up 
a study which would try to get at the 
kinds of values which people took from 
each of the four major media, how they 
used the media, things of that sort. 

Now, one of the things that came out 
of that study is something which the 
newspaper bureau has corroborated 
many times since, and that is that peo- 
ple who are more interested and ready 
to buy a product will turn more often 
to newspapers. We found that people 
use newspapers pretty much as a cata- 
log, but that people refer to television 
because they want to become emotional- 
ly involved. 

That kind of thing, you see, gave us 
a much better understanding of how 
people use the media, so we ourselves 
could advocate more intelligent use of 
television as a medium. 
Huntington: Taking what Lee just said 
about newspapers being a catalog. It 
means to the retailer that the only peo- 
ple who read your ad are the people 
who already plan to shop in your store, 
or, to manufacturers, that the only peo- 
ple who read your ad are the people 
already three-quarters sold on your prod- 
uct. So if you wish to increase your mar- 
ket, either geographically or psycho- 
logically, then you have to go into tele- 
vision with emotional intrusiveness 
which forces its way into people's atten- 
tion. 
Sheehan: Translating that into a sales- 
man's language, television creates cus- 
tomers. 
Cunningham: Television goes beyond 
that, because it is reaching not only the 
people who are already planning to shop 
in your store, but all of the people who 
are planning to shop in other stores. It 
means you have an opportunity to talk 
to and sell to the total market instead of 
a limited group which would read your 
ads. 
Huntington: We could go to any manu- 
facturer-and we looked up the top 
brand in almost every major field-and 
we found that not one of them had 50% 
of all the people in the country buying 
its product. In other words, there is 
almost no brand sold that cannot double 
its business if it can somehow reach the 
other half of the people or sell the other 
half of the people. So that you can go 
to a man who says, "I'm already the 
leader in my field," and you can say, 
"You are the leader in your field, but 
half the people still don't buy your prod- 
uct, so you have a tremendous expan- 
sion ahead of you, if you will take it." 
Cash: Let me go back to your question 
about whether our statistical effort had 

been equal or larger than our selling 
effort in its contribution to business. I 
don't want to overlook for a moment 
that we, as much as we hate to admit it, 
are an educational force, if you will, 
where many other people unbeknownst 
to us use a great deal of information 
that we will never know about. The 
pride of authorship we care little about, 
if it is used and used properly. 

This was thrown at me by a very 
astute agency man who said "You are 
really just an educational force. When 
we need you, we need you in a hurry." 
And this is the way anything usually 
works in advertising. 
Abrahams: And there is a new crop of 
people coming up every year. 
Cash: Yes. Every year. This is a com- 
plete re-educational job. Most agencies 
are expanding in space, in personnel. 
How do they learn? They usually come 
out of an educational body, a society 
that says advertising isn't any good. That 
it is a big waste. So you have to get them 
out of the mood they're in and back to 
reality. It's a tough job. 

This goes beyond the Madison Ave- 
nue, Michigan Boulevard concept, but 
happily into the 260 member stations 
fabric, because a good majority of them 
are astute users, and this is one of the 
areas of growth of the statistical data. 

Of course you must have a sales force 
around you to use it properly, or you 
wouldn't create the sale or do the job 
that it was designed for. So we've got 
the direct sales force here which can 
point with great pride to many cate- 
gories of this in direct dollars. 

But the second cliche, and then I will 
shut up on this point, no man is an 
island. Who can say any time that you 
are the only person that ever called on 
Joe and suddenly had him open up the 
skies and say, "I will now buy what you 
are trying to sell me." 
Huntington: People used to think that 
television was a medium for demonstra- 
tion, and if your product didn't wiggle, 
you couldn't use the medium. Our 
function has been to show that you now 
demonstrate the effects of the product, 
so you can demonstrate a hank or you 
can demonstrate a computer or you can 
demonstrate corporate image by select- 
ing the reaction rather than the machine 
itself that you have for sale. So that now 
we are going from the research study 
into the sales and creative use of the 
medium, all three tied together. 
Do you feel by now that TvB's course 
has been pretty much set? After 10 
years you have to be someplace, and I 
assume that this is a point when you 
assess where you have been and you 
ask, "Where are we going now?" 
Cash: First of all, we have to appreciate 
the audience we are talking to. It is 
much more sophisticated than it was in 
the past. We must know what our prob- 
lem is. Who is your audience you are 

tt)in o»each? flow (Au lid the 
audien«.? It goes into the mllege level, 
the (It'd live for( c's, the (liife, ence of just 
looking down the media buyer or adver- 
tising manager line only to educate him 
to why the medium IN()) ks. 

With (his level of ,(,1)Iiisti( dtion up 
tonsiderabk , we look to extend our mar- 
ket by entering ing more formally into the 
training of salesmen. phis is one area 
we expect to enter in 1965. 
Colvin: A whole new metamorphosis in 
terms of education with respect to the 
selling of television at the local level 
has taken place virtually under our nose, 
and this involves prinicpally the local 
television salesman. 

For example, when TvB was first 
founded, because there was so much that 
had to be done as quickly as possible, 
particularly with respect to the national 
advertising, we literally first just shared 
our information with our members, in- 
formation which was primarily oriented 
to the national advertiser, for there was 
no other course for us to take. 

Those salesmen who were astute 
enough to make intelligent use of this 
were ahead of the pack. There were 
many who were not. 

We then went into Stage 2. All of a 
sudden there were salesmen becoming 
conscious not only of the need for a 
new kind of more intelligent selling, but 
also they were beginning to learn how 
to use material that became available 
to them. At that point it became neces- 
sary for us to begin to orient our mate- 
rial to that great second aspect of tele- 
vision which was at the local level. 

In other words, we were doing two 
things simultaneously. We were produc- 
ing material oriented for television sales- 
men, but at the same time we were liter- 
ally fetching up television salesmen who 
were beginning to recognize the need 
for this and also acquire the ability to 
use it. 

This brings us to Stage 3. 
Now, we must begin to polish these 

first two stages that we have made and 
fetch these television station salesman 
up to even a higher level to fit them to 
this accomplishment or this area in 
which television is going to very shortly 
invade when we begin to fix some of 
these qualitative values of this wonder- 
ful medium that we have here, because 
we have only scratched the surface. 

If we could turn the clock ahead right 
now to 1975, three-quarters of all the 
television salesmen in this country would 
have to be fired just like that, because 
they would be incompetent. 
Is this because it is going to be harder 
and harder to sell television as time 
goes on? 
Colvin: I don't like the words "harder 
and harder." It is not going to be any 
harder. It is going to take a broader 
knowledge, a more specialized knowl- 
edge, a knowledge of essentials which 
many people are inclined to overlook. 
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Lett: Rev. Dr. John T. Middaugh, and Rev. Fr. Joseph M. Connolly. 

aitith to Tailit 
Dialogues for Brotherhood 

Because of a remarkable response to its first, 
award-winning series, this prime-time religious dis- 

cussion is well into its second year as a focal point of 

the Baltimore movement toward Christian Unity. 
The first Television program of its kind anywhere, 

this unique exploration of the similarities and differ- 
ences between the branches of Christianity continues 
to lead the community's congregations to regard each 
other's beliefs with understanding and sympathy in- 
stead of distrust and suspicion. 

FAITH TO FAITH-A DIALOGUE presents a Protes- 
tant minister and a Roman Catholic priest in a com- 
parison of their respective beliefs. It is not a debate, 
but an expression of the religious compulsion of our 
time which seeks to bridge the chasm which has too 
long divided the Christian World. 

A combined effort of this country's first Commis- 
sion for Christian Unity, instituted by the Archdi- 
ocese of Baltimore, and the Maryland Council of 
Churches, it fulfills a high need of this community; it 
is being re-broadcast in other areas, and it coincides 
with the finest concepts of service to the public 
by Television. 

In Maryland Most People Watch 

WMAR -TVS 
CHANNEL 2, SUNPAPERS TELEVISION 

TELEVISION PARK, BALTIMORE, MD. 21212 
Represented Nationally by THE KATZ AGENCY. INC. 
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THE PRO'S APPROACH continued 

It is going to take a more polished, liter- 
ally a more polished salesman. He is 
going to have to understand more about 
selling itself. In other words, he has 
got to learn more about the science of 
human nature. 
Cash: We have also felt-though this is 
something we didn't even touch upon 
in our first 10 years-there should be 
encouragement of the editorial concept 
in the television station program fabric. 
We've been able to demonstrate that 
this really generates sales when a station 
editorializes. It tones up, if you will, 
everything else that is being said on that 
station, including the commercials. 

Numerically, it is easy to say we ex- 
pect the growth in dollars of the media 
by 1970 to be up almost 50%, reaching 
close to the three billion dollar mark, 
where it is now slightly over the two 
billion dollar mark. 
Where do you expect that money to 
come from? 
Cash: The increases of national budgets 
of national advertisers will move, espe- 
cially where they feel they are going to 
bring out new products. The other one 
is in the local area. When we say "local" 
in retail, we don't mean the department 
store concept. We are talking about su- 
permarkets, all local forms of business 
even to the funeral parlor-which, by the 
way, is never going to be a great cate- 
gory, but it is emerging. It is a fact that 
an editorial, a documentary on television 
in behalf of the costs of funerals sudden- 
ly has made funeral directors pretty ac- 
tive advertisers. Suddenly they have to 
say, "Wait a minute, fellows, this is what 
we do do," and this is not a humorous 
joke any more. It is a category already 
emerging-, so we I la it in our library of 
commel( 

We also have a job of holding those 
advertisers from whom we enjoy a good 
deal of money right now. 

We have reason to look forward to an 
expansion of association advertising or, 
as Jim Hirsch refers to it, the public re- 
lations need of using television. 

Transportation is another category. 
Not only airlines. We have formal pres- 
entations at work now for some of the 
major shipping lines. The whole trans- 
portation category was nil for us. We 
have had great success with the insur- 
ance area. For years Prudential was the 
only insurance company using television, 
and I mean for years, until suddenly we 
find every major company in insurance 
in television. 

We must go into the mutual fund 
area. It has suddenly a broader base of 
market; more people are involved. There 
is a success story already written for us 
with the Dreyfus Fund, but yet uniquely, 
this is the only fund in. 
Huntington: There is another category 
-the non-advertisers. We expect to see 
budgets sooner or later from the copper 
industry and lead and nickel and cement 
industries. Many of these people who 
right now have almost no consumer 
budgets, end consumer that is, the pub- 
lic or, if they have, a very small one, 
will eventually realize their needs and 
become bigger advertisers. 
Where is that money going to go? Or, 
put another way, where are the com- 
mercials going to go? 
Sheehan: There was a time when they 
asked us this question, several years ago, 
that there was no place to put it. No- 
body wanted Sunday afternoon. Well, 
you know what Sunday afternoon is now. 

Television is not sold out, and the 
values of television are not exclusively 
in one hour of prime time. Experience is 
teaching everybody the values of televi- 
sion, and for us to say where they are 

going to go will depend on the particu- 
lar availability and the value of the time 
that is available, but we are not a bit 
worried about not being able to handle 
this business when it comes. 
Do TvB member stations feel they are 
sold out? 
Sheehan: They are not sold out. We 
can't find any of them. The ones who 
are officially supposed to be sold-out 
stations can prove it isn't true. 
In terms of major markets, let's say, and 
in terms of prime time, isn't television 
generally considered to be sold out? 
Colvin: This is a comparative statement 
that is based normally upon what I 
was before and what I am now. If busi- 
ness was good in 1962 and business be- 
came extremely better in 1963 and got 
even better in 1964, I tend to begin to 
use this term "sold out." I have never 
yet seen a station that couldn't accom- 
modate an advertiser. 
Cash: You put your finger on a very sen- 
sitive subject right now. We have prime 
20-second announcements coming out of 
our ears. The political thing for the 
month of October covered us. Suddenly 
we find a product available which was 
the most sought after 10, 5, 2 years ago. 

Out of a major agency there isn't a 
prime 20-second announcement ready for 
1965-from a major agency billing 75% 
of its budget in TV. In the packaged 
goods field there isn't one 20-second 
ready to go to take advantage of this ad- 
vertising weight that is available. 
Why not? 
Cash: One, the piggyback 30-second min- 
ute, the network carrier of the minute 
shared by two different products within 
the same family. The 40-second length 
of time is therefore available to a 30- 
second advertiser who's also got a 30 
ready for his 30-30 one minute announce- 
ment within a network show. Again, it 
is so tempting to say, "I can do it better 

Logos Total Television 
Now-with hill studio facilities, unmatched 
in size, quality, equipment and personnel, 
LOC,OS TELEPRODUCTIC)N CENTER 
()frets I 0 1 Al. '1411,EVISION-the concept: 
111;11 Answeis every television need, broadcast 

d 1111, Ili( k ;old while or color. 

LOGOS TELEPRODUCTION CENTER 
3620 South 27th Street 

Arlington, Va. (703) 671-1300 

If your requirement includes television or 
film material, scripting., direction, full pro- 
duction, studio or location, "live" or re- 
corded, TV film or video tape, from the 
original idea to the delivery of the .finished 
product, we invite your inquiry. 

LOGOS 
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Baaitts ur ... with a spot of TAE! Pick the station that's keeping 
pace with the Renaissance City's boom. 

We're the "homes reached" station in Pittsburgh- 
penetrating Western Pennsylvania where the other 
two stations don't. 
We're the family station in Pittsburgh. Always have 
been. More good movies each week, more children's 
shows, more local personalities, too. 

We're first with local color in Pittsburgh-ready to 
telecast your color commercials as they were meant 
to be aired. 
That's why most media men won't think of buying 
Pittsburgh without taking TAE-plain or "with". 

take TAE and see .c:2 
see your Katz man first 
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THE PRO'S APPROACH continued 

It is going to take a more polished, liter- 
ally a more polished salesman. He is 
going to have to understand more about 
selling itself. In other words, he has 
got to learn more about the science of 
human nature. 
Cash: We have also felt-though this is 
something we didn't even touch upon 
in our first 10 years-there should be 
encouragement of the editorial concept 
in the television station program fabric. 
We've been able to demonstrate that 
this really generates sales when a station 
editorializes. It tones up, if you will, 
everything else that is being said on that 
station, including the commercials. 

Numerically, it is easy to say we ex- 
pect the growth in dollars of the media 
by 1970 to be up almost 50%, reaching 
close to the three billion dollar mark, 
where it is now slightly over the two 
billion dollar mark. 
Where do you expect that money to 
come from? 
Cash: The increases of national budgets 
of national advertisers will move, espe- 
cially where they feel they are going to 
bring out new products. The other one 
is in the local area. When we say "local" 
in retail, we don't mean the department 
store concept. We are talking about su- 
permarkets, all local forms of business 
even to the funeral parlor-which, by the 
way, is never going to be a great cate- 
gory, but it is emerging. It is a fact that 
an editorial, a documentary on television 
in behalf of the costs of funerals sudden- 
ly has made funeral directors pretty ac- 
tive advertisers. Suddenly they have to 
say, "Wait a minute, fellows, this is what 
we do do," and this is not a humorous 
joke any more. It is a category already 
emerging, so we have it in our library of 
commercials. 

We also have a job of holding those 
advertisers from whom we enjoy a good 
deal of money right now. 

We have reason to look forward to an 
expansion of association advertising or, 
as Jim Hirsch refers to it, the public re- 
lations need of using television. 

Transportation is another category. 
Not only airlines. We have formal pres- 
entations at work now for some of the 
major shipping lines. The whole trans- 
portation category was nil for us. We 
have had great success with the insur- 
ance area. For years Prudential was the 
only insurance company using television, 
and I mean for years, until suddenly we 
find every major company in insurance 
in television. 

We must go into the mutual fund 
area. It has suddenly a broader base of 
market; more people are involved. There 
is a success story already written for us 
with the Dreyfus Fund, but yet uniquely, 
this is the only fund in. 
Huntington: There is another category 
-the non-advertisers. We expect to see 
budgets sooner or later from the copper 
industry and lead and nickel and cement 
industries. Many of these people who 
right now have almost no consumer 
budgets, end consumer that is, the pub- 
lic or, if they have, a very small one, 
will eventually realize their needs and 
become bigger advertisers. 
Where is that money going to go? Or, 
put another way, where are the com- 
mercials going to go? 
Sheehan: There was a time when they 
asked us this question, several years ago, 
that there was no place to put it. No- 
body wanted Sunday afternoon. Well, 
you know what Sunday afternoon is now. 

Television is not sold out, and the 
values of television are not exclusively 
in one hour of prime time. Experience is 
teaching everybody the values of televi- 
sion, and for us to say where they are 

going to go will depend on the particu- 
lar availability and the value of the time 
that is available, but we are not a bit 
worried about not being able to handle 
this business when it comes. 
Do TvB member stations feel they are 
sold out? 
Sheehan: They are not sold out. We 
can't find any of them. The ones who 
are officially supposed to be sold-out 
stations can prove it isn't true. 
In terms of major markets, let's say, and 
in terms of prime time, isn't television 
generally considered to be sold out? 
Colvin: This is a comparative statement 
that is based normally upon what I 
was before and what I am now. If busi- 
ness was good in 1962 and business be- 
came extremely better in 1963 and got 
even better in 1964, I tend to begin to 
use this term "sold out." I have never 
yet seen a station that couldn't accom- 
modate an advertiser. 
Cash: You put your finger on a very sen- 
sitive subject right now. We have prime 
20-second announcements coming out of 
our ears. The political thing for the 
month of October covered us. Suddenly 
we find a product available which was 
the most sought after 10, 5, 2 years ago. 

Out of a major agency there isn't a 
prime 20-second announcement ready for 
1965-from a major agency billing 75% 
of its budget in TV. In the packaged 
goods field there isn't one 20-second 
ready to go to take advantage of this ad- 
vertising weight that is available. 
Why not? 
Cash: One, the piggyback 30-second min- 
ute, the network carrier of the minute 
shared by two different products within 
the same family. The 40-second length 
of time is therefore available to a 30- 
second advertiser who's also got a 30 
ready for his 30-30 one minute announce- 
ment within a network show. Again, it 
is so tempting to say, "I can do it better 

Logos Tota 
Now-with full studio facilities, unmatched 
in size, quality, equipment and personnel, 
LOGOS TELEPRODUCTION CENTER 
offers TOTAL TELEVISION-the concept 
that answers every television need, broadcast 
of closed-circuit, black and white or color. 

LOGOS TELEPRODUCTION CENTER 
3620 South 27th Street 

Arlington, Va. (703) 671-1300 

Television 
If your requirement includes television or 
film material, scripting, direction, full pro- 
duction, studio or location, "live" or re- 
corded, TV film or video tape, from the 
original idea to the delivery of the finished 
product, we invite your inquiry. 
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Bag rittsburgh ... with a spot of TAE! Pick the station that's keeping F' 
pace with the Renaissance City's boom. 

We're the "homes reached" station in Pittsburgh- 
penetrating Western Pennsylvania where the other 
two stations don't. 

We're the family station in Pittsburgh. Always have 
been. More good movies each week, more children's 
shows, more local personalities, too. 

We're first with local color in Pittsburgh-ready to 
telecast your color commercials as they were meant 
to be aired. 
That's why most media men won't think of buying 
Pittsburgh without taking TAE-plain or "with". 

take TAE and see 
see your Katz man first 

WTAE CHANNEL 4 
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THE PRO'S APPROACH continued 

in 30 seconds than I can in 20 seconds" 
from the creative side. 
Huntington: You mentioned prime time. 
That is really a subjective term that de- 
pends on what your product is or what 
your problem is. That really deter- 
mines what your particular personal 
prime time is. Macy's, for example, is 
daytime. 
Colvin: The proper term should be 
prime prospect time. In other words, 
your prime prospect time may be differ- 
ent than mine, but we can just as effi- 
ciently use our dollars to accomplish our 
objectives and our sales goals by know- 
ing when our prospects are viewing. 
Huntington: One of our early research 
studies showed that the heavy cigarette 
smokers stayed up later, which suddenly 
gave late night television a brand new 
dollar value. 
Cash: Sunday afternoon is a prime time 
for insurance. We have cut out a new 
concept or new category of time. 
Huntington: Very often our job is ex- 
plaining to an advertiser or trying to 
find from him what his definition of 
prime time for his customers is, and it 
may not be the same as his competitor's. 
Colvin: There is a whole group of time 
yet that isn't even filled to any great 
extent-from 2 o'clock in the morning 
until 6 o'clock in the morning. There 

you have 28 hours a week right there. 
And don't smile, because for all we 

know, that may be terribly prime for 
some advertiser yet to be discovered. 
Because as long as our economy con- 
tinues to grow the way it is and we must 
work three-shift people, we may have a 
whole new society of three-shift workers 
who will suddenly constitute a prime 
time body of potential for advertisers. 
Cash: If I read the ratings correctly, in 
the New York television market, 12:45 
to 1 a.m., Monday through Friday nights, 
the number of homes with their set on is 
never less than 820,000, reaching a high 
of 1,100,000 on Friday night. That's a 
fantastic ability to reach people. And 
the 1,100,000 on a Friday night don't 
suddenly collapse at 1 a.m. Many con- 
tinue on through the night. 
Huntington: A million sounds so small 
in television. You have to compare 
another medium to see how big a mil- 
lion really is. 
Cash: In New York alone there is only 
one other medium that comes close to 
it-The Daily News of 2 million circu- 
lation. And it is larger than the New 
York Times and the Wall Street Jour- 
nal by almost double. 
You say that television revenues will 
increase 50% by 1970. Now, some of it, 
you've established, will come by better 
selling of the medium in time that is 
not sold now. How much of that 50% 
will come (1) from rate increases and 

Chann. 3 

i2 

WAVE 
TV 
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(2) from growth of the television me- 
dium itself, or do you think that the 
television medium as such has grown as 
far as it is going to go? 
Cash: As to the rate part of your ques- 
tion, not more than a third of the dol- 
lars will come out of raw, if you will, 
new rates dollar on dollar. The ex- 
pansion of the broadcast day will ac- 
commodate more dollars. 
Huntington: Summer is another area 
that will grow because as sets become 
truly portable, which they are now, the 
summer decline we find in the early eve- 
ning hours will probably disappear. It 
is already increasing. In other words,. 
the seasonal pattern that we had in the 
past is growing more level now, so we 
will find that we have a whole new sets- 
in-use pattern to sell. 
Cash: We will have color, of course, in 
considerable dimensions, which it is al- 
ready, approximating as of this moment 
better than 3,000,000 homes-3,500,000' 
is the conservative estimate by the end 
of 1964. Production rates will increase. 
They will be ready in 1965 to throw off 
better than two to three million color 
tubes. It is quite possible we may have 
color sets working in homes in the di- 
mensions of 15 million in 1968. 

Or take the time spent concept._ 
Though it has been basically in a block 
of five hours a day per television home, 
it is inching up now by considerable 
proportions, a jump of 13 minutes a day 
in the year 1963 over the year 1962. This 
is a considerable dimension. It is al- 
most one-half of the amount of time 
people spend on a newspaper, just our 
increase, 1963 over 1962. 1964 will beat 
all-time highs. For the last five months 
we have been running considerably 
ahead in time spent. This October, I 
think, ran 5 hour 30 minutes set on. A 
year ago it was 5 hours 10 minutes. 

This is now a fairly steady, healthy 
growth. It is a function of more sets.. 
out. We are out of the phase of the 
single set home. Now the double set 
home is 19% of the market. In the New 
York market it is up to 30%. 
Huntington: We have twice as many 
multi-set homes as we have no-set homes. 
Spiegel: Each home is going to be more 
favorable to the advertiser, their buying 
power, their disposable income is going 
to be worth more, so he will have ta 
spend more. There will be more compe- 
tition, and it is all of these things added 
which will add to the revenue. It won't 
basically be cost. 
For years television was growing at a 
rate far in excess of the population, so a 
television operator could with no prob- 
lem at all justify continuing rate in-, 
creases because he could show his cost 
per thousand was staying level or even, 
as a matter of fact, going down because- 
he was ahead of it. Are we now at the 
point where the growth of television is 
with the growth of population or is it 
still ahead? 
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Chicago sees itself, 
its people, 
and its progress 
on WGN-TV. 

In 1964 alone, more than 20 special features have 
included reports on the city's schools, its opera, its 
hospitals, law enforcement, retarded children, its 
Auto Show, its Music Festival, welfare department 
and railroads. 

A few titles tell the fascinating story of a television 
station fascinated with the people and the community 
it is privileged to serve. "Changing Face of Labor" 

"Self Portrait: Racine-Kenosha" 
"Joliet: The All-American City" 
"Gary Looks At Gary" "Let Free- 
dom Ring," saluting Chicago's Polish 

WG 
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CHICAGO 

Americans "La Grange Pet Parade" "Miss Teen- 
age Chicago Pageant" "Halls of Mercy" Illinois 
High School Swimming Championship. 

And, in 1964, to serve the community better, WGN 
inaugurated its own Heliport to add speed and per- 
spective to its news and service. 

Anything that concerns Chicagoland concerns 
WGN-TV... Chicago's own television station . 

owned and operated in Chicago for 
Chicago. Its cameras are focused on 
Chicago's people and everything im- 
portant that they do and say. 

the most respected call letters in broadcasting 
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THE PRO'S APPROACH continued 

Spiegel: No, we are still going a little 
ahead. We are about 93% penetration 
now. We don't think we are stopping. 
I imagine we will go at least up to 96 
and possibly higher. In other words, 
it will still be growing slightly faster. 

We also have a lot of multiple sets 
going, which means we feel that there 
will be more people available to view 
because now you don't have to turn 
your back on the set if your wife is view- 
ing something that you have no interest 
in. You have another avenue to go to, 
to watch television and to watch what 
you might be interested in. 
Do you really think the American peo 
ple can spend more time with television 
than they're spending now? 
Cash: We are talking home usage. We 
are talking about the average woman, 
close to three hours a day of viewing. 
The adult male an hour and a half a 
day. There is still room there to move. 
Granted it's pushing mama pretty hard, 
when she's up to three hours. 
Spiegel: Let me give you an idea here. 
If you want to compare the three 
months, July, July, August of 1957 
against the other nine months of the 
year, you had a difference in time spent 
of 1.34 hours per day. In 1964 we esti- 
mate the difference between these three 
months versus nine months is less than 
an hour a day, so you can see that the 
full year is getting much more level, 
and the overall level is much higher, so 
they are spending more time with the 
medium. 
Abrahams: This is before portables have 
come in, so you can use them in the 
backyard and at the beach. 
Spiegel: And before a very possible ex- 
pansion of the broadcast day. 
Cash: Try this analogy. There are 62 mil- 
lion television sets working in homes. 
There are about 55 million automobiles 
on the road. Just think what a share 
you can get of the oil filter market. It's 
tremendous, because you've got 55 mil- 
lion units going. 

If you had 100% of just five million 
going, so what? It's a relatively small 
market. But this market of ours is so 
large, as it is with so many other things 
in the United States, that small incre- 
ments mean tremendous activity. 

Just think of 13 minutes a day in 52 
million homes. This is an awful lot of 
lifetimes, a whole lot of generations, in 
a day. So any dimension here of in- 
crease, although it looks small in five 
minutes or ten minutes of your time 
viewing television, multiplied by the 
base is astronomical. 
Are we talking about the present VHF- 
dominated television, two- and three- 
station maximum size markets, or do 
you anticipate that we'll see a new burst 
of TV station growth? 
Cash: There will not be any more tele- 
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vision stations on the air of a signifi- 
cant nature-defined as a television sta- 
tion that reaches 300,000 homes-for the 
next three to five years. It is an elec- 
tronic monopoly to allow UHF to grow. 
UHF will not become reasonably full 
blown for approximately five years. At 
that point there will be enough TV sets 
capable of receiving U's. In the mean- 
time you see CATV growing. 

Estimates show slightly under two mil- 
lion homes now getting CATV service 
in addition to their regular service. I 
think FCC chairman Henry said 15,000 
homes a month are being wired for 
CATV. This shows, according to Henry, 
how dissatisfied the people are with tele- 
vision. It proves to me something op- 
posite. If somebody will plunk down $4 
or $5 month to get stations from a dis- 
tance, this means more devotion, if you 
will, to the thing called television. 

CATV, while its base is small, is 
adding up at the rate of a million and 
a half homes a year. When we move 
ahead five years, we have suddenly 
picked up five times a million and a half 
and it will continue to grow by some 
proportion. Right now there's realistic 
talk of UHF and CATV in New York. 
When you reach the point where there 
is, for example, complete conversion or 
complete compatability of UHF and 
VHF, aren't you then faced with a frag- 
mented television audience rather than, 
as now, the huge audience a single sta- 
tion can reach? And won't this in turn 
present you with a different sales situa- 
tion? 
Cash: Yes, it will. How different is still 
dependent upon the program sources. 
This is why I estimate any new televi- 
sion stations being at least five years 
away. 

The program ingenuity of the indus- 
try rings a hollow note with a lot of 
people who would rather damn the me- 
dium than look for its strengths. It has 
a lot of junk in it, let's be honest about 
it, but it has a lot of great things. We'll 
get more great things. There will be 
programing that has been in the hopper 
a long time-the Hopalong Cassidy con- 
cept. These old shows do quite well 
both as advertising vehicles and as ve- 
hicles to attract audience. 

We are throwing off so much prod- 
uct, TV is already forming its own Holly- 
wood type library of programs to pro- 
gram these other stations. It will frac- 
tionalize the audience, no question about 
it. How much it will fractionalize will 
be in direct proportion to how it is 
priced. 
Huntington: The fractionalization of 
television might not follow the same pat- 
tern as radio. Radio's fractionalization 
went to local outlets, with the demise, 
as far as the audience was concerned, of 
the radio network. 

As long as television keeps its strong 
network programing, it may not frac- 
tionalize the national advertiser's audi- 

C11( C, as long the network has enough 
affiliates so that when more U's come 
in, if they become network affiliates, it 
will in no Wely fractionalize the network 
advertiser's audience. 
Are you saying that there might be two 
affiliates in the same market belonging 
to the same network? 
Huntington: It depends on where the ad- 
ditional U's go. If they replace the V's, 
then you would have to surround a V 

market with U's in order to provide 
the same coverage that you are now get- 
ting from the V's originating in the 
market. In which case the national ad- 
vertiser would have to use a lot more 
stations to cover the same areas that he 
now covers. 

Remember that there is only 2% of 
the country outside the range of our 
existing stations, so any new stations are 
going to go into areas already served 
by existing stations. 
If UHF becomes successful in the way 
the FCC wants it to be, instead of hav- 
ing a community of 600 television sta- 
tions, you will have 1,000 or 1,200. In 
doubling the television universe, you 
open up many new program possibili- 
ties, making it possible for a television 
station to serve a minority audience 
rather than a majority audience. Then 
what sort of a sales proposition are you 
up against? 
Huntington: I don't think the educa- 
tional station in New York has reduced 
the viewing to the other stations. If it 
becomes extreme minority programing, 
harp lessons and things like that, it may 
actually act to increase the total view- 
ing, because it provides a brand new 
audience of people who right now are 
light viewers. The question will be how 
important are these light viewers to ad- 
vertisers? 
The television broadcaster and the ad- 
vertiser can for a reasonable number of 
years contemplate dealing pretty much 
in the same milieu they're in now? 
Huntington: Some of the retailers seem 
to think that the coming of the U will 
give them a brand new vehicle, when 
actually they may be competing once 
more with the same national advertiser 
they faced before. In other words, 
wherever the audience goes the nation- 
al advertisers go, and so, too, should 
local advertisers. 

In the early days, the retailer was 
waiting for radio with pictures. He 
couldn't sell things on radio, or many 
of them thought they couldn't. Then 
along came radio with pictures-televi- 
sion. And then he waited for color. Now 
color's here and now he says he's waiting 
for UHF. 
Cash: There is another factor I think 
you should consider. Do you see any 
change in the direction of the major 
newspapers in this country? I said ma- 
jor, different from minor. There will 
be fewer of them every six months or 
every year. It's quite possible that there 
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THE PRO'S APPROACH continued 

will be one newspaper that will survive 
out of this Detroit strike. 

The difficulty which we've faced as a 
medium was when there was only one 
station in the market. It creates fantastic 
headaches for that one-station operation. 
Some of them handled it beautifully, 
thank goodness, and others handled it 
badly, but when you get to a one-news- 
paper market they hate it-and we're in 
enough contact with the advertiser that 
has to use it to know that it isn't the 
fault of the medium. It's just that "I 
only have one choice." So as the news- 
paper tends to become more single own- 
ership in market after market, this will 
throw off other advertisers that we don't 
have now at all. By the sheer choice 
of "I want to use two media." 
Huntington: Their cost will go up faster 
than ours, which also drives business our 
way. 
You've often said that television, rather 
than being overpriced, as most adver- 
tisers feel it is, is underpriced. Would 
you explain that? 
Cash: Well, look at some products. A 
Purolator product [auto accessories] may 
be a good case in point. If Purolator 
had come into the medium in 1950, 
1951, 1952, as did Admiral, for instance, 
and bought a network hour show-I am 
guessing at the figures-for $12,000 an 

hour, and stayed with it for 52 weeks, it 
would have spent $600,000. Purolator 
just came into the medium this year- 
and spent $750,000 in just one quarter. 

Now, here was a man selling televi- 
sion sets, radio sets, appliances. Every- 
body could use it as could everybody 
use a Purolator product for that matter, 
but the price tag of one item versus 
the other would generate for Admiral 
much more dollars for advertising than 
Purolator. Here is Purolator spending 
more in one quarter than Admiral did 
in a full year. 

Can't you see the projection of this 
in front of us as suddenly products I 
can't even think of right now, like Wol- 
lensak, will be on the market and find 
it profitable to take ten times their an- 
nual budget today and spend it in one 
quarter on television, because the mar- 
ket will be bigger? 

I hate to sound off on Purolator for- 
ever, but here is a typical product, like 
a man's haircut. If you don't get this oil 
filter out of your prospect's car every 
5,000 miles, it goes 6,000 miles. You have 
now cut your market down 20%! But 
you can increase your market if you edu- 
cate the people to the fact that they've 
got an oil filter that needs changing. 
What big areas is TvB attacking right 
now? 
Hirsch: Many areas. But specifically, we 
have been working more directly in the 
past several months on accounts rather 

WE'RE TENS TOO WYLA-TV is proud to celebrate 
its 10th Anniversary, too. We're also proud to be serving 
Tampa-St. Petersburg - one of the fastest growing markets 
in the nation. 

Tolee a closer look. 
TOTAL 
POPULATION up 41% APPAREL up 25% 
HOUSEHOLDS up 52% F H A up 53% 
TOTAL SALES up 42% AUTO up 48% 

up 38% FOOD GAS up 33% 

HMGENERAL p 69% OSE, 
u L B H up 22% 

DRUG up 32% 

Moto and moo, moo people look first to MLA TV TAMPA- ST. PETERSBURG, FLORIDA 

than categories. There are a number of 
accounts that have been what we would 
term "underspent" in television; the 
automotive category and each company 
therein would fall in that area, as well 
as building materials, clothing, jewelry. 
By what criterion do you class an adver- 
tiser as underspent? 
Hirsch: By the percentage of dollars at- 
tributed to television by these adver- 
tisers in comparison with other media, 
the growth of television advertising in 
general and, specifically, comparisons of 
the TV spending for what we might call 
kindred products. 

If you look at the association category, 
the American Gas Association and the 
Institute of Life Insurance are two ex- 
cellent television advertisers today. But 
in the association category overall, tele- 
vision gets only around $10 to $12 mil- 
lion a year, about 14% of the dollars 
spent by associations. 
Cash: We regard them as underspent in 
television, obviously, and underspent as 
a group. In other instances, the mutual 
fund field, with the exception of Drey- 
fus, hasn't started yet. And although 
Dreyful is heavily committed to TV on 
a percentage of its budget, it is still only 
a $250,000-a-year advertiser-but a very 
conspicuous advertiser. 
Huntington: Except for aluminum, we 
don't have any base metal advertisers 
on television. 
Is steel out? 
Cash: For all practical purposes, yes. 
They are coming around in an associa- 
tion form in the American Iron & Steel 
Institute-seeing the specific ability to 
take these collective dollars in the steel 
industry in behalf of cans for drinks- 
and this thing has suddenly taken off in 
considerable proportions, and now it is 
translating itself back again to individ- 
ual companies. Where American Iron & 

Steel Institute has a campaign, sudden- 
ly Jones & Laughlin picks up a similar 
campaign just to sell and promote pack- 
aging, in this case tin cans. 

Where we couldn't get off the dime 
with any number of big steel companies 
except for U. S. Steel, now suddenly we 
are finding the U. S. Steel money trans- 
ferring within the associations and com- 
ing out in the form of U. S. Steel itself, 
and Jones & Laughlin, as mentioned. 
Aside from the accounts that are under- 
spent, do you feel that advertisers as a 
whole are underspending in television? 
You say television now has 16% of the 
advertising dollar. What do you think 
it can realistically expect to get? 
Gash: It can surely get a bigger per- 
centage than direct mail. 
Hunlitiglon: Advertisers are not only 
underspent in (heir television advertis- 
ing, they are underspent in their total 
advertising. All advertising as a share 
ol the gross national product has de- 
lined ttleatlily and all the forecasts are 

Ali it will continue to decline. 1 think 
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LARGER THAN JACKSONVILLE 
When you set your sights on the expanding Florida market 
you'll find that the ORLANDO-DAYTONA TV market now exceeds 
Jacksonville in number of households, buying income, total 
retail sales and retail sales of food, general merchandise, 
furniture, household appliances, automotive and drugs. And 

exceeds Jacksonville in TV HOMES (according to Sales 
Management's Feb. 7, 1964 survey of Television markets). 

ORLANDO-DAYTONA... the only PRIMARY Television reaching 

the Space Age Markets surrounding the John F. Kennedy Space Center 
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THE PRO'S APPROACH continued 

numbers than we had in the past. $30 
million sounds big now where $15 mil- 
lion sounded big ten years ago, and for 
the same reason $60 million will sound 
reasonable in the future. 
Cunningham: We still run into adver- 
tisers who do not believe in advertising. 
One company in the mining industry, 
for instance, has a million dollar ad 
appropriation. But its management will 
say, if the same million dollars were in- 
vested in timber and mine leases in 
Canada, at the end of five years we 
could sell at a profit. What contribution 
will a million dollars make to our divi- 
dend? 
How can you answer that? 
Cash: We have some beautiful docu- 
mentation on this. This is the "good- 
will" factor, if you will, in stock appre- 
ciation, using as a base the top 500 cor- 
porations of the United States. Their 
sales growth rises in proportion to their 
TV spending and the value of their 
stock-their "goodwill"-rises as their 
TV spending increases. 

Everybody envies the management 
philosophy of Procter & Gamble. P&G 
in 1951 was spending $30 million in tele- 
vision, a lot of money in 1951. Did any- 
body ever dream they would spend $140 
million in television? That is where they 

are today. Is P&G still selling soap? No, 
it's now also selling food, coffee, paper 
products-a company expanding with 
many individual companies within it. 
Huntington: They spent almost twice 
as much in television as Ford spends in 
all major media. 
Hirsch: Procter & Gamble is 90% in 
television and the automotive compa- 
nies are in TV only about 20%. 
Cash: Montgomery Ward is under-stored 
to Sears, Roebuck--that is, having too 
few stores. Also to Penney's. It's suffer- 
ing from a long-term management deci- 
sion that there would be a depression 
through labor, and the company is bet- 
ter known as a bank with a store front. 
Its current management is trying to turn 
around. 

Here is where I will make book. I 
am assuming it will cost them $3 million 
to open a store of any proportion at all. 
They now have some 500 stores. If they 
were to put that $3 million in television, 
they would generate much more profit 
for the existing 500 stores than they are 
ever going to get out of one store which 
will cost them $3 million out of capital. 

If they don't move soon, it'll be aw- 
fully late. The others are moving. 
Huntington: You can move stores to 
your customers or bring customers to 
your existing stores. 
Cash: The whole supermarket industry 
has learned this. They've said, "No more 
new stores, let's get the traffic into the 

existing stores." Every time you open up 
a new store, or as we were talking earlier, 
every time you open up a new televi- 
sion station, you pull the audience, or 
the customers, away from other stores. 
The object is to attract more people to 
the existing stores. 
Cash: It's no longer a funny story, but 
it's sort of amusing. It's a fact that 
Leonard Lavin [of Alberto-Culver] tries 
to get the advertising agency to create 
the commercial before he starts making 
the product. He has completely cap- 
tured the essence of what it's all about. 
"If I can sell it first and figure out the 
selling designs, I know I can produce 
it." This is a matter of ingredients and 
packaging and distribution all being 
there. "Tell me first how we're going 
to sell it. What's the creative copy?" 
How many other businesses should be 
thinking this way rather than saying 
suddenly, "We want to come out with a 
new product because Joe mixed two 
things together." 
Sheehan: Like Edsel. Just the reverse. 
Cash: There was no question about 
Ford being able to make another auto- 
mobile. They could make a hundred by 
different names. But how do you sell it? 

Too few of us realize that there is a 
speed element going here. I can make a 
good case for television having killed 
the Edsel, saving the Ford Motor Com- 
pany a ton of money. 

Because we were a medium able to 
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USTOM TAILORED 
Anything-from suits to surveys-fits better when it's 
custom tailored. Standard-sized suits please a good 
many customers, but there are still those who need 
something special. And, it's the same with research. 
Available to every businessman are volumes of mar- 
keting research estimates which are invaluably 
useful. Yet, there is always the executive who, at one 
time or another, can rightfully say, "Our problem is 
different. We need something special". 

This is why, long ago, ARB developed a special 
service for marketing problems concerning tele- 
vision ... a service that may entail the building of a 
completely new survey design, or a cross-tabulation 
of the millions of pieces of viewing information 
already at hand. 

The American Research Bureau supplies both vol- 
umes of syndicated television audience estimates 
and the profes- 
sional capability 
for individualized 
audience research 
- custom tailored 
for a better fit. 
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center with a consistent level 
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Sell this proven market on the 
proven station. 
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THE PRO'S APPROACH continued 

bring together 20 million homes in one 
hour, and everybody looked at this prod- 
uct, and enough of them said they didn't 
like it, we got a reaction in one hour. 
Other media, .taking more time to reach 
their audience, keeps you alive longer 
when you are slowly dying. 

Books have been written on this thing. 
If you have a mistake, face up to it and 
get out. If you have a good one, go like 
crazy, but don't try and keep the sick 
thing alive. This is terribly costly in 
management and it ties up capital. 
Huntington: I think this is one of the 
basic philosophies that we have been 
expressing to manufacturers: if you have 
a small budget, don't spread it through- 
out the year. All that means is that you 
are delaying when you'll reach some 
people-spend it now, create the sales 
now, get the profit now and you've got 
a new advertising budget now. You've 
accelerated the whole pace of getting 
back into advertising. 
Arons: That turnover concept is very 
important. Actually, you are doing that 
much more business over the year be- 
cause you are getting people faster. 
Cash: In the purchase of a product, a 
mutual fund, for instance, you can keep 
putting it off. If the fund is being run 
properly, it is becoming a little more ex- 
pensive each year to buy, because it's 
worth more. Once you buy, you have to 
continually plow money into it to have 
it build to what you want it to be. 

To take a slow-moving medium and 
let this quietly filter through is delaying 
the product's ability to perform for the 
consumer. The same thing is true for 
insurance, the longer you wait for it, the 
more it will cost, the less it will return 
to you. The need is to sell the insurance 
now. 

Will people hear us when we say half 
the population is under 25 years of age 
now, not ten years from now? You treat 
this customer differently. He happens to 
be completely attuned to our medi- 
um. He grew up with it. Are you going 
to start using a medium that he isn't 
familiar with to reach this market? 
Huntington.: We did sonic reseal Hi with 
Benton 8c Bowles about lour yeats ago 
on savings banks in New York Slate. We 
tested their TV ag :6nmt then in int ani- 
paign whirl) Ian ill .egional magazines 
aril newspapers and showed that wont 
en, mil to some esieni wen, hut pie 
(1(/111111,IIIlly W1)111C11 11:111 110 1111(TCSI ill 
ll'il(1111). 1111:1111 I:II ;Ids. II(' joh 111(' 1);1111ti 
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is III lead] Ihr people who ale disinter 
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thorn inleirsicil. 
Cash: '1 his is one of our selling blob - 
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man, he uses the semantic language, ex- 
pense is a pile of something yea high. Is 
it any less expensive if you take the pile 
and spread it out? What we want here is 
reaction to our investment, to our ex- 
pense. 

There is enough history that we don't 
have to belabor it here. We made Leon- 
ard Lavin and Alberto-Culver. We made 
Lestoil. The aerosol market is com- 
pletely a television market. Whatever 
products you put in the aerosol can, 
from National Sugar with its new Jack 
Frosted, Borden products, Pet Milk. 
Overnight they sell because they can 
communicate quickly with TV and get 
a response with it. They are short of 
cans now, that's their problem. 

We are talking about advertisers going 
like Leonard Lavin, going up to 30% 
or 40% of their gross sales in television 
time. This takes an awful lot of guts. 
But they know what they are doing. 
Lavin has made his stockholders mil- 
lionaires. 
Next year Alberto-Culver will reportedly 
have 10% of its ad budget in maga- 
zines for the first time. What is your 
reaction to their spreading out now? 
Cash: They will try, and they have dif- 
ferent products in the line now that they 
think they can get some responsiveness 
to in other media. There is certainly no 
law that says they have to put all their 
money in television. I wish there were 
but it would put us all out of a job. 

I think that when you get to an ad- 
vertising -budget of this size, you should 
be experimenting with other media. I 
think it will prove the efficiency of tele- 
vision. How we measure ourselves 
against other media. How good is good? 
You better find out. Maybe this will 
give it an extra oomph some place. I 
mean the other advertising media have 
an audience, let's face it. What are the 
economics in this thing? That's Mr. 
Lavin's decision next year. It was Shell 
Oil's decision about four or five years 
ago to try something like this, from a 
fairly equal media spread to a one media 
spread. People have left the medium, 
for awhile, but usually the trend is back, 
stronger, with more dollars in television. 
Spiegel: Once you are using a fairly sub- 
stantial proportion of your budget in 
television and you do spread to other 
media, there is really no way to evalu- 
te the effect: of the media because you 

still have so touch money in this medi- 
um of ours doing a tremendous job, that 
y011 illtil 11011'1 know how to measure the 
lew dollins you are going to put into 
other media. It is like the maga/hies of 

'I I'm years 
'114() ("ming 11)ottt MG in- 

creasing their magazine budget by 
or 100";, all the way up to $1 million 
out of a $1.rin million budget. Tlicil 
money is still increasing much itistet in 
TV. 
Cunningham: Summing it trot, televi- 
sion's unique selling proposition is the 
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fact that it is the only medium that 
reaches enough people often enough 
with enough impact to register a strong 
sales impact in the computerized mar- 
keting age. No other medium can pos- 
sibly do it. 

A prime example of this, and I think 
it is one of our great hopes for future 
revenue, is General Mills. It brought 
in a new boss. He computerized the en- 
tire operation, reduced the total adver- 
tising budget, reduced the sales cost, 
stopped production in factories. But 
he increased the television investment, 
because they were able to demonstrate 
the fact that TV was reaching more peo- 
ple more often with greater effect than 
any other form of advertising. 
One area we haven't touched on is the 
advertising agency's use of computers in 
media buying. You have had roughly a 
year to observe the situation. What do 
you think of it? 
Cash: There will be more use of com- 
puters. 
Spiegel: We get a definite impression 
from the agencies that are deeply in- 
volved that it is a tool that allows them 
to examine more possibilities of media 
combinations and media schedules and 
so on and so forth. 

You can have just so many timebuy- 
ers sit down with so many pencils and 
so many pieces of paper to examine so 
many different combinations and avail- 
ibilities of media. The computer allows 
them to examine almost to the nth 
degree all the available data that they 
have. We feel that it is strictly a matter 
of them possibly making better use of 
our medium but not diverting any mon- 
ey away from it. In fact it will probably 
mean getting bigger shares of the adver- 
tising pie. 
Huntington: We said almost from the 
beginning that the more you know about 
television the more television you will 
buy, and the computer will help them 
learn more about it. 
Question: Has it caused any everyday 
practical problems in supplying demo- 
graphic information? 
Cash: Agencies realize the cost of getting 
it. Now we go back to Marion Harper's 
good quote. "What do we want to be 
precise about?" How precise do we have 
to be and how much money do we have? 
Already media is shouldering some 75% 
to 80% of the research findings data that 
the buyer uses. When we reach for 
more demographic data, there is an 
added expense load. And how are you 
going to employ all this information? 
How frequently do you need it? 

The concept of Leo Burnett is a very 
sound one. How many cereal-eating buy- 
ers do you have in that audience? How 
do you find this out and how frequently 
do you have to find it out? 
There is one subject we haven't touched 
at all, the matter of local television. Sev- 
eral years ago local TV had averaged 
only 21.4% of total station revenues 
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since 1956. What is wrong with local 
TV? Why has it not taken off? Can it 
take off in any way similar to what spot 
has done? 
Abrahams: You are quite right that this 
pie hasn't changed very much at all, al- 
though the numbers of total dollars 
have changed. Local television is a $331 
million business, up 7% from 1963. 
In most markets, its strength is in finan- 
cial institutions, banks and savings and 
loans association. It looks mighty good 
with the automobile dealers. 

You get to the problems when you 
get right down to the retailers. And 
here's the place where maybe we are 
going to see a trend which is going to 
hurt local retail advertising. Right now 
there are two major retail chains very 
seriously thinking about supporting their 
local retail stores with national spot 
campaigns. In doing this they are mere- 
ly aping America's number one re- 
tailer, Sears, Roebuck, which today is 
in the midst of national spot campaigns 
in 10 major markets. 

We may see a growth of total retail 
dollars, although they might not be re- 
corded as local. 

We are seeing another phenomenon 
coming along-a buying office represent- 
ing many of the major individually- 
owned retail stores in the country who 
are thinking seriously right now of con- 
ducting national spot television adver- 
tising to support these outlets. Again, 
these are retail dollars, but not local dol- 
lars. 

Because these people are putting mon- 
ey in television in their individual mar- 
kets they will automatically encourage 
other retailers by the competition route 
to enter the medium as well. We are 
seeing this right now in the Sears cam- 
paign. 

With local retailers we go right back 
to the problem we were faced with ten 
years ago-most local retailers feel that 
television is good for them in the same 
way they feel that vitamins are good for 
them. And they have their particular 
quarrels. They say, "If we can't get 
prime time in television as we get prime 
time space in newspapers-up forward, 
next to reading-we can't aford the type 
of commercials that P&G and General 
Motors use because we cannot amortize 
these across 50 states. We have only our 
own local area." 

Then when you tie them down you 
find that they know very little about 
creating television. They were brought 
up with print and they've rarely used 
advertising agencies. When we do find 
a good local retail advertiser in televi- 
sion, we almost always find that he is 
backed by an advertising agency, a spe- 
cialist who has shown him how to use 
television. 

We are trying to encourage local re- 
tailers to use agencies in order to get 
them to get the specialized help they 
need. We think this is finally coming 
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THE PRO'S APPROACH continued 

through as part of the big educational 
job that all of us have talked about 
around this table over and over again, 
reaching these people at their very be- 
ginnings, in their schools and colleges. 
Do you think that local retailing will be 
largely a daytime user? 
Abrahams: That is about the way it is 
right now, daytime and late night. This 
is about the way the schedule is run- 
ning for Macy's and the Sears organiza- 
tions. Evidently they have decided that 
this is good and satisfactory time for 
them versus pages 3, 5 and 7 in the news- 
papers, which they consider prime space. 
Can television show them that they can 
get as many rating points that way with 
an equal expenditure of money as they 
can with prime time? 
Abrahams: I am afraid now we are go- 
ing into numbers, and most retailers 
don't think of numbers. They are satis- 
fied with the results in television, which 
is the cash register action rather than 
rating points. 
Spiegel: A retailer will say, here is a half- 
page ad that costs so much, and here is 
a full-page ad that costs so much. They 
will not convert that to say that this 
half-page ad received so much audience 
and this full-page ad received a differ- 
ent size audience. So if you bring them 
two spots, one at 8 p.m., the other at 

8 a.m., one is a lot less expensive, ipso 
facto it is a spot, and we will buy it. 
Do you count on local to make up much 
of a percentage of this 50% billings in- 
crease for television, or do you think it 
will maintain relatively the same pro- 
portion it now holds? 
Abrahams: If you add to local what ap- 
pears to be a trend to national spot, and 
you add these two things together and 
say retail, then I think you can make a 
very important contribution toward the 
amount we're talking about. 
Cash: We heard this just yesterday, that 
more and more large retailers in the 
sense of department stores know and 
recognize the need for a marketing spe- 
cialist. What share of the appliance mar- 
ket do we have? How big a share do we 
want to get? How quickly do we want 
it, and how many dollars are we willing 
to spend to get it? This is exactly the 
way any national advertiser by definition 
would go about his market. 

I think we will see in the next five to 
ten years some real shake-ups on the 
marketing concept, because the profit- 
ability of the department stores is a 
pretty flat line, and where else do they 
turn? It's for darn sure their basic me- 
dium, newspapers, is going to become 
more costly each year. It simply costs 
more money to put them out. It's not 
because the owner wants to be arbitrary 
about it. 
Who are the major hold-outs against TV 
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and what appeals must be made to bring 
them into the medium? 
Cash: Basic metals we have mentioned, 
big heavy industry. Then we move into 
such things as mutual funds. The retail 
complexes are heavy advertisers, al- 
though light in TV. You can put them 
under the name of a major department 
store group. 

To capsulize it for you, there is about 
$2 billion worth of local advertising dol- 
lars from department stores and super- 
markets in newspapers today, which 
obviously qualifies them as big adver- 
tisers that are spending peanuts in the 
television industry. 
Sheehan: You have another point here. 
You said big advertisers. There are big 
companies which are not big advertisers. 
We do not neglect these people because 
there are reasons for them to perhaps 
become big advertisers. 

Somebody said, "If you don't tell your 
story, then Washington will." Now we 
are talking about such things as manu- 
facturers of airplanes, people who are 
not big advertisers, but we don't neglect 
these people, and we don't write them 
off as never going to be good users of 
television. 
Do they have a product to sell? 
Sheehan: They have themselves, their 
corporate image. 
Huntington: Shouldn't a company that 
produces the machines for automation 
express the other side of automation, 
which we have never heard? Shouldn't 
a company that wants to make a profit 
and believes a certain level is not 
enough, explain that it needs to make 
a bigger profit? 

Supposing public opinion swings the 
other way on the space program? How 
many industries would go out of busi- 
ness, and yet have done nothing to ex- 
press the value of the space program 
to the people? 
Cash: Their job is to sell the need of 
the space program, not how well you 
build the airframe to house the nose 
cone in. 
Huntington: The old idea of corporate 
image is being turned around now to 
the corporate message. What is the point 
of view that you would like the public 
to have about your company? This calls 
for going to the disinterested public 
through our intrusiveness. 
Cash: Symptomatic of how far things 
are moving along, we are scheduled to 
address the Northeastern Swimming Pool 
Association. Did you know that there 
were 70,000 swimming pools installed 
last year? Look at the size of this mar- 
ket. If the price is $2,000 per pool, you 
come up with a $14 million figure. If 
you had a product of $14 million with 
5% ad budget behind it, that's pretty 
good. 
Huntington: What percentage of the 
homes have an air conditioner and what 
percent of the cars have an air con- 
ditioner? 
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THE PRO'S APPROACH confirmed 

Cash: Tremendous untapped 111.111eis, 
As an employer, how well do )oti do 
without air conditioning? You just don't 
exist. The same for elevators. 
Sheehan: In the metal working indus- 
try, about the third or fourth largest 
industry in the country, they don't ad- 
vertise anything. As of yet they don't 
have to. But that doesn't mean we can't 
find a way for them to do themselves 
some good with advertising. 
Huntington: There is a whole genera- 
tion growing up to whom copper plumb- 
ing is nothing good. It had the old 
image of copper tubing and piping, 
boy, that was great. But now we have a 
new plastics generation coming up. 
TV has emerged as the leading national 
advertising medium. What new hori- 
zons remain to be conquered? 
Arons: They are not really new. It is 
more of the old, it seems to me. I think 
we found that as we have been able to 
learn more about what television can 
do, we have been able to make that 
knowledge available to people who have 
things to communicate. 
Huntington: No one would have thought 
years ago of using television as a me- 
dium for training their own salesmen, 
and yet every Avon commercial does 
this. 

When you see the woman with gloves 
and hat when she is going door to door 
to sell Avon products, that is not only 
telling housewives what to expect, but it 
is telling the Avon saleswomen, "Don't 
go in a sweater and slacks." 
Cash: The same thing with the Institute 
of Life Insurance. The whole thing 
was to train and inspire the life in- 
surance agent as to what his business is 
about. 
Cunningham: Ford found it could reach 
more of its salesmen through profes- 
sional football than through any other 
possible communications medium avail- 
able to it. That's why they advertise on 
Sunday afternoon, largely to acquaint 
their own sales force with what they 
are doing in television advertising. 
Huntington: U. S. Steel found more of 
its employees found out more about 
U. S. Steel from its television programs 
than from its own plant materials in its 
own plant communities. 
Hirsch: I remember, Pete, you made a 
speech about six years ago and referred 
to us as the Television Bureau of Mar- 
keting. 
Cash: He makes a good point. Should 
we change the name? 
Hirsch: In other words, if television is 
acting as a sales force for many com- 
panies today, making the calls before 
the salesman and pre-selling, reducing 
the cost of in-person selling, acting, as we 
said, as the public relations arm of an 
industry, the promotion arm, the mer- 
chandising arm, then it is a component 
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Liar t of the ,ttucturc of marketing and 
the cost of doing business. I think that 
this is whew we :tic going, whet e mote 
and mote icleNision is the marketing 
medium. 
Groh- e /Hid guru cles more involved 
in inalkefing than we do in media. 
Co/cm: I don't know whether it is ger- 
mane, hot I think the (1.1 may be not 
too far distant when the inlet 
may be able to go direct to the 
without the necessity for a retailer. I n 

other words, if the retailer continues 
to be too slow in taking advantage of 

this foremost means of person -to- person 
communication, we may find the houses 
of tomorrow equipped with a console 
in the wall in which we will simply 
punch in Christian Dior or Fashion 
Frocks, or something like that, and the 
consumer will buy direct from their 
room, and there will simply be a clear- 
ing house or warehouse out here, and 
the man will knock on the door and say, 
"Here is your dress, blue organza, size 
10." 
Cash: This has already happened in 
the toy industry. TV has given toys 
brand names. It is a Remco tank, it isn't 
just a toy tank. It's a Tiny Tears doll, 
it is not just a doll. 

They are not dependent upon the big 
department store complex to open up its 
walls once a year and say, okay, now 
we have toys on sale, it's Christmas time. 
Because they are all self-packaged and 
can be sold any place, including vend- 
ing machines. This changes the whole 
market, and it is now a year-round ad- 
vertised product. 
Abrahams: Toys used to concentrate 65% 
of their business in the months of No- 
vember and December. This pattern is 
now changed considerably and will be 
changing more for the reasons you are 
talking about. 
Cash: The self-packaging, vending, super- 
marketing, it is bound to happen. It al- 
ready has happened. What can't you 
buy in a supermarket? 
Abrahams: And store toy buyers no 
longer buy toys. They ask the question, 
"Is it going to be advertised on televi- 
sion?" and then they buy. 
Colvin: The television station itself is 
the largest store in the city. It has been 
ever since television was founded and 
it will continue to be. 

The television station with 300,000 
homes is comparable to a store with 
300,000 counters or 300,000 departments. 
And over this is a great imaginary roof 
that we call the signal, and this medium 
binds all of this together and makes 
a store out of it, and that is what I mean 
by saying that if the local advertiser 
cannot foresee this future, there may not 
be any future for him, because we are 
not really certain that we will continue 
to need the local retailer because of this 
tremendous store that television has 
built. This is not in the future. This is 
now. END 
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HOW TO START THE NEW YEAR RIGHT THIS CHRISTMAS 

Option I Order a gift subscription to Television Magazine 
for the most important executive on your Christmas list. 
It's a gift he'll remember gratefully 12 times a year. $5 each. 

Option 2 Include wiih the subscription one of Television's 
newly-available library cases. They're designed to hold 
12 issues in handsome, handy array. $3 each. 

Option 3 If you're already a Television subscriber, treat yourself 
to your own library case. It's not only a striking addition 
to office or home (black case, brown spine, quality gold stamping) 
but a perfect way to keep a year of depth reporting close at hand. 

Option 4 If you're not a Television subscriber, don't let 
another month pass you by. Join the crowd who've already discovered 
in Television their guide to the industry's important currents. 

To: TELEVISION MAGAZINE 444 Madison Ave. NewYork, N. Y. 

I'm exercising my option(s) as follows: 

OPTION 1 for 

OPTION 2 

(Name) 

(Address) 

(City, State, Zip) 

OPTION 3 for (Name) 

OPTION 4 (Address) 

(City, State, Zip) 

Ordered by (Name) 

(Address) 

(City. State. Zip) 

Payment Enclosed Bill Company Bill Me Latter CI 

NOTE: You needn't settle on just one option. TELEVISION's subscription ser ieg department can handle n otm ° tions, 
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WHAT'S UNDER 
THE WRAPS 

FOR TV'S 
TOMORROW 

BY RALPH TYLER 

N one of those coincidences that reveal something about I 
the Zeitgeist of the mid-1960s, both Sony television sets 

and Sheaffer pens are featuring wristwatch television in 
their current print campaigns. The sets haven't been in- 
vented yet, but everybody knows they will be. Aren't the 
youngsters who read about living room television in Popu- 
lar Mechanics in the '30s now watching it from their easy 
chairs? That's what it means to be an American in the 
20th Century: the future is always at hand. 

Nowadays, however, there are some dark spots on the 
horizon that weren't so discernable in the '30s. When you 
ask someone to discuss the future of television he is likely 
to preface his remarks with "barring an atomic war" or 
"assuming man has sonic sense and doesn't kill himself." Or 
you may encounter an Orwell ian outlook picturing a ma- 
terially surfeited man, with not h lig further to strive for, 
crouched passively for hours in front of a full-color, stereo- 
scopic, stereophonic wall-to-wall television set Pavlovianly 
conditioned to kite that cvcil a Neanderthal would find 
light-weight. 

Dr. Alfred Goldsmith, a man who has been very much a. 

part of hroadcasting histoi y since he joined RCA as director 
of research in 1010, says that: "If you want to talk about 
television 25 yem's 1.1 ow now you have to assume a reason- 

(at 

ably normal world from now through 1989-and that's a 
large order and unlikely." 

Dr. Goldsmith, who played an active role in both the 
first commercial radio broadcasts and the development of 
the commercial color TV tube, says that predicting five 
years ahead is difficult and ten years sheer guesswork: 
"Technology changes abruptly, in detail and basically." 
Much of today's electronic technology, he points out, is 
predicated on the transistor, which was unknown 25 years 
ago. Something equally unknown today may completely 
change the picture a quarter century hence. 

And then there are those like William Hodapp (New 
York University lecturer who directed such TV programs 
as Studio One and Omnibus) who take the technical bril- 
liance of television's future for granted, but ask, "Once 
you have all the toys, how do you grow up? What is on 
the box? This is what the boys haven't got an answer to." 
Hodapp says, "We may be watching television while float- 
ing on a satellite, but I don't want to float on a satellite 
and watch My Little Margie for its 18th rerun." 

Whenever they come, those wristwatch television sets 
will be worn by that most complex of all machines, man. 
The people who talk about what television will be like in 
the future must also make assumptions about what man 
will be like. 

Even if the future's television technology is considered 
in isolation from the human beings who will shape it and 
be shaped by it, it is still not that easy to make predictions 
that will hold up. For one thing, trends don't always con- 
tinue in the direction they are heading at the moment. 
They may pick up or run down. Sometimes counter-trends 
start. A cartoon sequence in a recent New Yorker, for ex- 
ample, showed a man in the early days of television watch- 
ing a tiny screen. The screen then grows larger over the 
years as he purchases new sets until, in the final picture, he 
again is seen watching a tiny screen on his portable receiver. 

(A less whimsical version of this phenomenon was noted 
by the Television Bureau of Advertising last month in its 
10th anniversary presentation [see page 36]. As TvB 
traced it: "Remember those early days when the number of 
television sets was small but the number of viewers per 
set was big? The sets were big but the pictures on them 
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were small. Then the number of sets got bigger, the viewers 
per set got smaller, the picture got bigger and the sets got 
smaller. Now the sets and the pictures and the viewers 
per set are all getting smaller while the number of sets 
gets larger.") 

Some of the future's trends will cross each other's paths 
with unpredictable results. Communication satellites, to 
cite a case, will bring nearly instantaneous live television 
transmission from any one spot on the globe to any other. 
But meanwhile designers are working on supersonic jet 
planes that will fly from London to New York, say, in an 
hour and a half. The question then will be whether it's 
more convenient to bounce your program off a satellite and 
then tape it for delayed transmission, since the time differ- 
ences between capitals often will be awkward, or simply to 
put the tape in a can and ship it by jet. The relative costs, 
rather than the minor differences in speed between the 
two methods, probably will be the deciding factor. 

WHO NEEDS THE MAORIS? 

It is possible, too, that as the world is brought closer 
together by international television, the peoples of the 
world will become more alike, and, ultimately, less interest- 
ing to each other. Why should a man in the future Kansas 
City switch on a television program about the Maoris of 
Australia if the Maoris are no different in dress or behavior 
from the family next door in Kansas City? 

But all these cautionary words aside, there remains the 
certainty that television has a brilliant technological future, 
alongside the possibility that it has a brilliant human 
future-a future that already is taking shape today. 

Forty-one years ago, David Sarnoff told the directors of 
RCA: "I believe that television, which is the technical 
name for seeing as well as hearing by radio, will come to 
pass in due course." This year, in two major speeches, 
Sarnoff has examined the future of computers, a develop- 
ment as revolutionary as television and one that already 
has started to affect its older electronic brother. 

"We can already foresee the progressive blending of com- 
puters and communications," Sarnoff said to the National 
Automation Conference of the American Bankers Assn. 
"This will lead to a combination of personal voice and 

video communications, dial or pushbutton systems of trans- 
mitting computer instructions, and attachments for receiv- 
ing and storing computer data from one end of the world 
to the other. 

"The time will come when the individual in a technologi- 
cally advanced nation will possess a personal number to 
serve as his private code for making or receiving local or 
global television calls, for credit information and innumer- 
able other purposes. The number would tend to become as 
important as his name." 

Sarnoff predicted that the combination of communica- 
tions with the computer will make it possible to conduct 
many managerial operations without physically going to 
an office every day and devoting additional hours or weeks 
to more distant travel. 

"Executives," he said, "will be able to participate in high- 
level meetings without stirring from home. A special work- 
room will contain color television apparatus that will per- 
mit communication in sight and sound with other par- 
ticipants around the country and even around the world. 
Computers will flash pertinent information on the screen 
or in print through desk instruments, permitting an instant 
exchange of documents, graphic materials and views. 

"Eventually, by making physical presence less essential 
to the discharge of business, the computer and communica- 
tions complex will eliminate much of the rush and stress of 
modern living. Thus, ironically, the utmost in speed will 
cancel out the worst consequences of the modern vice of 
speed." 

In an article last May in Fortune magazine, the RCA 
board chairman predicted: 

"Through communication satellites, laser beams and 
ultraminiaturization, it will be possible by the end of the 
century to communicate with anyone, anywhere, at any 
time, by voice, sight, or written message. Satellites weigh- 
ing several hundred tons will route telephone, radio and 
television, and other communication from country to coun- 
try, continent to continent, and between earth and space 
vehicles and the planets beyond. Participants will be in 
full sight and hearing of one another through small, desk 
instruments and three-dimensional color TV screens oil the 
wall. Ultimately, individuals equipped with miniature TV 

TELEVISION MAGAZINE / DECEMBER 1964 67 

www.americanradiohistory.com

www.americanradiohistory.com


TV'S TOMORROW continued 

transmitter-receivers will communicate with one another 
via radio, switchboard, and satellite, using personal chan- 
nels similar to today's telephone number. Overseas mail 
will be transmitted via satellite by means of facsimile re- 
production. Satellite television will transmit on a world- 
wide basis directly to the home, and a billion people may 
be watching the same program with automatic language 
translation for instant comprehension. Newspaper copy, 
originating on one continent, will be transmitted and set 
in type instantly on another. Indeed, by the year 2000 key 
newspapers will appear in simultaneous editions around 
the world." 

The future development closest to hand, international 
television via satellite, has been commented on by all three 
network heads. In a speech to the European Broadcasting 
Union two years ago, CBS president Frank Stanton ex- 
amined the limitations of the newly-launched Telstar be- 
fore explaining where he thought its promise lay: 
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areas of reporting and discussing. "We cannot achieve a 
common purpose or a unity of values," he said, "unless peo- 
ple know what is going on and are able to conduct a dia- 
logue on its meaning and its implications." 

He proposed a sort of international version of the Amer- 
ican town meeting, saying: "Through Telstar, we now can, 
and should, bring together the best minds, the most in- 
formed, most articulate, most concerned spokesmen of all 
peoples to explore these urgent matters, together and face 
to face, with all our countries sitting in as witnesses." 

A year earlier David Sarnoff had predicted global satel- 
lite summit conferences with a TV camera trained on each 
leader to relay his image to all the others for viewing on a 
split-screen or on multiple screens. "In addition to con- 
versing back and forth, each will be able to display charts 
or diagrams or even films relating to the questions on the 
pre-arranged agenda. . . . When closed sessions are desired, 
the transmissions could be scrambled and decoded by spe- 
cial equipment at each capital, using the same security 
techniques now widely employed in military and some com- 
mercial communications. When there is no need for 
secrecy, the conferences could be available for all to see and 
hear. With people everywhere riveted to the television 
screen, the leader of a closed nation might well think twice 
before blacking out his own country from an event of such 
magnitude--and one in which he himself participated." 

Leonard H. Goldenson, president of American Broad- 
casting-Paramount Theaters Inc., has predicted that televi- 
sion will play an important role in the developing nations 
in raising the level of public awareness on important issues: 

"The United States," he said, "has the best-informed 
electorate in the world and this is due in no small part to 
radio and television. The television camera is a magnifying 
glass revealing the character of the candidates for public 
office, and it cannot be used successfully by a phony or 
charlatan." 

(;oldenson also envisions worldwide marketing through 
television. He said some advertisers are now making plans 
for using the same television program at the same hour 
of the same night of the week throughout the world as a 
part of their merchandising program. 

Robert Sarnoff, NBC board chairman, has proposed an 
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international organization of broadcasters, global in scope, 
to meet the needs of the new international tele-communi- 
cations age. It could provide close technical liaison between 
countries and be a nerve center from which any broadcaster 
could learn what programs abroad are available to him. 

Looking further ahead, to the age when the new tech- 
nology has fashioned a network of instant communications 
that couples computers, automatic production machinery 
on an assembly line, and paperwork-processing systems at 
an accounting or distribution center, Sarnoff foresees the 
need "to adapt and update the Renaissance Man for assign- 
ment to business management. . . ." 

TIME FOR THE FOREST 

That won't be as difficult as it sounds, he said, because 
the availability of high-capacity data-handling and data 
communications systems "will permit tomorrow's executives 
to give more attention to the forest and less to the trees." 

Whether this new Renaissance Man will lead to a new 
Shakespearean age in the content of television programing 
is moot. There are those who feel, like Herbert Jacobs, 
head of TV Stations Inc., that "we may have landed on the 
moon 25 years from now but it will still be boy meets 
girl." Jacobs likens the gladiator slave bouts of ancient Rome 
to the action westerns of today, and says there will be more 
of the same on television tomorrow, "whether on horse- 
back or space rocket." 

John Allen, programing vice president for McCann- 
Erickson, is pessimistic about the general television content 
of the future because he believes an increasingly all-em- 
bracing welfare state will eliminate "any real drive for 
educational self-improvement." 

Allen, who was with NBC when it started broadcasting 
the first commercial television in 1941, also notes a per- 
sistence in mass appeal, with the highly rated programs of 
that day, when there were about 100,000 sets in the coun- 
try, quite similar in content to the highly rated programs 
of 1964. Then the audience pullers were Lowell Thomas 
and the News, the Mark of Zorro and Doug Allen's Thrills 
and Chills, all of which are duplicated in some fashion by 

today's programing. 
However, in addition to the "euphoria" programs for 
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the relatively passive mass audience of the Allen-envisaged 
future, he also foresees the existence of minority program- 
ing, some of it in a form of pay TV that will eliminate 
the need for a mass audience. He expects, too, that there 
may be a mixture of both government-sponsored and com- 
mercial television, rather like the British set-up today. He 
also offers the suggestion that out of the very "softness" of 
the mass life of the future may come a new tragic era, with 
television dramas providing the conflict and strife people 
will find they are missing in their well-padded everyday 
existence. 

At the opposite poll to Allen on this question is New 
York University's Hodapp, who says he is only too pleased 
that machines will be doing all the things in the future 
that he doesn't want to do and that he expects this freedom 
from onerous labor, once general, will lead to a program- 
ing renaissance, rather than the reverse. "With its great 
new techniques," he says, "television can go back and 
investigate some of the gold that has not yet been mined. 
I'm looking forward to the kind of drama I'd like to see 
on our sets." 

Hodapp predicts an international audience watching 
programs in an internationally agreed upon language "or 
else, more likely, we will have a kind of UN translator 
built into our sets because we love buttons and will con- 
tinue to love them." 

RCA's honorary vice president Goldsmith takes a posi- 
tion somewhere in the middle, predicting there eventually 
will be a greater willingness to accept educational or semi- 
education material, but only after painful experience. 

"Take John Jones who is suddenly reduced from a 40- 
hour work week to 15 and finds he has to keep away from 
household affairs or his wife will go crazy," Goldsmith says. 
"After awhile he'll get fed up. Time hangs very heavily 
on one's hands if one has too much leisure. One man out 
of 10 will decide to take a regular television course in some 
subject that will offer a career with wider opportunities." 

It seems, then, that what television's future will be is 
not entirely an objective question. Each thoughtful man 
carries something of that future inside himself, and -in his 
present actions, both conscious and unconscious, is mak- 
ing it what it will be. END 
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HOW TO 

SORE 
THE MOST 

OUT OF A 

DETROIT 

MINUTE 
The WWJ Stations have won the respect of their 
community. For many reasons: Special emphasis on 
local affairs and news. A knowledgeable approach to 
total programming, A sincere devotion to community 
service. An affiliation with NBC dating back 38 years. 
And home ownership by The Detroit News. 

Because of this respect, the WWJ Stations provide 
advertisers with a more receptive atmosphere for 
their sales messages. Consistent results through the 
years have proved that the way to squeeze the most 
out of a Detroit minute is to spend it on the WWJ 
Stations. Whether you sell sponges or soaps. 

WWJ and WWJ -TV 
Owned and Operated by The Detroit News. Affiliated with NBC National Representatives: Peters, Griffin, Woodward. Inc. TH N EWS STATIONS 
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F VERY four years, however contentious the national exer- 
tion of choosing a President, an associated struggle of 

greater ferocity rages among the news departments of the 
television networks. According to tradition, which history 
tends to corroborate, the news organization that seizes domi- 
nance in its coverage of the political events of a presidential 
election year will hold it for some time thereafter. 

As early as last March 10, the day of the nation's first pri- 
mary in New Hampshire, it became evident that the con- 
test among the networks in the election year of 1964 would 
be more tumultuous than ever. All three news departments 
turned loose upon New Hampshire such massive concen- 
trations of manpower and machinery that all were able to 
declare Henry Cabot Lodge the Republican winner with- 
in half an hour after the polls closed. 

72 

New Hampshire was nothing more than early spring 
training for the head-to-head engagements of larger conse- 
quence that occurred later on in the coverage of kev pri- 
maries in Illinois, Oregon and California. By the time of 
the first of the three principal events that determine net- 
work supremacy in an election year-the Republican and 
Democratic conventions and the election itself-CBS had 
made it clear that it was out to recover the leadership that 
NBC had overwhelmingly won in 1960, and ABC was mak- 
ing expensive efforts to improve its third position. NBC 
News, the well-fed but sternly disciplined pet of NBC's 
journalism-minded president, Robert E. Kintner, was show- 
ing signs of having been handed a blank check and orders 
to win again, or else. 

In the coverage of both political conventions of 1964 
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Miles of cable and millions 

of dollars were strung 
into NBC's computerized 
election headquarters on 
Nov. 3, 1964. 
Everybody's question: 
Would it fly? 

The view of NBC's 
Studio 8-H from just 
outside master 
control. 
Across the rear 
stretched the 
tally boards 
which 
would show 
the vote. On 
the deck at 
upper center 
were Huntley and 
Brinkley. At 
far left, John 
Chancellor. 
In the left 
foreground, NBC's 
election coverage 
command post. 

NBC maintained the advantage it had won during the con- 
ventions of 1960. By remarkable coincidence, according to 
NBC's analysis of national Arbitron ratings, NBC attracted 
51% of the total audience tuned to the political coverage 
during each of the party conventions of 1964; CBS's share 
was 36% and ABC's 13%. (By still more remarkable coin- 
cidence, NBC had reported in 1960 that according to a dif- 
ferent rating system, Nielsen, its share of the total conven- 
tion-watching audience that year was also 51%, CBS's also 
36% and ABC's also 13%.) Allowing a few points for the 
windage to be expected in network announcements, NBC's 
assertion of dominance in 1964 apparently was justified. 
At least neither of the other two networks disputed it. 

With the 1964 conventions over, only the main event 
was left-the coverage of the election itself on the night of 

This diagram in master control plotted all 
the locations of NBC camera units cover- 
ing the election count from coast-to-coast. 

Nov. 3. For that the networks would make their ultimate 
efforts, spending a collective total of about $7 million to 
assemble the largest array of people and equipment to 
swarm over any single story in the history of journalism. 
TELEVISION Magazine decided to learn what it could about 
the intricacies of creating so expensive a night of television 
programing. The most manageable approach seemed to be 
a study of the preparation and production of one network's 
election-night show, and the choice of networks was obvi- 
ous: NBC, which had been indisputably the leader in tele- 
vision network news for at least four years and had bested 
its rivals in over-all performance up to that point in the 
political coverage of 1964. 

As planning stood a couple of months before the elec- 
tion, all three networks would use familiar correspondents, 
Howard K. Smith, Edward Morgan, Bill Lawrence for ABC; 
Walter Cronkite, Eric Sevareid, Bob Trout, Harry Reasoner, 
Roger Mudd, Mike Wallace for CBS; Chet Huntley, David 
Brinkley, John Chancellor, Frank McGee, Edwin Newman 
for NBC. All three would use the Network Election Serv- 
ice, a consolidated reporting enterprise in which the net- 
works and the two wire services, Associated Press and 
United Press International, would pool their coverage of 
the actual voting returns. All three would also use politi- 
cal experts, statisticians, special reporters in sample pre- 
cincts and computers to make their own projections of the 
outcome of the races for the Presidency, 35 seats in the 
United States Senate and 25 governorships. 

The projection systems had been tested in the four pri- 
maries, and CBS and NBC had wound up in a dead heat. 
CBS had been the first in New Hampshire and California. 
NBC had been first in Illinois and Oregon. 

In mid-September the high command of NBC's election 
coverage, led by William R. McAndrew, executive vice 
president in charge of NBC News, made a trip to Cherry 
Hill, N. J., where RCA, which is NBC's parent company, 
was putting together the computer system for NBC's elec- 
tion program. McAndrew had said in advance that the 
NBC delegation already was familiar with the computer 
plans on which the NBC News election unit had been work- 
ing with RCA for the past year and a half. The chief reason 
for the trip to the RCA plant, McAndrew said, was to see 
a new electronic invention that would be used on the elec- 
tion night show. "It's our secret weapon," he confided. 
"We're not going to talk about it until just before the elec- 
tion, but we've got a thing that will automatically trans- 
late computer language into English and show it on the 
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THE TROUBLE ETC. continued 

DIVCON was the secret weapon NBC planned to spring on the opposition election day 
home television set. Our audience on 
election night will be able to read the 
voting projections as they come out of 
the machines. Wait until we spring that 
one on CBS." 

Cherry Hill, which is on the outskirts 
of the Philadelphia-Camden, N. J., met- 
ropolitan complex, is a recently devel- 
oped "industrial park" containing ex- 
panses of unimproved acreage, a num- 
ber of electronics plants, some high-rise 
apartment buildings, a couple of restau- 
rant-night clubs built for credit-card- 
bearing members of the new scientific 
management class, and the Cherry Hill 
Inn, a split-level compromise between 
early Las Vegas and late Howard John- 
son, which advertises itself, on a large 
billboard, as "one of the seven fine inns 
of the world." The other six are un- 
identified. 

McAndrew drove from New York 
with Robert (Shad) Northshield, the gen- 
eral manager of NBC News who was in 
direct charge of the network's election 
coverage, and Reuven Frank, the widely 
respected producer of the Huntley- 
Brinkley Report who would be the ex- 
ecutive producer of the election pro- 
gram. They checked into the Cherry 
Hill Inn a little before midnight and 
then reassembled at the bar for a night- 
cap. "This joint was decorated with 
mill ends," Frank said glumly. North- 
shield looked around with evident dis- 
taste. "I haven't been here since that 
awful night of the California primaries," 
he said. "This was where I woke up the 
next morning wondering whether I still 
had a job." 

CHALLENGE IN CALIFORNIA 
Projecting the winner of the race in 

California between Barry Goldwater and 
Nelson Rockefeller for the Republican 
nomination for the Presidency had put 
NBC to the sternest test it faced all sum- 
mer in the continuing contest among 
networks to be first with projections of 
primary returns. On California's pri- 
mary day, June 2, Northshield and 
Frank were at RCA's Cherry Hill plant 
where the computers that projected the 
California results were located. North- 
shield was there to supervise the use 
of information the computers put out. 
Frank had gone along to get ideas for 
the national election program he would 
do on Nov. 3. Northshield had a di- 
rect telephone line to McAndrew, who 
was in the network's Burbank, Calif., 
studios where the NBC California pri- 
mary coverage originated. Kintner, the 
NBC president, was also in California 
to attend a convention of executives of 
all of NBC's affiliated stations. For pri- 
mary night, Kintner's suite at the Beverly 
Hills hotel had been fitted out with 
three television sets, one for each net- 
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work, and a direct line to McAndrew 
at the Burbank studios. The elegant 
hotel was festooned with cables leading 
to Kintner's command post. 

One of the viewers who saw Walter 
Cronkite declare Goldwater the winner 
at 7:22 p.m., Pacific daylight time, on 
CBS was the president of NBC. The 
words were hardly out of Cronkite's 
mouth before the signal on McAndrew's 
Beverly Hills phone lit up. McAndrew 
immediately called Northshield. At 
Cherry Hill the computers were calcu- 
lating, projections by two systems, one 
of which was indicating at the time that 
Goldwater would win by 53% of the 
total vote, and the other that Goldwater 
would squeak in with 50.5%. North- 
shield told McAndrew that in his judg- 
ment the race was too close to call, 
especially in the total absence of returns 
from northern California where the polls 
were still open. After considerable dis- 
cussion, some of it heated, between 
Cherry Hill and Burbank and Burbank 
and Beverly Hills, the Northshield view 
prevailed. It was not until 9:50 p.m. in 
Burbank and Beverly Hills and 12:50 
the next morning in New Jersey that 
Northshield decided it was safe to project 
that Goldwater would win. By that time 
a good many northern California votes 
had been tabulated and the computers 
were sticking with their statistical fore- 
casts of a narrow Goldwater victory. 
Northshield went to bed in the Cherry 
Hill Inn without knowing whether the 
final vote would confirm the computers' 
judgment but fully aware that if it did 
not, reprisals would be swift and ter- 
rible. As he lay awake he had visions 
of being driven out of Radio City and 
into the streets of Rockefeller Center 
with his head shaved. 

"Well," said McAndrew three months 
later as he and Northshield and Frank 
sat among the mill ends, "we were right, 
thank God, although at the time I wasn't 
so confident." 

"You have to trust the machines," 
Northshield said. "Now if we can just 
trust the people who run them." He 
stared into his drink. Northshield has 
a long face that looks a little like a mo- 
rose bloodhound's when he is troubled. 

"Tomorrow," said Northshield. "I 
dread tomorrow. Tomorrow we will be 
among the computer types. You'll see 
people who make paper dragons so they 
can set fire to them." 

The next morning McAndrew, North- 
shield and Frank were joined at break- 
fast by George Murray, a producer who 
would assist Frank in the election pro- 
gram, and John Chancellor, the NBC 
News correspondent who had been as- 
signed to report projections and analyses 
on the show. Murray and Chancellor 
had driven up from Washington that 

morning. Still another member of the 
party, Frank Jordan, the manager of 
election planning for NBC News, ar- 
rived. Nobody asked where he had come 
from. Among Jordan's jobs was the 
establishment of a network of precinct 
reporters spread all over the country. 
Jordan's associates were accustomed to 
hear from or of him in Chicago at one 
hour and Two Sticks, Ind., the next. 

After breakfast the six NBC newsmen 
walked from the Cherry Hill Inn to 
RCA's plant, a low-lying structure of 
antiseptic design that was spread over a 
number of acres. In the lobby, an area 
painted in forgettable colors that were 
probably cream and light green., they 
were met by an RCA delegation, mostly 
wearing Navy blue suits, white shirts and 
maroon ties. 

The leader of the RCA group turned 
out to be Arthur Katz, a middle-sized 
man with receding hair that was ar- 
ranged in no definite pattern, a slender 
nose that inclined sharply toward his 
chin, and a wide, thin-lipped mouth. 
Katz looked at his watch. The party had 
planned to gather at 9 o'clock. It was 
now 9:10. "We are a little late getting 
started," Katz said briskly. "Let us look 
for a moment at one of your machines." 

THE THIRTY-THREE-OH-ONE 
At one end of the lobby was a glass 

wall and in a room beyond it were sev- 
eral rows of metal cases about six feet 
high, three feet wide and, variously, 12 
to perhaps 20 feet long, all painted 
powder blue. "That," said Katz, "is a 
thirty-three-oh-one and some associated 
equipment. As you will recall, you had 
two three-oh-ones linked on line and in 
real-time for the primaries-a relatively 
simple configuration. The thirty-three- 
oh-one, of course, has considerably great- 
er capability. For the November elec- 
tion we have conceptualized a system of 
two thirty-three-oh-ones and five three- 
oh-ones with appropriate supporting 
equipment. I think we must agree that 
this will be a fairly sophisticated con- 
figuration." Katz smiled widely as though 
he had just handed an ice cream cone 
to a slightly fractious child. He turned 
serious again. "But we are running a 
little behind the schedule I had plan- 
ned," he said. "Shall we go down to 
Operation Ballot?" 

As the group walked down a long 
corridor, Northshield turned to an as- 
sociate. "I don't want to know how these 
computers work," he said. "The com- 
puter guys keep trying to tell us how 
to cover news. I figure if I knew any- 
thing about computers I'd start telling 
them their business and then they'd 
have an excuse to tell me mine." 

Operation Ballot was the name RCA 
had assigned to the special achninistra- 
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tive section that had been set up, with 
Katz as manager, to plan, assemble and 
operate the computer system for NBC's 
election coverage. Katz led the RCA 
and NBC party into a large room con- 
taining several tables and chairs, a num- 
ber of teletype machines, some large 
television monitors that looked like over- 
size home television sets in plain metal 
cabinets, and odd pieces of other equip- 
ment. After the NBC newsmen had sat 
down, some in chairs and some on tables, 
Katz began describing the intricacies of 
the computer system that had been, as 
he said, conceptualized. After a while 
McAndrew interrupted. "Arthur," he 
said, "I don't understand all the tech- 
nology. We'll leave that to you, and 
we're confident that you'll have it in 
working order. Now how about 
DIVCON?" 

DIVCON was the secret weapon that 
McAndrew had mentioned before leav- 
ing New York. The name was a con- 
traction of Digital to Video Converter, 
and the device was a metal cabinet full 
of electronic circuitry that would project, 
in intelligible form on a television 
screen, the information coming from 
computers. At Katz's instruction a tech- 
nician pushed some keys on a teletype 
machine and one of the television moni- 
tors suddenly lit up with the message: 

DISTRICT OF COLUMBIA 

PRESIDENT 

78% REPORTING 
JOHNSON 

WILL CARRY 

WITH 
ABOUT 56.7% 
OF THE VOTE. 

In quick succession the DIVCON 
screen showed a series of such messages, 
with different states, different races, dif- 
ferent candidates and different numbers. 
"This," said Katz, smiling, "is one of 
the nicest toys I have seen. It will do al- 
most anything we want it to." 

Katz explained that as projections 
came from the computers they would 
be stored for display on DIVCON at any 
time during the election night program. 
DIVCON would create its displays in 
any combination of letters and figures 
that had been programed into the spe- 
cial computer to which it would be con- 
nected. Right away the NBC contingent 
perked up. "I could do election night 
with one correspondent and this ma- 
chine," Frank said. More messages ap- 
peared on the DIVCON. "We have to 
edit that copy," Frank said. "It's wordy. 
Also I wonder whether the assertion 
`will carry' isn't a little too strong. 
Would 'to win' be better?" 

"How about 'projected winner'?" 
Chancellor said. ' 

"No," said Northshield, " `to win' is 

better. We don't want to weaken the 
statement too much." 

For the next hour or so Frank, Chan- 
cellor and occasionally the others busied 
themselves with refinements of the mes- 

sages that DIVCON would show. In the 
next room was a television monitor con- 
nected to a keyboard not unlike that of 
an ordinary typewriter. When a key 
was touched, the appropriate letter or 
figure appeared on the screen. At the 
touch of one key reserved for that pur- 
pose, any part of the message that .had 
been electronically "printed" on the 
screen could be erased. Frank began 
tapping out various styles of DIVCON 
messages with one finger. By lunch time 
he and Chancellor had agreed on one 
style: 

TENNESSEE 78% 
PRESIDENT 

JOHNSON 
TO CARRY BY 

123,000 TO 

234,000 VOTES 

One of the important principles they 
had settled on was the extra space be- 
tween "PRESIDENT" and "JOHNSON." They 
felt it improved the clarity of the dis- 
play. With Katz as the host, the NBC 
delegation and a number of RCA peo- 
ple went to lunch at a restaurant across 
the highway from the plant. After lunch 
they returned to the headquarters of 
Operation Ballot, and Frank, Chancel- 
lor, Murray and Jordan resumed work- 
ing on DIVCON copy styles. McAndrew 
and Northshield went off to talk to some 
RCA executives. 

Katz meanwhile explained that on 
election night four of the seven com- 
puters, one 3301 and three 301's, would 
be operating in the New York studio 
from which the election program would 
originate, a 3301 and a 301 would be op- 
erating in Cherry Hill, and still another 
301 would be operating at an RCA plant 
in nearby Camden, N. J. Katz said that 
"higher authority" had decided to make 
the installation in the NBC New York 
studio, although the dispersion of the 
computers added to the complexities of 
the job. There were advertising virtues 
to be had, he said, in exhibiting the 
RCA equipment on the coast-to-coast 
broadcast to which the computers would 
be supplying so much information. 

A couple of months earlier, an RCA 
house organ, Spark, had published the 
following advice to the company's sales- 
men: "If you have a customer who has 
any doubt about RCA's computer capa- 
bility, systems capability, real-time capa- 
bility, programing capability, or any 
other capability, this is the time to prove 
we're not just talking-we're doing. And 
we can prove our points right in their 
own living rooms-just get them to 
watch NBC." 

All seven computers, Katz said, would 
be tied together in an elaborate com- 
munications network involving thou- 
sands of miles of telephone lines and 
some 300 pieces of -supporting equip- 
ment. "Let me emphasize that the sys- 
tem will operate in real time," Katz 
said with a satisfied smile. 

Later another RCA executive with a 
vocabulary more attuned to the general 
idiom than Katz's, explained that a real- 
time system was one in which the com- 
puter could receive instructions and 
automatically act on them. "In real 
time," he said, "the computer can do 
several things almost simultaneously." 
The 3301 computers that would be in 
the NBC setup, this executive said, had 
real-time capability built into them. 
"You can tell the 3301 that you want a 
piece of information, and you will get 
the answer back in 1.75 microseconds," 
he said. A microsecond is one-millionth 
of one second. The 301's needed auxil- 
iary equipment to operate in real time. 
They functioned more slowly than the 
3301's, he said. Their time for response 
was 7 microseconds. 

The 3301's had another advantage, 
the executive said. They could store up 
to 160,000 bits of information in their 
own memory devices. The 301's could 
store up to 40,000. But the memory 
systems of both types of computers could 
be enormously enlarged by the record- 
ing of additional information on mag- 
netic tapes that could be fed into the 
computers. "All told," Katz said later, 
"we will, on election night, have some- 
thing in the magnitude of 200 times 5 

million bits of information stored on 
tape and in the machines." 

Katz said that the total computer 
capacity that had been planned for NBC 
election night would considerably ex- 
ceed the network's needs. "We are con- 
ceptualized," he said, "so that if one 
machine drops out of the configuration, 
the others can carry on. We can drop 
down to four computers before we lose 
the show." 

Within a couple of hours after lunch, 
the NBC newsmen had agreed on the 
general styles in which DIVCON copy 
would be presented. They thanked Katz 
for spending the day with them and ex- 
pressed genuine enthusiasm for DIV- 
CON. As they left, Katz's smile came 
on and went off, in whatever number 
of microseconds it had been programed 
for. 

PRESTIGE BY ASSOCIATION 
In advance publicity about election 

coverage both ABC and CBS made much 
of their associations with the political 
analysts and statisticians who had set up 
those networks' systems of projection. 
For the primaries and the national elec- 
tion ABC had repeatedly referred to the 
services of Oliver Quayle, a political re- 
searcher, and Dr. Jack Moshman of 
CEIR Inc., a data processing firm that 
had programed the Burroughs comput- 
ers that ABC used. CBS had widely pub- 
licized' the contributions of Louis A. 
Harris, the conductor of political polls, 
who had designed CBS's Vote Profile 
Analysis. NBC had at its disposal two 
experts of towering reputation in' their 
fields, but it never officially identified 
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THE TROUBLE ETC. continued 

Two of the country's high-powered mathematical-political wizards hired on with NBC 
either, perhaps to spare them the revela- 
tion that they were both moonlighting 
on their regular jobs. 

The men who devised NBC's two 
systems of projection were Dr. John 
Wilder Tukey, a distinguished mathema- 
tician, Princeton professor and associate 
executive director of research at Bell 
Telephone Laboratories, and Richard 
Montgomery Scammon, who has been 
director of the United States Census 
Bureau since 1961. Tukey is essentially 
a statistician, Scammon a political sci- 
entist. 

As Frank Jordan, NBC's manager of 
election planning, explained it, Tukey 
had been engaged by RCA about 18 

months before the election to design 
a statistical model on which projections 
could be based. At Tukey's suggestion 
Scammon was brought in to develop a 
second system that would complement 
the first. The two systems could be 
used to validate each other and so im- 
prove the probabilities of accuracy. 
Jordan was hurrying off to San Fran- 
cisco at the time he was asked about 
NBC's methods of projection, and he 
referred the questioning to Bud Lewis, an 
NBC producer who had spent the previ- 
ous six months in charge of the analysis 
section of Jordan's election unit. 

The Tukey system, Lewis explained, 
was based on a statistical principle called 
"borrowing." 

"Don't ask me to explain the scientific 
angle," Lewis said. "I'm a newsman, not 
a statistician. But here's how it works. 

"The computer has stored election 
data for every county in the United 
States, going back as far as reliable vot- 
ing records go, maybe two, three or four 
elections. All the counties have been 
sorted 20 or 30 different ways, accord- 
ing to such characteristics as income, 
age, that sort of thing, and all that in- 
formation is in the computer. 

"Now on election night when the ma- 
chine gets a vote from a county of a 
certain characteristic-say it's a county 
with a median income of $4,000-it then 
applies that vote to all the other coun- 
ties in which the median income is 
$4,000. But it doesn't stop there. While 
the machine is doing this in a split sec- 
ond, which would take 40,000 monkeys 
40 million hours to do-you know how 
those computer guys talk-it is also dis- 
covering that the original county from 
which we got this vote has a median 
age of 27.3, So it takes the same vote 
and assigns it to all the counties where 
the median age is 27.3. If the median 
education in the county is, let's say, 
three years of high school, the machine 
runs the vote through all the other coun- 
ties with that educational characteristic. 
And so on down the list. 

"What all this means is that we can 

start borrowing the early returns and 
applying them throughout the country. 
Pretty soon, as more returns come in 
from more counties and are played across 
all the other similar counties in the 
model, the machine begins to see simi- 
larities. It begins to give us what the 
statisticians call variance factors. It says 
maybe that Johnson is leading and will 
win by a range of, say 50.7% to 60.1% 
of the vote, and it also calculates the 
statistical probability of his winning." 

Lewis explained that NBC would tap 
the widespread reporting service of the 
cooperative Network Election Service to 
get fast returns to feed Tukey's model. 
NES would have reporters in 130,000 of 
the 170,000 total precincts in the coun- 
try. Those reporters would telephone the 
local returns to NES headquarters in 
each state, from which state totals would 
then be relayed to the NES national 
headquarters in the Edison Hotel, New 
York. To accelerate the delivery of 
county figures to Tukey's system, NBC 
would have a representative of its own at 
each NES state headquarters, and he 
would sort out figures according to coun- 
ty and telephone them to the nearest of 
four regional centers in San Francisco, 
Chicago, Atlanta and New York, that 
NBC had set up for itself. Those four 
centers would be equipped with high- 
speed teletype service to deliver infor- 
mation direct to RCA's computers. 

THE SCAMMON MODEL 
The second projection system, which 

Scammon had designed, required a sepa- 
rate and much larger corps of NBC's 
own reporters, Lewis explained. Under 
Scammon's direction NBC had picked 
out 2,941 "key" precincts that it would 
staff on election night. Of the total, 399 
were "national keys," chosen because 
they had voted within plus or minus 
1% of the way the nation as a whole 
had voted for Kennedy and Nixon in 
1960. Reporters in the national keys 
would deal only with the vote for presi- 
dential candidates, which they would 
telephone to the nearest of the four 
NBC regional centers for relay to the 
computers. All the national keys were 
in eastern and midwestern time zones 
and in precincts equipped with voting 
machines which lend themselves to faster 
tabulation than paper ballots. 

The 2,542 other precincts in Scam- 
mon's sample were state keys, Lewis ex- 
plained. These had been chosen because 
their votes for President, senator and 
governor in 1960 had coincided closely 
with the total votes for those offices in 
their states. Reporters in those precincts 
would telephone results of presidential, 
senatorial and gubernatorial races, and 
the four regional centers would relay 
them to the computers. 

Lewis said that there was no real need 
to use computers to calculate the re- 
turns from the key precincts. "A guy 
with a handy-dandy adding machine 
could do it as well, but it would take a 
little longer," Lewis said. "Probably 
Scammon and his wife-she's pretty hot 
with statistics and she'll be there elec- 
tion night-could do it with a couple 
of sharp pencils." The computers would 
be used only to get an extra margin of 
speed. 

The two systems of projection prob- 
ably sounded pretty complicated, Lewis 
said, but they were only half of the work 
that NBC would ask RCA's computers 
to do, maybe the less important half. 
The computers would also be used to 
produce analytical reports. 

"We want to make better sense of 
what is happening," Lewis explained, 
"to give our guys on the air something 
to say that's meaningful." After past 
elections, he said, political scientists had 
to piece their analysis together from 
slow, bit-by-bit research. "This year," 
he said, "we'll be publishing somebody's 
doctorate on election night." 

Lewis said that for six months "we've 
been trying to see how many ways we 
can slice up the vote so that we can re- 
flect the realities of this election. 

"We started out by dividing the coun- 
try into geographic areas that have cer- 
tain political distinctions. We have pro- 
gramed the computers so we can call out 
the voting for these regions, and we will 
know whether Goldwater succeeds in 
putting the West and South together in 
such strength that he overwhelms the 
North. 

"We also want to know how different 
kinds of people are voting: people with 
high, middle or low income; people of 
various educational levels; Catholics, 
Protestants, Jews, Negroes and whites; 
people of strong ethnic characteristics. 

"To get this kind of information we 
have set up a couple of thousand pre- 
cincts that represent concentrations of 
significant groups. In Connecticut, for 
example, we'll have about 10 precincts 
of seven different kinds, about 10 with 
concentrations of high income and high 
education, another 10 of middle income, 
10 of low income, 10 that are Negro, 10 
Italian, 10 Slavic, 10 Jewish. We call 
them 'tag' precincts. 

"Altogether there will be 306 nation- 
al tags and 1,770 state tags. These have 
nothing to do with the key precincts 
that feed the computer for projections. 
The tags are for analytical informa- 
tion. In every one of them there'll be a 
reporter phoning in returns." 

Lewis said the tag reporters, like those 
in the key precincts, would telephone 
their reports to the regional NBC centers, 
which would also send along the tag 
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data to the computers. The computers 
would assimilate the information ac- 
cording to voting group characteristics. 

If the computers and the correspond- 
ents failed to choke on the largesse of 
intelligence that Lewis had already de- 
scribed, he was prepared to add some- 
thing more. 

"We also have a little thing we call 
WHIF," Lewis said. "That stands for 
`what if?'-what if Goldwater wins by 
such-and-such percent in South Caro- 
lina? We want to know the answer right 
away." 

The WHIF project amounted to the 
preparation of a large number of alter- 
native explanations for possible results. 
Some months earlier NBC had engaged 
eight political science professors at col- 
leges around the country to prepare 
reasons for different things that might 
happen in their areas. As an example, 
Lewis produced what he said was an 
original draft-to be refined for pro- 
graming in the computer-prepared for 
the presidential race in South Carolina. 
For each eventuality the professor in 
that area had given an explanation, as 
follows: 

If Johnson lost, "Thurmond, racism, 
growing Republicanism winning combi- 
nation for Goldwater. First Rep victory 
since 1876." If Johnson got 40-49% of 
the vote, "but Gold far behind Thur- 
mond 1948 vote." If Johnson got 25- 
40 %, "and Gold majority approaches 
Thurmond 1948 vote-major fusion of 
Dixiecrat and Rep." If Johnson got 0- 
21%, "to such an extent that Gold ma- 
jority exceeds Thurmond 1948 vote." If 
Johnson won, "Thurmond and racism 
no impact; Dixiecrats not deliverable to 
Republicans." If Johnson won more 
than 52%, "Biggest majority for Dem 
since FDR." 

All the WHIF's, Lewis said, were be- 
ing put into the computer so that, as 
the results became known, the appropri- 
ate explanations would automatically 
spew out of the machines. 

"Our system sounds pretty compli- 
cated," Lewis said, "but I think it's bet- 
ter than the others have. The Lou Har- 
ris system at CBS has chiseled out a 
microcosm of the country, a collection 
of precincts all around the country that 
contains a precise representation of the 
country as a whole. If the country has 
a 5% Jewish vote, the CBS microcosm 
has 5% Jews. If the nation is 10% Catho- 
lic, theirs is 10% Catholic. So their 
whole damned sample has to report- 
or at least a good part of it-before 
they know for sure what their projec- 
tions are. And bear in mind that they're 
using the same sample for both projec- 
tion and analysis. 

"We ought to be faster. Theoretically 
one return from one of our key precincts 
will indicate the total vote. Of course, 
we won't go with one return. We'll wait 
until the computer develops solid trends. 

But we'll be using our tags for analysis 
long before the whole lot of them have 
reported in." 

Lewis looked at his watch. It was 
nearly 8 p.m. "I never get home for din- 
ner any more," he said. "And to think 
that only a little while before .I got this 
assignment I was with a film crew in 
Samoa." 

Two weeks before the election Mc- 
Andrew and Northshield lunched at La 
Fonda del Sol, a Latin American restau- 
rant in the Time-Life building across 
the Avenue of the Americas from Radio 
City. Northshield ordered a Margarita 
(a cocktail made of 11/2 ounces tequila, 

IA ounce Cointreau, 2 ounces fresh lem- 
on juice and served in a glass whose rim 
has been lightly frosted in fine salt) . 

McAndrew ordered a glass of ice water. 
He has to watch his weight. McAndrew 
seemed distracted. He had spent the 
morning in conferences with Kintner 
and other high NBC executives decid- 
ing what to do about a demand from 
Dean Burch, chairman of the Republi- 
can National Committee, that Barry 
Goldwater be given equal time to "an- 
swer" a televised speech by President 
Johnson. The President had appeared 
in his capacity as chief of state to com- 
ment on the change of leadership in the 
Soviet Union. McAndrew said NBC had 
decided to offer the time to Burch. If 
Goldwater went on, NBC would then 
have to give time to all the splinter-party 
candidates running for the Presidency. 

"Well," said McAndrew to North- 
shield, "how's the lash-up in 8-H com- 
ing?" 

Studio 8-H is a huge cavity in the mid- 
dle of the skyscraper at 30 Rockefeller 
Plaza in which NBC and RCA have 
their headquarters. The election pro- 
gram would originate in 8-H. 

"A week ago it was a disaster area," 
Northshield said. "Now it's beginning 
to take shape." 

McAndrew said he'd like to look in 
on 8-H after lunch. 

"By the way," said Northshield, "Smil- 
ey Katz came in this morning with a 
cheery message. He said they'd had a 
power surge in the studio and his com- 
puters were all wiped out." 

McAndrew looked startled. 
"It isn't as bad as it sounds," North- 

shield said. "It just means they've lost 
a little time in getting the system set." 

Neither man said anything more about 
the computers. 

Northshield spoke up. "I've ordered 
classy sweatshirts for all the guys in the 
studio crews." 

McAndrew looked at him. "What are 
we supposed to be running? A gym of 
some kind?" 

"Don't worry," said Northshield. "The 
sweatshirts are the same color blue that 
the computers and our sets are painted. 
They'll say 'NBC News' on the front 
and 'Election Night 1964' on the back. 

They'll look good. The guys will need 
them. It's going to be cold in there. The 
computers won't work in warm tempera- 
tures. Also, if you'll remember, Kintner 
said after the California primary that 
the CBS crews looked neater than ours. 
This time ours will look neat." 

On the afternoon that McAndrew and 
Northshield inspected it, 8-H had been 
fitted out with most of the sets and 
equipment that would be used. 

Against one wall of the studio was a 
large semi-circular platform elevated 12 

to 15 feet above the studio floor. This 
was the Huntley-Brinkley deck, and it 
looked like an over-size pie plate stuck 
half way into the studio. Arrayed along 
the base of the deck, on a platform 
curved in the same semi-circle, were per- 
haps a dozen television cameras which 
were facing the opposite side of the 
studio. Across the studio from the Hunt- 
ley-Brinkley deck, in a long arc cor- 
responding approximately to the curve 
of the deck, was the main set. At its 
left, as seen from the Huntley-Brinkley 
position, was an elevated desk-high en- 
closure in which John Chancellor would 
sit. Behind his position was a large 
screen on which the DIVCON projec- 
tions would appear and above it was a 
sign reading "Electronic Voting Analy- 
sis." To the right of the Chancellor 
desk, at a higher elevation, were five 
large display boards that would be used 
to show the standings in the presidential 
popular vote, the presidential electoral 
vote and the races for Senate, House and 
governorships. These were called the 
summary or recap boards. 

The rest of the long arc contained 51 
displays, one for each state and the Dis- 
trict of Columbia, on which would ap- 
pear tabulated returns in the presiden- 
tial election; 35 displays for the states 
in which senatorial elections would be 
held and 25 for the states that would 
elect governors. These displays were 
called, collectively, the state boards. At 
the end of the area of the Senate boards 
was a desk for Frank McGee,. At the 
end of the governors' boards was a desk 
for Edwin Newman. 

The operation of the state boards was 
under the direction of Stan Rotcewicz, 
who is business manager of the Huntley- 
Brinkley Report and who has been in- 
volved one way or another in NBC elec- 
tion coverage since 1948-the first time 
an election was reported on network tele- 
vision. Rotcewicz had worked out a 
system that he thought would set rec- 
ords for speed in the posting of results. 

On each state display board were 
painted the names of the state and the 
candidates. To the right of each state 
name was a space in which the percent- 
age of total precincts reporting would 
be posted. Below each candidate's name 
was a space for his tabulated vote. The 
figures would be posted electronically by 
the manipulation of dials on consoles 
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A long, hard night 
in Studio 8-H as 
NBC covers an election 
and seeks to maintain 
the margin it won in 1960 

As NBC's election show goes on, Walt Kra- 
vetz, director (center left) keeps track of 
dozen monitors displaying picture choices. 

Above: tape drives for RCA computers in foreground, Huntley-Brinkley deck beyond. Be- 
low: in master control Reuven Frank, executive producer, stands; at top left Julian Good- 
man, vice president, and William McAndrew, executive vice president, NBC News' top men. 
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The white phone, below, was on McAndrew's 
desk on a direct line to another one in 
office of Robert Kintner, NBC president. 

Chet Hagen, producer of remotes, handled 
60 cameras, 22 correspondents at some 
20 points scattered throughout the U. S. 
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that were arranged along the base of the 
display board. 

Rotcewicz explained that the voting 
information, as collected by the Network 
Election Service, would be delivered on 
teletype machines which he had installed 
in an arrangement that put each tele- 
type in the immediate vicinity of the 
consoles that would be used to post the 
returns it brought in. Four teletypes 
would deliver presidential returns (num- 
ber one: Alabama through Idaho; num- 
ber two: Illinois through Mississippi; 
number three: Missouri through Oregon, 
and number four: Pennsylvania through 
Wyoming) ; two would deliver senatorial 
returns (Arizona through Nevada and 
New Jersey through Wyoming) , and 
one would deliver the gubernatorial 
votes. At each teletype would be seated 
a reader who, without tearing the copy 
from the machine, would read off the 
results to the console operators in his 
area. Also in each teletype position 
would be a supervisor who was to make 
sure that the console operators correct- 
ly posted the figures that were read to 
them. 

"I figure that it will take us about 
four seconds to get a number on the 
boards," Rotcewicz said. "I don't see 
how CBS can beat that." 

Altogether, Rotcewicz would have 
39 people reading, supervising and post- 
ing, plus 20 others to take relief shifts 
as the night wore on. He had recruited 
his workers from the accounting and 
auditing offices of NBC. "My people 
have to be used to working with figures," 
Rotcewicz explained. Like all other 
NBC employes in departments other 
than NBC News who had been drafted 
for work on the election program, 
Rotcewicz's would be paid $25 for each 
day of rehearsal and $50 for election 
night. NBC News personnel would re- 
ceive no special compensation. 

The whole floor area in Studio 8-H 
between the Huntley-Brinkley deck and 
the consoles and teletypes at the base 
of the display boards was occupied by 
Arthur Katz's computers and cabinets 
of associated equipment. Racks had been 
built of heat-reflecting material on top 
of Katz's machines, and fans had been 
installed beneath the racks to blow on 
the computers. These devices were to 
counteract the heat of the overhead 
studio lights. The noise of the fans 
drowned out normal conversation. 
Northshield explained that during the 
election program the correspondents 
would wear special microphones that 
would pick up their voices but not the 
noises of the computers' cooling sys- 

tems. 
On the afternoon that Northshield 

and McAndrew visited 8-H Katz was 
working with a couple of dozen other 
RCA people in a large area adjacent 
to 8-H that contained some tables and 
20 or 30 teletype machines. This, Katz 
explained, was RCA's control center. 

On election night Katz would be seated 
in this area. Near him would be a unit 
of statisticians whom Katz did not other- 
wise identify except to say that their 
function would be "parameter control." 
As the raw projections came out of the 
computers, Katz explained, they would 
automatically be delivered by teletype 
to the RCA control center and to an 
NBC control center near Chancellor's 
Electronic Voting Analysis desk in the 
studio. Northshield would be at the 
studio center with Scammon (although 
the latter was not mentioned by Katz) . 

In the RCA area with Katz at the posi- 
tion he had called "parameter control" 
would be Tukey, another name that 
Katz did not volunteer. Whenever the 
NBC and RCA control centers agreed 
that a projection could be announced, 
both would turn keys that would switch 
the projection from the pre -release tele- 
type circuit to the DIVCON storage sys- 
tem for display at will on the air. "We 
insist," said Katz, "on a positive release 
level. Both keys must be turned." Katz 
said that parameter control would not 
tolerate anything worse than a "two 
Sigma variance," whatever that meant. 
Nobody asked him to amplify. 

THE CHERRY HILL DETOUR 
All the mass of information coming 

from the four NBC regional centers on 
election night-returns from counties as 
intercepted at NES's state headquarters 
by NBC reporters and returns from the 
2,941 key precincts and the 1,966 tag 
precincts-would first be digested by 
RCA's computer system at Cherry Hill 
and Camden, Katz explained. It would 
then be pumped into the big 3301 in 
8-H which would redistribute it to a 301 
"which will formalize the material for 
DIVCON," as Katz put it, and two other 
301's "which will generate some printer 
signals for us." The 3301 itself would 
meanwhile be producing Bud Lewis's 
analytical information in printed forms 
that were called "takes." 

Katz walked to an area under the 
Huntley-Brinkley desk which was with- 
in the studio but hidden from the main 
set by the curved wall against which the 
cameras were arrayed. In this area were 
six machines, each about four feet deep, 
three feet wide and four and a half feet 
high, which Katz said were high-speed 
printers on which the combined output 
of all the computers would be repro- 
duced on election night. "Visualize, if 
you will," said Katz, "a room 10 feet 
square and 10 feet high. These printers 
collectively could fill such a room with 
paper in one hour." The subject was 
changed before Katz could be asked 
about the paper delivery and disposal 
problems that his printers might create. 

As McAndrew left 8-H after looking 
it over two weeks before election night 
he said: "Now you can begin to under- 
stand why this show costs so much." 

The budget of the NBC election pro- 
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THE TROUBLE ETC. 

Robert Kintner, 
continued 

NBC's news-minded president, spurred his troops on before the fray 
gram as set before the show went on 
added up to $2,475,000 and consisted 
of the following: 

ProjectionrAnalysis 
Jordan's staff 94,000 
Consultants 66,000 
Consultants expense 19,000 
Surveys, polling 200,000 
Precincts reporting 75,000 
Collection centers 

(staff, expense) 80,000 
Telephones-data 

collection 114,000 
Teletype operations 190,000 

Subtotal $ 838,000 

Production 
Commercial fees 60,000 
News production staff 30,000 
Other personnel 

(NBC and temporary) 30,000 
Travel, entertainment 34,000 
Telephones 20,000 
AT&T network lines 40,000 
Wire service 40,000 
Supplies, services 

and rentals 25,000 
Scenic services 58,000 
Staging services 142,000 
Technical operations 142,000 
Computer 58,000 
DIVCON 63,000 
Voting display boards* 110,000 
Vizmo rear-screen 

projection device 15,000 
Subtotal $ 852,000 

Remotes 
Manpower, equipment 59,000 
Travel, entertainment 8,000 
AT&T communication 

and lines 170,000 
Subtotal 5 237,000 

Network Election Service 395,000 
Contingency 153,000 

Total $2,475,000 
The state disp lay boards had been built for the 

1960 election. The cost in the 1964 budget in 
amortization allocated to this election. 

No cost was assigned in the NBC 
budget to the RCA computers or their 
operation. That expense was absorbed 
by RCA in exchange for the advertising 

offered by the use Of the RCA 
ma( tutu- on Ihr NBC. program. 
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band in Katz's "parameter control"; 
Scammon and his wife with their sharp- 
ened pencils; all the stage hands, camera- 
men and technicians, and a squad of 
uniformed company police whose mis- 
sion was to prevent the entry to the 8-H 
area of anyone without a special badge. 

The rehearsal was to begin at 2 p.m., 
but NBC News employes had been asked 
to convene at 1:15 in 8-G, a large work 
room off the main studio, to hear a mes- 
sage from Mr. Kintner. It has become 
traditional for the NBC president to de- 
liver pep talks in advance of major news 
programs. This time 8-G was packed 
when a delegation of executives marched 
in: Kintner, McAndrew, Northshield, 
Frank, Julian Goodman, vice president 
and number two executive in NBC 
News, David Adams, who is the net- 
work's senior executive vice president 
and a key man in policy councils, and 
Sydney Eiges, vice president in charge of 
public information. Northshield, who is 
6 feet 2, and Frank, who is about 6 feet, 
towered above the others. Northshield, 
as the NBC News executive in direct 
charge of election coverage, had drawn 
the unenviable assignment of establish- 
ing a rapport between the troops who 
were assembled in 8-G and the general 
who had ventured from 'a distant retreat 
only long enough to encourage them to 
die if necessary on the field of combat. 
Northshield stepped up to a microphone 
which was rigged to a public-address 
system that sent his voice booming 
through 8-G and indeed the whole eighth 
floor. The executive inspiration would 
be inescapable. "We anticipate," North- 
shield said, "that this event on Tuesday 
night will be the capper, the third leg 
on the cup, following San Francisco and 
Atlantic City." He predicted, as the gen- 
eral smiled, "a conclusive victory." 

The victory theme was amplified by 
Kintner, who was introduced by Mc- 
Andrew as "our managing editor" and 
who spoke for about 10 minutes with- 
out using notes. Kintner talks in a 
hoarse monotone, pausing only for quick 
breaths that come more often when his 
wind gives out than at points of punc- 

a tiot 
Kin! ter assured everyone that NBC 

had clone a "tremendous job" covering 
the primaries and the conventions "par- 
ticularly Atlantic City" and he pre- 
dicted it would do a good job the next 
Tuesday nigh'. He said he was not so 
mot h (our ii that NBC came out 
fits( in critical Neclain) "although natu- 
rally I would like awl I know Bill iind 
Julian and Shad would like lo 11;1\T that 
too" as lie \cis 111;1( NBC prove that it 
((luit k ho.;011) Was fin' lush 111(0 I'M- 

twist kill net work news 
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most responsible news organization in 
the business," he said. 

"Now added this year," said Kintner, 
"is the computer. I have no doubt that 
with the tremendous installation that 
we have here we will be able to call the 
results as quickly as anyone." But, said 
Kintner, projections would only be part 
of the computers' job. "Now with the 
RCA computers and EVA our voting 
analysis will be able to tell people not 
only how people in their community 
vote but how a Harlem votes how my 
home territory of Dutch Pennsylvania 
votes how Southern Illinois how Phila- 
delphia how Chicago and big cities vote 
[pause]. Is the Middle West different? 
What is the strength of a white back- 
lash if there is any? Is there a frontlash 
as the President says?" 

Kintner said NBC had spent "three 
million dollars for next Tuesday's op- 
eration" (a figure rounded off to the 
nearest million above the $2,475,000 that 
had actually been budgeted) which 
would enable the network "to come out 
with a great public service" made pos- 
sible however only if "everybody from 
the messenger boy to Huntley-Brinkley 
including all our technicians who are 
very important to us our engineers our 
production people our editors our pub- 
licity people our personnel department 
that has gathered the people are all 
[pause] working together as a team." 

THE LOCKER ROOM TOUCH 
Kintner's voice rose a tone above the 

steady level it had maintained. "It may 
sound prosaic to adopt sort of a Knute 
Rockne attitude but I think we're go- 
ing to win both critical acclaim and 
audience because I know that NBC has 
the best news team in the business." 

The massed employes burst into ap- 
plause. McAndrew said: "Let's go to our 
machines." The team began charging 
into position. 

Not everything went according to 
plan. 

In one RCA control area, where about 
50 persons were due to work at a 
crowded layout of desks and tables, a 
man was standing in the center of the 
clutter. "Chairs," he cried. "There aren't 
enough chairs." 

Back in 8-G, where 50 to 60 editors 
and writers were searching out the desks 
to which they had been assigned, a dis- 
traught girl rushed in and clutched at 
an editor who was standing near the 
entrance. "George," she asked, "where's 
the control desk?" He looked at her 
blankly. "I thought that's where you 
were," he said. 

Most of the editors, writers, analysts, 
messengers, continuer technicians-all 
those to be engaged in the complicated 
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bus mess ot supplying information to the 
five correspondents-were still milling 
around in their general locations when 
a loudspeaker in the studio announced: 
"Stand by." It was 2:08 p.m. 

Frank, the executive producer, had 
prepared an outline of a half-hour pro- 
gram segment for rehearsal purposes. He 
called it a "routine." Mimeographed 
copies of the outline had been dis- 
tributed to all those associated with the 
production of the program. In the staff 
briefing, Frank had appeared just be- 
fore Kintner spoke and had explained 
that the routine was only for rehearsal. 
"We're going to go through it until it 
works and then probably throw it away." 

As written out by Frank, the rehearsal 
routine was a list of program elements, 
each called a "spot" or a "little pro- 
gram" (the identifications are inter- 
changeable), each numbered in the se- 
quence in which it would appear and 
each accorded a specific time length. The 
opening spot, to be two minutes and 30 
seconds long, was described on Frank's 
list as " (I) Huntley-Brinkley (Huntley 
Sandwich) 2:30." In accompanying notes 
it was explained that a "Huntley Sand- 
wich" meant that Huntley would open 
with bulletin material summarizing the 
races for Presidency, Senate, House and 
governorships; Brinkley would then talk 
about individual state returns in the 
presidential race, as arranged with his 
editors, and Huntley would close the 
spot with an analysis. In a "Brinkley 
Sandwich" the roles were to be reversed, 
Brinkley opening with the summary, 
Huntley then talking about selected 
state returns and Brinkley closing. 

The rest of Frank's routine went as 
follows: (2) a one-minute spot with 
Chancellor and his DIVCON projec- 
tions; (3) one minute with Brinkley re- 
porting presidential returns in selected 
states; (4) two minutes and 30 seconds 
with McGee reporting returns in Senate 
races; (5) one minute for Huntley to do 
whatever seemed most timely; (6) a one- 
minute commercial; (7) two minutes 
and 40 seconds for Huntley-Brinkley 
(Brinkley Sandwich) ; (8) one minute 

for Chancellor and projections; (9) one 
minute with Huntley reporting presi- 
dential returns in selected states; (10) 
two minutes with Newman reporting re- 
turns in gubernatorial races; (11) one 
minute with Brinkley summarizing the 
races; (12) a two-minute commercial, 
and (13) a six-minute-and-30-second "ad 
lib segment," as it was called on Frank's 
outline, which was to start with a Hunt- 
ley-Brinkley (Huntley Sandwich) of 
about a minute and a half, go to a "short 
Chancellor" and' then to one of two 
alternatives: a pickup from one of many 
remote locations, in centers of likely 
news breaks, where NBC would have 
cameras and correspondent poised for 
reports and interviews, or a "sweep 
of presidential, Senate or governors 
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boards." The latter meant that cameras 
would present a series of closeup pic- 
tures of Rotcewicz's display boards, state 
by state, while the assigned correspond- 
ent-Huntley or Brinkley for the Presi- 
dency, McGee for the Senate, Newman 
for the governorships-read off the re- 
turns and added brief commentary. The 
choice of race to sweep was to be made 
by Frank. The ad lib segment was to 
end with Huntley or Brinkley doing a 
summary of the recap boards. 

Several days before the first rehearsal, 
while he was working up the outlines 
of the show, Frank had explained that 
from the producer's point of view elec- 
tion night coverage was "a collection 
of little packages." The packages, as 
visualized by Frank, consisted of Hunt- 
ley-Brinkley with the recap and presi- 
dential boards, Chancellor with projec- 
tions and DIVCON, McGee with the 
Senate boards, Newman with the guber- 
natorial boards and, the most compli- 
cated little package of them all, the net- 
work of remote locations at political 
headquarters scattered throughout the 
country. As for the elaborate complex 
of RCA computers, precinct and region- 
al reporting centers, and all the analysts, 
editors and writers in all those rooms 
around 8-H, Frank said they were not 
his concern. "I just have to assume that 
the information will be there," he said. 

Frank had explained that through 
the orderly assembly of his little pack- 
ages he thought he could make the pres- 
entation intelligible. "The big problem 
in our coverage of this election," he said, 
"is that we'll have so much information 
coming in so fast that if we put it out 
as fast as we get it, nobody will under- 
stand it." Frank's main worry was that 
he would be pressured into disrupting 
his routine. "I just hope," he said, "that 
we won't have too much of that 'get 
ahead of CBS' with projections and 
analysis. Outside of the critics and the 
people with three heads nobody is go- 
ing to be watching three networks." 

The 13 program elements in the rou- 
tine that Frank was to follow in the first 
rehearsal added up to 25 minutes and 
10 seconds. In routines scheduled for 
the broadcast the time would come out 
at an even 25 minutes, after which, in 
each half-hour program segment, there 
would be what Frank called a "five-min- 
ute breakaway" consisting, in sequence, 
of a five-second panorama picture of the 
studio, a 10-second network identifica- 
tion slide, a 35-second interlude in which 
stations would cut into the network pro- 
gram to give their own identifications 
and carry a commercial or two, a 30- 
second summary by Huntley or Brink- 
ley, a minute-and-30-second report by 
Newman or McGee, a 20-second recap by 
Huntley or Brinkley and a two-minute 
remote or, in the absence of a remote, 
a two minute sweep of the boards. 

During the five-minute breakaway at 
the end of each half-hour, Frank had 
explained, many affiliated stations would 
disconnect the network program to do 
programs of their own. As Frank put 
it: "They use those five minutes to put 
in their own local election returns and, 
oh, about a hundred and twelve com- 
mercials." Not all stations, however, 
would stay away from the network be- 
yond the interlude for station identifica- 
tion. For those that elected to ride the 
network NBC would have to program 
the full half hour, less the 35-second 
station break. 

The election-night show would con- 
sist of an uninterrupted procession of 
half-hour routines that would end only 
when the election outcome was decisive 
-and not until at least one and prob- 
ably both of the other networks had 
called it a night. "With Kintner watch- 
ing all three," one of the NBC newsmen 
had said, "we're doomed to stay up un- 
til everybody else has quit." Frank said 
he hoped to wrap up the program by 2 
o'clock the next morning. From, start 
to finish there would be no relief for 
Huntley, Brinkley, Chancellor, McGee, 
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THE TROUBLE ETC. continued 

Video signals from all over the nation led to the network's electronic command post 
Newman, Frank or Northshield, al- 
though everyone else connected with the 
program would be backed by someone 
who could substitute for him during 
brief breaks. "After the night wears on," 
Frank said, recalling earlier election pro- 
grams "it gets to be a problem. How do 
you make time for Huntley to go to the 
can?" 

On the first rehearsal clay, while the 
memory of Knute Rockne lingered in 
8-G and swarms of inspired workers were 
scattering to their stations, McAndrew, 
Goodman and Frank ascended a steel 
stairway that ran half way up one wall 
of Studio 8-H. At the top of the stairs 
the three men disappeared through a 
door in an otherwise blank wall and en- 
tered the command post of the election 
program, a windowless room sealed off 
from the outside world by sound-proof 
doors. Covering one wall of the master 
control room were tiers of monitors- 
television screens labeled to indicate the 
sources of the pictures that would ap- 
pear on them. Facing the monitors were 
two long desks, the one in back elevated 
to enable its occupants to look over the 
heads of those at the front desk and see 
the monitors. At each desk were seven 
chairs. The monitors, desks and chairs 
filled the room, except for narrow pas- 
sageways between the monitors and the 
front desk, the front desk and the back 
one, and the back one and the rear wall. 

Frank took his position at the center 
of the rear desk and fastened a micro- 
phone around his neck. To his right 
were McAndrew, Goodman and Mc- 
Andrew's secretary, Betty Bagshaw, in 
that order. To his left were Bob Mulhol- 
land, the program editor; George Mur- 
ray, the producer, and an empty chair 
which, it was said, would be filled on 
election night by be Derby, an NBC 
publicity man. Derby's purpose in being 
in the command center during the pro- 
gram was never very clearly explained. 
"lie's a good guy," Murray said vaguely. 

Sitting directly below Frank in the 
center of the front desk was Walt 
Kravetz, the program director. To his 
right were it let director, a light- 
ing director and heaven Frank's secre- 
tary. To his lelt wart an assist.iiit direc- 
tor and two tlrll0 y (hairs that would he 
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gram routines, the planned sequence of 
commercials might have to be altered. 
The agency man would be on hand to 
make the necessary alterations. Frank 
had said earlier that Gulf was an ac- 
commodating sponsor. "They probably 
wouldn't object even if we lost a com- 
mercial. That, of course, I'll do my best 
to avoid," Frank said. 

Most of the monitors were alight with 
pictures when Frank, McAndrew and 
Goodman settled into their seats. There 
were three tiers of screens. Nine were 
in the top tier and, from left to right, 
were cryptically labeled 4J PVW, 8 
Creeps, 9 A Bay, 10 Proj Bay, 11 4G 
Film, 12 4J Remotes, CBS, ABC and 
NBC. Eight were in the middle tier: 
1 HB 1, 2 HB 2, 3 Bin Cam, 4 Pres 4, 
5 Pres, 5, 6 Recap 6, 7 Recap 7 and Efft 
2. On the floor were four large moni- 
tors, the size of home consoles, labeled 
4J Remotes, Pgm, Pgm and Preset. 

Kravetz, the director, later described 
the functions of the monitors, each of 
which was connected to a camera in the 
studio or to another picture source. The 
screens that were marked CBS, ABC and 
NBC, Kravetz said, would show, side by 
side, the election programs of all three 
networks and were there primarily for 
the use of McAndrew and Goodman, (In 
addition to critics and three-headed peo- 
ple, Reuven Frank might have listed 
television network executives among 
those who would be watching all three 
networks on election night.) The loud- 
speaker in the master control room 
would carry only NBC's sound, but Mc- 
Andrew and Goodman were equipped 
with earphones through which they 
could listen, at will, to either of the 
other two networks. 

FROM THE MANY, ONE 
Rrat.e1/ said that he and Frank and 

he other production workers in master 
«intro' would be too busy to pay any 
attention to what CBS and ABC were 
doing on election night. He, for ex- 
ample, would have to keep a sharp eye 
on the following: I FIB 1 which was 
linked with a studio camera identified 

s numher one and positioned on the 
I linuley-Brinkley check to cover the two 
correspondents; I l R 2 which was linked 
with camera number two, also on Hunt- 
ley and Itril Icy; 3 Bin Cam which 
would show the hire ores made by camera 
number three, mounted in an enclosure 
tailed "the bin," high across the studio 
from the I luntleydirinkley deck, and as- 
signed to nrike long' shots of ihe 
men; 1 Pres '1 And 5 Pres 5 tvhnIt were 

four and lire IF:1111Cd on 
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show presiduntial returns; 1. Recap la 

and '7 Rec;ip '7 which were LtIller;is num- 
her six and seven trained on the live 

summary boards, and 8 Creeps which 
was connected to two portable cameras, 
of the type known as creepy peepies, 
that could be carried to any point on 
the studio floor (only one monitor was 
needed for the two portables; while one 
camera was in operation the other would 
presumably be moving from one loca- 
tion to another and would therefore be 
out of action). All of the cameras con- 
nected to the monitors that were num- 
bered one through eight were under 
Kravetz's direct control. It was his job 
to tell the camera operators, with whom 
he could talk on an internal commu- 
nication system, what shots he wanted. 
"That's about as many cameras as one 
man can direct," Kravetz said, "so we've 
set up the others under subcontrols." 

One subcontrol, an intact unit of four 
cameras and their operators, a director, 
technical director and assistant director, 
was set up to cover McGee, Newman, 
the 35 senatorial boards and the 25 gu- 
bernatorial boards. The control desk 
for this unit, equipped with its own 
monitors and switching devices, was on 
the studio floor in a bay formed by the 
curve of the senatorial and gubernatorial 
display boards. The four cameramen 
would take instructions from their own 
director, who, in effect, would create lit- 
tle programs in his own domain and 
supply them to the master control room. 
At the director's instruction the unit's 
technical director would switch from 
one camera to another to provide the 
single picture that would be fed to 
master control (according to union 
rules, the physical act of video switch- 
ing may be done only by a technical 
director) . Also under this director's 
control was a Vizmo, an electronic de- 
vice that could project photos or charts 
on screens behind McGee and Newman. 
The little programs originating in this 
unit would be displayed in master con- 
trol on the monitor designated 9 A Bay. 

Another subcontrol unit, with its own 
director, technical director and assistant 
director, covered Chancellor and the 
projection desk. Under the command of 
the director of this unit were two cam- 
eras trained on Chancellor and a third, 
mounted high in a corner of the studio, 
that would be used to take the pano- 
ramic pictures, or "cover shots" as 
Kravetz called them, that would be fed, 
without sound, during station breaks. 
Also tinder the command of the director 
of the Chan( ellor unit would be two 
DIVCON channels, one projected on a 
large s( yen behind Chancellor and 
another feeding directly into the main 
circuit for (loscups on home television 
sets. The DIVCON screens figured prom- 
inently in Reuven Frank's production 
planning. Front the time he had first 
'wen DIVCON at Cherry Hill, Frank 
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had thought of it as the ideal counter- 
point to Rotcewicz's display boards. As 
Frank visualized the combination, the 
cameras would alternate between pres- 
entations of the actual returns as posted 
on the display boards and projections 
as delivered by DIVCON. Because 
DIVCON looked different from the dis- 
play boards, Frank reasoned, viewers 
would at once recognize that DIVCON 
was showing projections and the display 
boards were showing counted votes. Be- 
yond that, DIVCON would add drama 
to the program as it reeled out its al- 
most infinite permutations, projecting 
result after result with the speed of a 
computer, before the goggling eyes of 
the fascinated multitudes. The impor- 
tance of DIVCON in NBC's production 
planning was emphasized by the pres- 
ence of Shad Northshield, the general 
manager of NBC News, who had as- 
signed himself to sit next to the director 
of the Chancellor subcontrol unit in 
the subcontrol center at the base of 
Chancellor's elevated desk. The pro- 
graming from this unit would appear 
in master control on the monitor la- 
beled 10 Proj Bay. 

A third subcontrol unit, the most 
elaborate of the lot, was planned origi- 
nally to include perhaps 40 cameras in 
14 or 15 locations where important po- 
litical developments were likely to oc- 
cur or important candidates likely to 
appear to concede or claim victory. This 
was the remote operation, and it was 
under the supervision of Chet Hagen, 
an NBC News producer who has made 
a reputation producing what the net- 
work has called "instant specials," rapid- 
ly created treatments in depth of fast- 
breaking news stories. Hagen is known 
around NBC as a man of formidable 
energy and inventiveness. A couple of 
weeks before the election Northshield 
had reported to McAndrew that he 
thought the remotes could be kept to 14 
locations, but not if Hagen had his way. 
"This morning he wanted to put cam- 
eras in Atlanta to get the southern reac- 
tion," Northshield told McAndrew. "I 
asked him if he expected the Ku Klux 
Klan to march down Peachtree Street. 
That Hagen: he hasn't done a show in 
12 hours, and he's restless." 

Though no one, except perhaps 
Hagen, knew it when the first rehearsal 
was called, his empire was destined to 
expand in four days to a size that would 
gratify even him. On the night of Nov. 
3 Hagen had 60 live cameras disposed 
as follows: eight in Johnson City and 
Austin, Tex., to cover President John 
son; seven in Scottsdale, Ariz., to cover 
Barry Goldwater; six in Minneapolis to 
cover Hubert Humphrey, the Demo- 
cratic vice presidential nominee; two in 
Lockport, N. Y., to cover William Mil- 
ler, the Republican vice presidential 
nominee; two in Washington to cover 
Democratic headquarters in the May- 
flower Hotel; two others in Washington 
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to cover the Republicans at the Shera- 
ton Park hotel; three in the New York 
Statler Hilton to cover Robert Kennedy, 
the Democratic candidate for U. S. Sen- 
ate; four in the New York Roosevelt 
Hotel to cover Senator Kenneth Keating, 
the Republican candidate for reelection; 
two in Chicago at the Sherman House 
to cover Charles Percy, the Republican 
candidate for the Illinois governorship: 
two others in Chicago at the Conrad 
Hilton Hotel to cover Governor Otto 
Kerner, the Democratic candidate for re- 
election; one in the NBC Burbank, 
Calif., studios where Roy Neal, a net- 
work correspondent, would report the 
California voting on measures to re- 
peal the state's fair-housing law and to 
outlaw subscription television; two in 
Los Angeles at the headquarters of 
George Murphy, Republican candidate 
for the U. S. Senate; four in San Fran- 
cisco to cover Senator Pierre Salinger, 
the Democratic candidate for election 
to the job to which he had been ap- 
pointed; three in Detroit, Mich., to 
cover Governor George Romney of Mich- 
igan, the Republican candidate for re- 
election; three other cameras on duty 
in Detroit to cover Neil Staebler, the 
Democratic candidate for the Michigan 
governorship; two in Philadelphia to 
cover Senator Hugh Scott, the Republi- 
can candidate for reelection; two in Har- 
risburg, Pa., to cover Genevieve Blatt, 
the Democratic candidate for the Senate; 
two at the White House in case Lyndon 
Johnson took a notion to fly to Washing- 
ton in triumph on election night, and 
another (operated not only for NBC 
but also for other networks in a pool ar- 
rangement) at nearby Andrews Air 
Force Base for the same eventuality. In 
addition Hagen had two mobile cam- 
eras at his disposal in New York City, 
if he could think of any way to use them. 

TWO WENT TO WASTE 
It turned out that he couldn't. He did, 

however, supply programs from all other 
units except those covering Neil Staebler, 
Philadelphia, Harrisburg, the 'White 
House and Andrews airfield (the Presi- 
dent stayed in Texas) . One of Hagen's 
remotes, a speech by Hubert Humphrey 
in Minneapolis, was the longest single 
program element of the night. Humph- 
rey, appearing after most of the major 
races were settled and when hard news 
was scarce, talked for 69 minutes, 
prompting Chet Huntley to observe, 
after the victorious candidate finally 
ran down, that "Senator Humphrey has 
answers to questions nobody has yet 
thought to ask." 

At the Saturday rehearsal Kravetz, 
the program director, had explained that 
Hagen's remotes would be seen in the 
master control room on the monitors 
labeled 4J PVW and 12 4J Remotes. 
Some of the remotes would be fitted in- 
to the main program live, as they hap- 
pened, and they would appear on moni- 

tor number 12. Others would be re- 
corded on video tape for playback at 
more convenient moments. Those, as 
they were recorded, would be seen on 
the preview monitor labeled 4J PVW. 
All of the remote locations would be 
tied into a subcontrol center in studio 
4-J, four floors below 8-H, where a di- 
rector, technical director and assistants 
would operate. Hagen would be super- 
vising the remotes from another studio 
on the fifth floor, also equipped with 
monitors linked to the remote locations. 
Hagen prefers to be separated from his 
director while Reuven Frank prefers 
to be in the same control room with his, 
Kravetz explained. 

There were still other monitors in 
the array in master control that would 
engage Kravetz's attention on election 
night. Efft 2, Kravetz said, was for spe- 
cial effects. If Kravetz wanted to use a 
split screen, for example, half of it show- 
ing, say, Huntley in closeup and the 
other half showing a display board- 
the combined work of two cameras- 
the technical director in master control 
could create the effect by the use of spe- 
cial switches. The split picture would 
appear on the Efft 2 monitor where it 
could be previewed before being 
switched into the program or discarded 
as unsuitable. The 11 4G Film monitor 
would show whatever was projected from 
the film studio on the fourth floor. The 
commercials would come from that 
source, as would network identification 
films and slides and the special 30-sec- 
ond film that would be used to intro- 
duce the program. The last, called a 
billboard, was of particular interest to 
Reuven Frank. Immediately preceding 
the election program, which would go 
on air election night at 7 p.m. eastern 
standard time, Frank would produce the 
half-hour Huntley-Brinkley Report. "It's 
going to be a tight and highly keyed op- 
eration," Frank had said. "After Hunt- 
ley-Brinkley I'll have only the station 
break plus that lovely 30-second bill- 
board to get ready to open the election 
show." 

The four big monitors on the floor 
of the master control room were the 
most important in the array. The two 
in the middle that were marked Pgm 
would show the picture that was being 
fed to the network. Duplicates were 
used in case one failed. The one marked 
Preset would show the picture that was 
likely to be the next to be switched in- 
to the program from any of the cam- 
eras in 8-H. The one marked 4J Re- 
motes would show films from the film 
studio in 4-G or remotes from, the re- 
mote studio in 4-J just before they were 
switched into the show. 

An internal communications system 
of bewildering complexity had been 
fashioned to tie together all the ele- 
ments of command and execution' in the 
election night show. 

Frank, the executive producer, could, 
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NBC's sources of 
projection and analysis: 
the new dimensions in 
election coverage 
by television news teams 

umessmmommirirmi 
Dr. John Tukey, Princeton mathematician, 
set up RCA's elaborate projection system. 
Computers were to match early returns in 
1964 against voting records of all U. S. 
counties in massive statistical exercise. 

Above: Separate system of projection was 
designed by Richard Scammon, director of 
U. S. Census Bureau, shown working in 
main studio during show. In background 
is Frank Jordan, head of NBC election unit. 

Below: Bud Lewis (1), manager of NBC 
News analysis, and his staff spent 6 months 
pumping voter characteristics into RCA 
computers for fast analysis on election 
night. Here he's with man on Tukey's staff. 
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Robert Northshield, general manager of 
NBC News, was ultimate judge of whether 
projections should be announced on air. 
Below: RCA's Katz in conference with 
NBC's McAndrew (left) and Northshield. 

As things turned out at NBC on election 
night, the ordinary, desk-top calculating 
machine became the most valuable instru- 
ment in the lavish array of seven com- 
puters and 300 pieces of associated gear. 
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by flipping the appropriate switches, talk 
to Huntley, Brinkley or both; to McGee, 
Newman and Chancellor; to the 22 cor 
respondents who were stationed with re- 
mote units all around the country, or 
to Hagen, the producer of remotes. 
Everything Frank said to anybody would 
also be heard by Kravetz, who wore in 
one ear a receiving plug tied into 
Frank's lines and on the other an ear- 
phone connected to his own communi- 
cations system. Frank also had two tele- 
phone-type instruments that enabled 
him to converse with the Huntley- 
Brinkley team or with Northshield. 

Kravetz's communications setup con- 
nected him to the operators of the sev- 
en stationary cameras and the two 
creepy-peepies that were under his di- 
rection, to the directors of all the sub- 
control units, to the technical director 
and commercial director at his right 
and left and to the audio director who 
was in an adjacent control room. The 
audio director, Phil Falcone, sat before 
a console bristling with dials which, at 
his turning, would tune in and out all 
the sound sources of the production. 
Falcone would hear Kravetz's directions 
and would therefore be alert to what 
was coming up. He also had two small 
television monitors that would show 
him the picture being fed to the net- 
work and the one to be switched next 
into the program. It was up to him to 
coordinate the sound with the pictures. 

Still another communications system 
linked Bob Mulholland, the editor who 
sat at Frank's left, with Hagen, the re- 
mote producer, and with editors as- 
signed to Huntley-Brinkley, Chancellor, 
McGee and Newman. Hagen would 
keep advising Mulholland of remotes 
that he could supply, and Mulholland 
would convey the information to Frank 
who would decide when or whether to 
use whatever Hagen had offered. The 
editors attached to the correspondents 
in 8-H would alert Mulholland to news 
breaks in their orbits that they felt 
would justify the interruption of the 
program routine. Mulholland would 
pass the word along for Frank's decision. 
If, for example, while Huntley was do- 
ing an analysis, a projection of a win- 
ner in an important race reached the 
Chancellor desk, the Chancellor editor 
would advise Mulholland, who would 
tell Frank. If Frank decided the projec- 
tion, was significant, he :would instruct 
FIuntley, while the latter was still talk- 
ing,' to break off his _analysis and cue 
the Chancellor desk. (Huntley and the 
other correspondents would wear small 
earphones that would carry the pro- 
gram's sound except when it was inter- 
rupted by instructions.) Frank's word 
to Huntley would have been heard by 
Kravetz, the program director, who 
would warn the director of the Chan- 
cellor subcontrol unit that the show was 
about to be switched to him. When 

Huntley said: "I've just been advised 
that John Chancellor has a bulletin, so 
let's go to him at Electronic Voting An- 
alysis," or words to that effect, Kravetz's 
technical director would punch the 10 
Proj Bay button on his switching panel, 
and Chancellor would appear on the 
program screen. In such departures from 
the program routine, Frank had decreed 
in advance, the spot that had been in- 
serted in the emergency would last no 
longer than a minute. That limitation 
was intended to simplify the problem of 
reclaiming the time later on and restor- 
ing the routine of the program. Remotes, 
of course, could not be so easily con- 
trolled, as was to become apparent dur- 
ing Hubert Humphrey's appearance in 
Minneapolis the next Tuesday night. 
When remotes exceeded the duration 
accorded them in the planned outline or 
had to be taken at unanticipated times, 
Frank had to scrap whole segments. 

In addition to the internal commu- 
nications systems that would be used by 
Frank, Kravetz and Mulholland, others 
of almost unlimited capacity were avail- 
able in the command center. At four 
positions, two on the rear desk and two 
on the front desk, were telephone sets 
with large panels of push-button switches 
that could be used to reach just about 
anybody with a phone in the produc- 
tion setup, or for that matter in the 
world. In front of McAndrew and Good- 
man were two other instruments, white 
telephones with light bulbs in the place 
of conventional dials and a single push- 
button at the base. The bulbs would 
light up when Kintner pushed a button 
on his white phone in his office on the 
sixth floor. If McAndrew or Goodman 
wanted to reach Kintner, they could 
push their buttons. "You'll see a lot of 
those lights on election night," one of 
the veterans of political coverage said. 

Around the NBC News department 
the white phone has acquired such 
symbolic status that its significance 
speaks for itself. After the network's 
coverage of the California primary elec- 
tion, subordinates swiped the white in- 
strument that McAndrew had used, had 
it mounted on an otherwise unadorned 
plaque and presented it to him in a 
wordless ceremony when they all got 
back to New York. The trophy is now 
on display in McAndrew's office. 

Frank's half-hour practice routine was 
rehearsed three times on the Saturday 
before the election. As the rehearsals 
proceeded, the correspondents, directors; 
cameramen and others associated with 
the production of the program had be- 
gun to feel more at ease, and the intri- 
cate switching from one little program 
to another was performed with fewer 
and fewer lapses. There had been, how- 
ever, one conspicuous deficiency in the 
day's work: The computer system, which 
had been programed to deliver fictitious 
information to the rehearsal in quanti- 
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lu the tuieltng before the rehearsal 
Drank had said that the handling of 
ropy was among the most important 
processes that the practice sessions were 
intended to refine. Although, as he had 
said before, the collection of informa- 
tion was not his affair, Frank told the 
NBC news staff that its most vital func- 
tion was to distill from the mass of ma- 
terial that would be available on elec- 
tion night the most interesting and sig- 
nificant information and to present it 
in simple, understandable terms. In the 
practice sessions on that clay and the 
next, Frank told the staff, copy pro- 
cedures would have to be polished "so 
that everybody knows who is to throw 
out what." 

The first rehearsal was so beset by 
production difficulties that nobody on 
the production staff paid much atten- 
tion to the absence of copy. Early in 
the second rehearsal Northshield left 
his post in the projection-analysis section 
on the studio floor to confer in person 
with Frank in the master control room. 
"DIVCON is down," he confided. "They 
don't know what's wrong with it." 

By that time the correspondents had 
run out of feigned commentary. When 
Brinkley got the cue for a minute of 
analysis, he said: "Here is a tidbit just 
off the wires: The Russian ambassador 
to the United States has defected." To- 
ward the end of the third rehearsal 
Huntley, in the opener of a Huntley 
Sandwich, announced: "I am disinclined 
to continue these profundities." Frank 
announced that rehearsing was over. 

As Frank put down his microphone, 
McAndrew, with a faint smile, said: 
"What's the rating?" 

Nobody laughed. 
On the afternoon of election day the 

following formations reported for work 
that was directly connected with the 
NBC election program: 445 at the point 
of origin in New York; 3.74 at NBC's 
remote locations; 5,017 in NBC's key 
and tag precincts; 1,500 in NBC's four 
regional collection centers, and 51 at 
state headquarters of the Network Elec- 
tion Service to intercept county infor- 
mation for Tukey's projection system. 

Considering the number of people 
who were intimately involved in the 
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Andiet told a friend ;die, ward. At the 
time not CS Cif Nh \ndrew knew in tle- 
tail how the show had been saved. 

OPERATION SALVAGE 
\\ uhout telling anyone in New York, 

Not thshield and Jordan three weeks be- 
fore the election decided they needed a 
system to fall back on in case the com- 
puter arrangement failed. Jordan hus- 
tled out to the four regional centers and 
set them up to relay reports from the 
key and tag precincts to New York by 
telephone if necessary. As Bud Lewis 
had said, the calculation of projections 
and analysis from the keys and tags 
could as well be handled by someone 
with a handy-dandy adding machine as 
by a computer, except for taking longer. 

Northshield also prepared an auxili- 
ary operation for DIVCON to be used 
if the main computer system failed. He 
stored in DIVCON's own computer a 
number of simple statements ("New 
York/Johnson/To Win") that could be 
brought up on DIVCON by teletype 
command. The defects in this system 
were that it was slow and no numbers 
could be inserted in the messages. 

At 6:30 p.m. on election day, about 
40 minutes before the show was to be- 
gin, the computer system, which had at 
last begun to function efficiently about 
18 hours earlier, jammed again. North- 
shield called on the backup operation. 
Throughout the night it was to supply 
most of the projections and all of the 
analysis. The first projection was the 
most dramatic. At 6:48 p.m., during the 
Huntley-Brinkley Report that immedi- 
ately preceded the election program, 
Chancellor announced that NBC had 
projected Lyndon Johnson to win the 
Presidency with 60-70% of the vote. 

Of the correspondents in Studio 8-H 
only Chancellor knew that the machines 
were malfunctioning. Analytical copy 
flowed from Lewis's group of writers 
and analysts. Scammon and Tukey be- 
tween them calculated projections from 
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had trouble in it, computer astern. 
In late editions of the Not. 

York Herald-Tribune 1)i, k Doan, 01,11 

paper's TV and radio editor, said NBC 
had clone the best election job. He had 
a few more hits of information about 
the computer problems: his wife had 
worked for NBC in 8-H. Neither Gould 
nor Doan mentioned DIVCON. 

After the morning papers appeared, 
RCA issued a statement asserting its 
system had furnished accurate projec- 
tions through the night, although they 
were "slightly delayed" at times. There 
was no failure in the computers them- 
selves, said RCA, which is third in sales 
in the computer market that IBM domi- 
nates, and ''projections were displayed 
on the unique DIVCON readout device 
which portrayed the results direct from 
the computers for broadcasting to home 
television viewers." 

Little was written afterward about 
RCA's participation in NBC's show. 

Whatever other troubles NBC had on 
election night, it had none with the 
ratings. According to the Trendex serv- 
ice NBC won 5.2% of the election audi- 
ence, CBS 33%, and ABC 15u,. The na- 
tional Arbitrons gave NBC CBS 
37% and ABC 15%. 

"Nobody should be surprised that we 
had a good show," Northshield said a 
couple of days after his ordeal was over. 
"Guys like Huntley and Brinkley and 
the other correspondents and Reuv 
Frank always do good shows. Nobody 
would have noticed the loss of the com- 
puter system if we hadn't lost DIVCON 
with it." END 
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TELEVISION MAGAZINE'S 

TEL ESTATCS 
U.S. households now number U.S. TV households now number 

56,917,000 51,890,000 

U.S. TV penetration is 

91% 

THE three statements above constitute the 
first set of facts about U. S. television pre- 
sented each month in "Telestatus." There are 
266 other sets, all having to do with the 266 
television markets into which TELEVISION 
MAGAZINE has divided the commercial TV uni- 
verse. The most important fact about each 
market: the number of television households 
credited to it. The second ranking fact: the 
percentage of penetration credited to the 
market. Both facts have been arrived at by 
the magazine's research department using a 
rigid set of criteria. It is important to the 
use of this data that the reader understand, 
at least generally, the criteria used. 

First: TV households are credited to each 
market on a county-by-county basis. All the 
TV households in a county are credited to a 
market if one-quarter of those households 
view the dominant station in that market at 
least one night a week. This is referred to 
as a "25% cutoff." If less than 25% view the 
dominant station, no homes in the county are 
credited to the market. 

Second: This total of television households 
changes each month, based on the magazine's 
continuing projections of TV penetration and 
household growth. 

Third: Many individual markets have been 
combined into dual- or multi-market listings. 
This has been done wherever there is almost 
complete duplication of the TV coverage area 
and no major difference in TV households. 

There are a number of symbols used 
throughout "Telestatus" (they are listed on 
each page). Each has an important meaning. 
For example, a square () beside the TV 
households total for a market indicates there 
has been a major facilities change in that 
market which might have significantly 
changed coverage areas since the latest avail- 
able survey. A double asterisk (C C) in a 
market listing means that the circulation of 
a satellite has been included in the market 
total, whereas a triple asterisk (* * *) means 
satellite circulation is not included. The im- 
portant point for readers is to be aware of 
the symbols where they occur and to take 
into account the effect they have on the par- 
ticular market totals involved. 

The preparation of TV coverage totals and 
market patterns is a complex task. It is com- 
plicated by the fact that coverage patterns 
are constantly shifting as the industry grows. 
TELEVISION MAGAZINE'S formula for market 
evaluation has been reached after years of 
careful study and research. The criteria it 
uses, while in some cases arbitrary-using a 
25% cutoff rather than a 5% cutoff or a 50% 
cutoff, for example-are accepted and, most 
importantly, are constant. They have been 
applied carefully and rigorously to each mar- 
ket in the country, assuring the reader a 

standard guide to an ever-increasing industry. 

Market & Stations 
% Penetration 

A 

TV 

Households 

Aberdeen, S. D.-89 26,800 
KXAB-TV (N,A) 

Abilene, Tex.-88 ***81,300 
KRBC-TV (N,A) 
(KRBC-TV operates satellite KACB-TV 
San Angelo, Tex.) 

Ada, Okla.-85 81,000 
KTEN (A,N,C) 

Agana, Guam 
KUAM-TV (N,C,A) 

Aguadilla, P. R. # 
WOLE 

Akron, Ohio-45 t75,100 
WAKR-TVt (A) 

Albany, Ga.-76 154,600 
WALB-TV (N,A,C) 

Albany-Schenectady-Troy, N.Y.-93 
**436,600 

WAST (A) WRGB (N) WTEN (C) 

(WTEN operates satellite WCDC Adams, 
Mass.) 

Albuquerque, N. M.-82 168,700 
KGGM-TV (C) KOAT-TV (A) KOB-1V (N) 

Alexandria, La.-80 108,300 
KALB-TV (N,A,C) 

Alexandria, Minn.-85 ***111,600 
KCMT (NA) 
(Operates satellite KNMT Walker, Minn.) 

Alpine, Tex. 
KVLF-TV (A) 

Altoona, Pa.-91 317,100 
WFBG-TV (C,A) 

Amarillo, Tex.-89 **136,400 
KFDA-TV (C) KGNC-TV (N) KVII-TV (A) 

(KFOA -TV operates satellite KFDW-TV 

Clovis, N. M.) 

Ames-Des Moines, Iowa -93 294,800 
WOI-TV (A) KRNT-TV (C) WHO-TV (N) 

Anchorage, Alaska-69 24,000 
KENI-TV (N,A) KPIA (C) 

Anderson, S. C. 

WAIM-TV (A,C) 

Ardmore, Okla.-83 68,500 
KXII (N,A,C) 

Asheville, N. C.-Greenville-Spartani3urg, 
S. C.-86 453,100 t 
WFBC-111 (N) WISE-TVt (N) WLOS-TV (A) 

WSPA-TV (C) 

Atlanta, Ga.-88 620,000 

WAGA-TV (C) WAIT -TV (A) WSB-TV (N) 

How things stand 
in television markets 
and coverage 
as of 
December 1964 

Market & Stations TV 

% Penetration Households 

Augusta, Ga.-80 196,100 
WJBF-TV (N.A) WRDW-TV (CAN) 

Austin, Minn.-91 189,000 
KMMT (A) 

Austin, Tex-84 148,800 
KTBC-TV (C,N,A,) 

B 

Bakersfield, Calif.-78 1124,300 
KBAK-TVt (C) KERO-TVt (N) 
KLYD-TVt (A) 

Baltimore, Md.-93 .772,900 
WBAL-TV (N) WJZ-TV (A) WMAR-TV (C) 

Bangor, Me.-92 107,100 
WABI-TV (C,A) WLBZ-TV (N,A) 

(Includes CATV homes) 

Baton Rouge, La.-84 251,400 
WAFB-TV (C,A) WBRZ (N,A) 

Bay City-Saginaw-Flint, Mich.-94 
419,100 
164,400 

WJRT (Al WKNX-TVt (C) WNEM-TV (N) 

Beaumont-Port Arthur, Tex.-89 
174,700 

KBMT-TV (A) KFDM-TV (C) KPAC-TV (N) 

Bellingham, Wash.-91 
KVOS-TV (C) 

Big Spring, Tex.-91 
KWAB-TV (C,A) 

Billings, Mont.-83 
KOOK-TV (C,A) KULR-TV (N) 

Biloxi. Miss-89 
WLOX-TV (A) 

Binghamton, N. Y.-91 

WBJA-TVt (A) WINR-TVt (N) 
WNBF-TV (C) 

*52,000 

21,600 

62,400 

47,910 

214 400 
150,600 

Birmingham, Ala.-85 480,700 
WAPI-TV (N) WBRC-TV (A) 

Major facility change in market subse- 
quent to latest county survey measure- 
ment date. 

t U.H.F. 
Incomplete data. t U.H.F. incomplete data. 

# New station; coverage study not com- 
pleted. 
U.H.F. 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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Market & Stations 
% Penetration 

TV 
Households 

Bismarck, N. D.---87 .***49,000 
KFYR-TV (N) KXMB-TV (A,C) 
(KFYR-TV operates satellites KUMV-TV 
Williston, N. D., and KMOT Minot, N. D) 

Bloomington, Ind.-93 712,700 
WIN 
(See also Indianapolis, Ind.) 

Bluefield, W. Va.-84 133,500 
WHIS-TV (N,A) 

Boise, Idaho-89 
KB01-TV (C,A) KTVB (N,A) 

Boston, Mass.-95 t11,843,600 
WBZ-TV (N) WHDH-TV (C) WIHS-TVt 
WNAC-TV (A) 

85,700 

Bowling Green, Ky. 
WLTV 

Bristol, Va.-Johnson City-Kingsport, 
Tenn.-80 188,600 
WCYB-TV (N,A) WJHL-TV (C,A) 

Bryan, Tex-77 42,000 
KBTX-TV (A,C) 
(KBTX-TV is a satellite of KWTX-TV 
Waco, Tex.) 

Buffalo, N. Y.-95 *602,800 
WREN -TV (C) WGR-TV (N) WKBW-TV (A) 

Burlington, Vt.-92 
WCAX-TV (C) 

Butte, Mont.-85 
KXLF-TV (C,N,A) 

*171,800 

58,400 

C 

Cadillac-Traverse City, Mich.-89 
*"147,400 

WPBN-TV (N,A) WWTV (C,A) 
(WWTV operates satellite WWUP-TV 
Sault Ste. Marie, Mich.; WPFIN-TV op- 
erates satellite WTOM-TV Cheboygan, 
Mich.) 

Caguas, P. R. 
WKBM-TV 

Cape Girardeau, Mo.-86 
KFVS-TV (C) 

Carlsbad, N. M.-90 
KAVE-TV (C,A) 

247,700 

13,900 

Market & Stations TV 

% Penetration Households 

Carthage-Watertown, N. Y.-93 
*71,200 

WCNY-TV (C,A) 
(Includes CATV homes) 

Casper, Wyo.-84 45,600 
KTWO-TV (N,C,A) 

Cedar Rapids-Waterloo, Iowa -92 
317,800 

KCRG-TV (A) KWWL-TV (N) WMT-TV (C) 

Champaign, 111-91 340,800 
WCHUt (N) WCIA (C) 
( WCHUt is a satellite to WICSt Spring- 
field, Ill.) 

Charleston, S. C-79 141,300 
WCIV (N) WCSC-TV (C,N) 
WUSN-TV (A,C) 

Charleston-Huntington, W. Va.-85 
428,500 

WCHS-TV (C); WHTN-TV (A) WSAZ-TV (N) 

Charlotte, N. C.-87 628.200 
WBTV (C,A) WCCB-TVt WSOC-TV (N,A) 

Chattanooga, Tenn.-86 220,000 
WDEF-TV (C) WRCB-TV (N) WTVC (A) 

Cheyenne, Wyo.-87 **93,500 
KFBC-TV (C,N,A) 
(Operates satellites KSTF Scottsbluff, 
Neb., and KTVS Sterling, Colo.) 

Chicago, 111-94 2,357,500 
WBBM-TV (C) WBKB (A) WCIUt 
WGN-TV WMAQ-TV (N) 

Chico-Redding, Calif.-90 134,400 
KHSL-TV (C) KRCR-TV (A,N) 

Cincinnati, Ohio-93 801,400 
WCPO-TV (C) WKRC-TV (A) WLWT (N) 

Clarksburg, W. Va.-85 90,500 
WBOY-TV (N,C) 

Cleveland, Ohio-95 1,359,600 
KYW-TV (N) WEWS (A) WJW-TV (C) 

Colorado Springs-Pueblo, Colo.-90 
108,800 

KKTV (C) KOAA-TV (N) KRDO-TV (A) 

Columbia-Jefferson City, Mo.-87 
"*135,300 

KRCG-TV (C,A) KOMU-TV (N,A) 
(KRCG-TV operates satellite KMOS-TV 
Sedalia, Mo.) 

Market & Stations 
% Penetration 

Columbia, S. C.-81 

WOLO-TVt (A) WIS-TV (N) 
WNOK-TVt (C) 

Tv 

Households 

228,900 
t40,400 

Columbus, Ga.-81 232,900 
WRBL-TV (C,N) WTVM (A,N) 

Columbus, Miss.-75 70,000 
WCBI-TV (C,A,N) 

Columbus. Ohio-94 512,100 
WBNS-TV (C) WLWC (N) WTVN-TV (A) 

Coos Bay, Ore.-80 15,000 
KCBY (N) 

Corous Christi. Tex.-86 116,200 
KRIS-TV (N) KZTV (C) KIII (A) 

D 

Dallas-Ft. Worth, Tex. -90 800,600 
KRLD-TV (C) KM WBAP-TV (N) 

WFAA-TV (A) 

Davenport, Iowa-Rock Island-Moline, 
111-93 320,400 
WHBF-TV (C) WOC-TV (N) WQAD-TV (A) 

Dayton, Ohio-94 531,900 
WHIO-TV (C,N) WKEF-TVt (N,A,C) tt 
WLWD (N,A) 

Daytona Beach-Orlando, Fla.-88 
318,600 

WDBO-TV (C) WESH-TV (N) WFTV (A) 

Decatur, Ala.-51 
WMSL-TVt (N,C) 

Decatur, 111-83 
WTVPt (A) 

*146,400 

t128,400 

Denver, Colo.-92 400.200 
KaTV (A) KCTO KLZ-TV (C) KOA-TV (N) 

Des Moines-Ames, Iowa -93 294,800 
KRNT (C) WHO-TV (N) WOI-TV (A) 

Detroit, Mich.-95 "1,622,000 
WJBK-TV (C) WW1-TV (N) 
WXYZ-TV (A) CKLW-TV (Windsor, Ont.) 

Dickinson, N. D.-84 
KDIX:11, (C,A) 

Dothan, Ala.-78 
WTVY (C,A) 

19,800 

110,800 

t1.1 IC .2Y 

111111,11M0110 1014 NI, a allow 
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Market & Stations IV 
% Penetration Households 

Duluth, Minn.-Superior, Wis.-89 
166,400 

KDAL-TV (C,A) WDSM-TV (N,A) 

Durham-Raleigh, N. C.-84 352,900 
WRAL -N (A,N,C) VVTVD (C,N) 

E 

Eau Claire, Wis.-91 94,100 
WEAU -TV (N,C,A) 

El Dorado, Ark.-Monroe, La.-78 
161,700 

KNOE-TV (C,A) KTVE (N,A) 

Elk City, Okla. 
KSWB 

Elkhart-South Bend, Ind.-70 168,100 
WNDU-TVT (N) WSBT-TVf (C) 
WSJV -TVt (A) 

El Paso, Tex.-90 *114,300 
KELP-TV (A) KROD-TV (C) KTSM -N (NI 

Ensign, Kan.-87 
KTVC (C) 

Erie, Pa.-93 

WICU-TV (N,A) WSEE -TVt (C,A) 
(Includes CAN homes) 

41,500 

181,800 
t63,200 

Eugene, Ore.-87 101,500 
KEZI-TV (A) KVAL-TV (N) 

Eureka, Calif.-86 55,600 
KIEM-TV (C,N) KVIQ-TV (A,N) 

Evansville, Ind.-Henderson, Ky.-86 
224,800 

WEHT-TVt (C) WFIE-TVt (N) t117,8013 
WTVW (A) 

F 

Fairbanks, Alaska-72 11,300 
KFAR-TV (N,A) KTVF (C) 

Fargo-Valley City, N. D.-87 159,700 
KTHI-TV (A) KXJB-TV (C) WDAY-TV (N) 

Flint-Bay City-Saginaw, Mich.-94 
419,100 
t64,400 

WJRT (A) WKNX-TVt (C) WNEM (N) 

Florence, Ala.-72 
WOWL-TVt (N,C,A) 

Florence, S. C.-78 
WBTW (C,A,N) 

Ft. Dodge, Iowa -67 
KQTVt (N) 

Ft. Myers, Fla.-83 
WINK -N (A,C) 

Ft. Smith, Ark.-82 
KFSA-TV (C,N,A) 

Ft. Wayne, Ind.-82 
WANE -Nt (C) WKJG -TVt (N) 

WPTA-TVt (A) 

-122,900 

153,300 

t30,400 

34,800 

76,000 

t183,300 

Major facility change in market subse- 
quent to latest county survey measure- 
ment date. 

t U.H.F. 
Incomplete data. 

t. U.H.F. incomplete data. 
# New station; coverage study not com- 

pleted. 
00 U.H.F, 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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'Market & Stations 
% Penetration 

TV 

Householas 

Ft. Worth-Dallas, Tex -90 800,600 
KRLD-TV (C) KM WRAP -TV (N) 

WFAA-TV (A) 

Fresno, Calif.-87 t199,500 
KAIL-TVt KDASt (Hanford) KFRE-1Vt (C) 

KICU-TVt (Visalia) KJEO-TVt (A) 

KMJ-TVt (N) 

G 

Glendive, Mont-80 4,000 
KXGN-TV (C) 

Grand Junction, Colo-84 "30,200 
KREX-TV (C,N,A) 
(Operates satellite KREY-TV Montrose, 
Colo.) 

Grand Rapids-Kalamazoo, Mich.-93 
583,900 

WKZO-TV (C) WOOD-TV (N) WZZM-TV (A) 

Great Falls, Mont.-86 
.KFBB-TV (CA) KRTV (N) 

(Includes CAN homes) 

61,300 

Green Bay, Wis. -94 332,900 
WBAY-TV (C) WFRV (N) WLUK-TV (A) 

Greensbore-High Point-Winston-Salem, 
N. C.-87 404,000 
WFMY-TV (C) WGHP-TV (A) WSJS-TV (N) 

Greenville-Spartanburg, S. C.-Asheville, 
N. C.-86 453,100 
WFBC-TV (N) WISE -TVt (N) t 
WLOS-TV (A) WSPA-TV (C) 

Greenville-Washington-New Bern, 
N. C.-83 219,400 
WITN (N) WNBE-TV (A) WNCT (C) 

Greenwood, Miss.-65 61,700 
WABG-TV (C,A,N) 

H 

Hannibal, Mo.-Quincy, 111.-91 167,100 
KHQA (C,A) WGEM-TV (N,A) 

Harlingen-Weslaco, Tex.-78 *70,100 
KGBT-TV (C,A) KRGV-TV (N,A) 

Harrisburg, 111.-87 200,100 
WSIL-TV (A) 

(WSIL-TV operates satellite KPOB-TVt 
Poplar Bluff, Mo.) 

Harrisburg, Pa.-84 1135,900 
WHP-TV-t (C) WTPAt (A) 

Harrisonburg, Va.-81 68,300 
WSVA-TV (C,N,A) 

Hartford-New Haven-New Britain, 
Conn.-94 744,000 
WHCTt WHNB-TVt 1-344,800 
WNHC-TV (A) WTIC -TV (C) 

Major facility change in market subse- 
quent to latest county survey measure- 
ment date. 

t 
Incomplete data. . t U.H.F. incomplete data. 
New station; coverage study not com- 
pleted. 

to U.H.F. new station: coverage study 
not completed. 
U.S. Coverage only. 
Includes circulation of satellite (or 
booster). 
Does not include circulation of satellite 

Market & Stations 
% Penetration 

Hastings, Neb.-89 
KHAS-TV (N) 

Hattiesburg, Miss.-79 
WDAM-TV (N,A) 

TV 
Households 

100,800 

51,700 

Hays, Kan.-87 *"65,100 
KAYS-TV (C) 

(Operates satellite KLOE-TV Goodland, 
Kan.) 

Helena, Mont.-84 7,900 
KBLL-TV (C,A,N) 

Henderson, Ky.-Evansville, Ind.-86 
224,800 

WEHT-TVt (C) WFIE-TVt (N) t117,800 
WTVW (A) 

Henderson-Las Vegas, Nev.-91 
58,400 

KLAS-TV (C) KORK-TV (N) KSHO-TV (A) 

High Point-Greensboro-Winston Salem, 
N. C.-87 .404,000 
WFMY-TV (C) WGHP-TV (A) WSJS-TV (N) 

Holyoke-Springfield, Mass.-90 
**1183,800 

WHYN-TVt (A) WWLPt (N) 
(WWLPt operates satellite WRLPt 
Greenfield, Mass.) 

Honolulu, Hawaii-87 **147,300 
KGMB-TV (C) KHVH-TV (A) KONA-TV (N) 
KTRG-TV 
(Satellites: KHBC-TV Hilo and KMAU-TV 
Wailuku to KGMB-TV. KMVI-TV Wailuku 
and KHVO-TV Hilo to KHVH; KALU-TV 
Hilo and KALA-TV Wailuku to KONA-TV.) 

Houston, Tex.-90 549,800 
KHOU-TV (C) KPRC-TV (N) KTRK-TV (A) 

Huntington-Charleston, W. Va.-85 
428,500 

WCHS-TV (C) WHTN-TV (A) WSAZ-TV (N) 

Huntsville, Ala.-45 1-21,500 
WAAY-TVt (A) WHNT-TVt (C) 

Hutchinson-Wichita, Kan.-90 
w**364,200 

KAKE-TV (A) KARD-TV (N) KTVH (C) 

(KGLD-TV Garden City, KCKT-TV Great 
Bend, and KOMC-TV Oberlin-McCook, 
satellites to KARD-TV; KUPK Garden 
City is satellite to KAKE-TV) 

Idaho Falls, Idaho-89 69,100 
KID-TV (C,A) KIFI-TV (N) 

Indianapolis, Ind.-93 736,800 
WFBM-TV (N) WISH-TV (C) WLWI (A) 

(See also Bloomington, Ind.) 

J 

Jackson, Miss.-75 
WJTV (C,A) WLBT (N,A) 

242,200 

Jackson, Tenn.-80 66,000 
WDXI-TV (C,A) 

Jacksonville, Fla.-84 271,200 
WFGA-TV (N,A) WJXT (C,A) 

Jefferson City-Columbia, Mo.-87 
*135,300 

KRCG-TV (C,A) KOMU-TV (N,A) 
(KRCG-TV operates satellite KMOS-TV 
Sedalia, Mo.) 

Johnson City-Kingsport, Tenn.- 
Bristol, Va.-80 188,600 
WCYB-TV (NA) WJHL-TV (C,A) 
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Market & Stations 
% Penetration 

TV 

Households 

590,300 
t° 

Johnstown, Pa.-93 
WARD-TVt (C,A) WJAC-TV (N,A) 

Jonesboro, Ark. 
KAIT-TV 

Joplin, Mo.-Pittsburg, Kan.-88 
153,100 

KOAM-TV (N,A) KODE-TV (C,A) 

Juneau, Alaska-69 2,600 
KINY-TV (CAN) 

K 

Kalamazoo-Grand Rapids, Mich.-93 
.583,900 

WKZO-TV (C) WOOD-TV (N) WZZM-TV (A) 

Kansas City, Mo.-91 635,000 
KCMO-TV (C) KMBC-TV (A) WDAF-TV (N) 

Kearney, Neb.-89 **100,300 
KHOL-TV (A) 

(Operates satellite KHPL-TV Hayes Cen- 
ter, Neb.) 

Klamath Falls, Ore.-87 27,200 
KOTI (A,C) 

Knoxville, Tenn.-80 252,000 
t48,700 

WATE-TV (N) WHIR-TV (C) WTVKt (A) 

L 

La Crosse, Wis.-90 114,300 
WKBT (C,A,N) 

Lafayette, Ind. i- 
WFAM-TVt (C) 

Lafayette, La.-86 171,600 
KATC (A) KLFY-TV (C,N) 
(Includes CATV homes) 

Lake Charles, La.-84 
KPLC-TV (N) 

109,500 

Lancaster-Lebanon, Pa.-91 590,600 
WGAL-TV (N) WLYH-TVt (C) 1122,100 

Lansing, Mich.-95 388,200 
WILX-TV (N) (Onondaga) WJIM-TV (C,N) 

Laredo, Tex.-79 14,600 
KGNS-TV (C,N,A) 

La Salle, III. (See Peoria, Ill.) 

Las Vegas-Henderson, Nev.-91 
58,400 

KLAS-TV (C) KORK-TV (N) KSHO-TV (A) 

Lawton, Okla. (See Wichita Falls, Tex.) 

Lebanon, Pa. (See Lancaster, Pa.) 

Lexington, Ky.-60 t16,100 
WKYTt (A,C) WLEX-TVt (N,C) 

Lima, Ohio-70 t48,400 
WIMA-TVt (kN) 

Lincoln, Neb.-90 *0222,500 
KOLN-TV (C) 

(Operates satellite KGIN-TV Grand Is- 

land, Neb.) 

Little Rock, Ark.-83 251,700 
KARK-TV (N) KATV (A) KTHV (C) 

Los Angeles, Calif.-93 2,813,400 
KABC-TV (A) KCOP KHJ-TV ft 
KMEX-TVt KNBC (N) KNXT (C) KTLA 

KTTV 

Louisville, Ky.-88 
WAVE-TV (N) WHAS-TV (C) 

WLKY-TVt (A) 

455,800 
t1- 

Reprint 

Checklist 
These Reprints Still Available! 

COMMUNITY ANTENNA TELEVISION 

12pp from. September 1964 250 each 

In June 1962, it was clear that broadcasters 
could no longer ignore this interloper on the 
fringe of their own empire. They haven't. To- 
day broadcasters are a big and growing force 
in CATV, and CATV itself, up 44% in total sys- 
tems and 39% in gross revenue in the last 
two years, is a problem and a puzzlement 
grown to the point of explosion. An analysis 
of the CATV fires now burning-and consum- 
ing every sector of the industry from UHF to 
pay TV, from the investment community to the 
federal government-is detailed in this report. 

THE NEW MEDIA COMPETITION 

8pp from May 1964 250 each 

For almost two years TELEVISION MAGAZINE 
has been examining the shifting status of 
media competition. Beginning with magazines, 
and continuing through studies of newspa- 
pers, radio, outdoor advertising, direct mail, 
spot and network television, this research 
has examined what's happened to the major 
national media since the post-World War II 
emergence of television. This article pre- 
sents the conclusions, along with the latest 
billing data on all these major media. 

PUTTING A PRICE ON TELEVISION MARKETS 

Opp from May 1964 250 each 

From Aberdeen to Zanesville: The latest pro- 
file of U. S. television markets, each de- 
fined in terms of television homes, total 
households and effective buying income. An 
important new tool to those in the business 
of media evaluation, and a matter of interest 
to all segments of the industry. 

THE TWO FACES OF DAYTIME TV 

spp from May 1964 250 each 

Daytime's found its place in the TV sun, 
but there's still some shade around. A depth 
report assesses daytime (both programing and 
sales), analyses how it came to command one 
out of four network dollars. 

EDUCATIONAL TV: 10 YEARS LATER 

1299 from February 1964 25.0 each 

It's been over a decade since the first educa- 
tional TV station went on the air in Houston. 
Now there are 83. But ETV, which has prob- 
lems aplenty left over from its first 10 years, 
has still more growing pains ahead. The prob- 
lems, the protagonists and much of the prog- 
nosis are detailed in this report. 

LIFE WITHOUT NETWORKS 

1699 from June 1963 350 each 

Most TV observers thought they would gt, 
that-a-way, meaning all the way to oblivion. 
They started out only a step away, but lately 
they have been coming on strong. A thorough 
analysis of how the nation's 35 independent 
TV stations kept from being counted out. 

0 
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Market & Stations TV 
% Penetration Households 

Lubbock, Tex.-90 132,800 
KCBD-TV (N) KLBK -N (C,A) 

Lufkin, Tex.-80 
KTRE-TV (N,C,A) 

55,700 

Lynchburg, Va.-85 180,100 
WLVA-TV (A) 

M 

Macon, Ga.-80 119,000 
WMAZ-TV (C,N,A) 

Madison, Wis.-92 264,400 
1118,700 

WISC-TV (C) WKOW-TVt (A) WMTVt (N) 

Manchester, N. H.-93 160,100 
WMUR-TV (A) 

Mankato, Minn.-89 116,600 
KEYC-TV (C) 

Marion, Ind. 
WTAF-TVt 

Marquette, Mich.-89 62,100 
WLUC-TV (C,N,A) 

Mason City, Iowa -92 172,900 
KGLO-TV (C) 

Mayaguez, P. R. 

WORA-TV 

Medford, Ore.-90 47,300 
KMED-TV (N,A) KTVM (C,A) 

Memphis, Tenn.-80 496,600 
WHBQ-TV (A) WMCT (N) WREC-TV (C) 

Meridian, Miss.-76 119,500 
WTOK-TV (C,A,N) 

Mesa-Phoenix, Ariz.-88 267,700 
KOOL-TV (C) KPHO-TV KTAR-TV (N) 
KTVK (A) 

Miami, Fla-89 614,200 
WCKT (N) WLBW-TV (A) WTVJ (C) 

Midland-Odessa, Tex.-89 .1 0 6, 0 0 0 
KMID-TV (N) KOSA-TV (C) 
KVKM-TV (A) (Monahans) 

Milwaukee, Wis.-95 
WISN-TV (C) WITI-TV (A) 
WTMJ-TV (N) WUHF-TVt 

671,400 
1191,400 

Minneapolis-St. Paul, Minn.-92 
775,500 

KMSP-TV (A) KSTP-TV (N) WCCO-TV (C) 
WTCN-TV 

Minot, N. 11-89 *41,100 
KMOT-TV (N) KXMC-TV (C,A) 
(KMOT-TV is satellite to KFYR-TV 
Bismarck, N. D.) 

Missoula, Mont.-86 
KMSO-TV (C,A,N) 

Mitchell, S. D. -86 
KORN-TV (N) 

60,800 

31,800 

Mobile, Ala.-86 274,900 
WALA-TV (N) WEAR-TV (A) (Pensacola) 
WKRG-TV (C) 

Monroe, La.-El Dorado, Ark.-78 
KNOE-TV (C,A) KTVE (N,A) 161,700 

Monterey-Salinas, Calif. (See Salinas) 

90 

Market & Stations Ty 

% Penetration Households 

Montgomery, Ala.-78 152,000 
WCOV-TVt (C) WKAB-TVt (A) 155,100 
WSFA-TV (N) 

Muncie, Ind.-60 t23,900 
WLBC-TVt (N,A,C) 

N 

Nashville, Tenn.-84 472,900 
WLAC-TV (C) WSIX-TV (A) WSM-TV (N) 

New Bern-Greenville-Washington, 
N. C.-83 219,400 
WITN (N) WNBE-TV (A) WNCT (C) 

New Haven-New Britain-Hartford, 
Conn.-94 744,000 

'Y344,800 
WHCTt WHNB-TVt (N) 
WNHC-TV (A) WTIC-TV (C) 

New Orleans, La-88 451,600 
WDSU-TV (N) WVUE (A) WWL-TV (C) 

New York, N. Y-94 5,510,300 
WABC-TV (A) WCBS-TV (C) WNBC-TV (N) 
WNEW-TV WOR-TV WPIX 

Norfolk, Va.-87 337,100 
WAVY-TV (N) WTAR-TV (C) WVEC-TV (A) 

North Platte, Neb.-88 26,800 
KNOP-TV (N) 

0 

Oak Hill, W. Va.-83 83,800 
WOAY-TV (C) 

Oakland-San Francisco, Calif.-91 
1,467,600 

KGO-TV (A) KPIX (C) KRON-TV (N) KTVU 

Odessa-Midland, Tex.-89 
KMID-TV (N) KOSA-TV (C) 
KVKM-TV (A) (Monahans) 

106,000 

Oklahoma City, Okla.-90 355,900 
KOCO-TV (A) KWTV (C) WKY-TV (N) 

Omaha, Neb-93 332,300 
KETV (A) KMTV (N) WOW-TV (C) 

Orlando-Daytona Beach, Fla.-88 
318,600 

WDBO-TV (C) WESH-TV (N) WFTV (A) 

Ottumwa, Iowa -89 102,300 
KTVO (C,N,A) 

Paducah, Ky.-85 202,000 
WPSD-TV (N) 

Panama City, Fla,-81 .93,800 
WJHG-TV (N,A) 

Parkersburg, W. Va.-54 t24,500 
WTAP-TVt (N,C,A) 

Pembina, N. D.-79 *13,900 
KCND-TV (A,N) 

Peoria, 111.-78 **175,800 
WEEK-TV-Y (N) WMBD-TVt (C) 

WT1/Ht (A) 

(WEEK-TVt operates WEEQ -Nt La Salle, 
Ill.) 

Philadelphia, Pa.-94 2,124,100 
WCAU-TV (C) WFIL-TV (A) WRCV-TV (N) 

Market & Stations 
% Penetration 

TV 

Households 

Phoenix-Mesa, Ariz.-88 267,700 
KOOL-TV (C) KPHO-TV KTAR-TV (N) 
KTVK (A) 

Pittsburg, Kan.-Joplin, Mo.-88 
153,100 

KOAM-TV (NA) KODE-TV (C,A) 

Pittsburgh, Pa.-94 1,259,600 
KDKA-TV (C) WIIC (N) WTAE (A) 

Plattsburg, N. Y.-93 133,500 
WPTZ (N,A) 

Poland Spring, Me.-93 "393,100 
WMTW-TV (A) (Mt. Washington, N. H.) 

Ponce, P. R. 

WRIK-TV WSUR-TV 

Port Arthur-Beaumont, Tex.-89 
174,700 

KBMT-TV (A) KFDM-TV (C) KPAC-TV (N) 

Portland, Me.-93 238,300 
WCSH-TV (N) WGAN-P/ (C) 

Portland, Ore.-90 499,900 
KATU (A) KGW-TV (N) KOIN-TV (C) KPTV 

Presque Isle, Me.-90 23,900 
WAGM-TV (C,A,N) 

Providence, R. I-96 878,200 
WJAR-TV (N) WPRO-TV (C) WTEV (A) 

(New Bedford, Mass.) 

Pueblo-Colorado Springs, Colo.-90 
108,800 

KKTV (C) KOAA-TV (A) 

Q 

Quincy, 111.-Hannibal, Mo.-91 167,100 
KHQA-TV (C,A) WGEM-TV (N,A) 

R 

Raleigh-Durham, N. C.-84 352,900 
WRAL-TV (A,N,C) WTVD (C,N) 

Rapid City, S. D. -86 **59,700 
KOTA-TV (C,A) KRSD-TV (N,A) 
(KOTA-TV operates satellite KDUH-TV 
Hay Springs, Neb.; KRSD-TV operates 
satellite KDSJ-TV Deadwood, S. D.) 

Redding-Chico, Calif.-90 134,400 
KHSL-TV (C) KRCR-TV (A,N) 

Reno, Nev.-86 52,000 
KCRL (N) KOLO-TV (A,C) 

Richmond, Va.-85 293,100 
WRVA-TV (A) WTVR (C) WXD(-P/ (N) 
(Petersburg, Va.) 

Riverton, Wyo.-84 
KWRB-TV (C,A,N) 

13,400 

Roanoke, Va.-86 329,400 
WDBJ-TV (C) WSLS-TV (N) 

152,300 Rochester, Minn.-92 
KROC-TV (N) 

Rochester, N. Y.-94 337,000 
WHEC-TV (C) WOKR (A) WROC-TV (N) 

Rockford, 111.-94 223,400 
WR EX-TV (A,C) WTVOt (N) 1111,700 

Market & stations 
Penetration 

TV 

Households 

Rock Island-Moline, Ill.-Davenport, 
Iowa -93 320,400 
WHBF-TV (C) WOC-TV (N) WOAD-TV (A) 

Rome-Utica, N. Y. (See Utica) 

Roseburg, Ore.-88 19.500 
KPIC (N) 

Roswell, N. M.-91 .19,300 
KSWS-TV (N,C,A) 

S 

Sacramento-Stockton, Calif.-92 
605,700 

KCRA-TV (N) KOVR (A) KXTV (CI 

Saginaw-Bay City-Flint, Mich.-94 
419,100 

WJRT (A) WKNX-TVt (C) +64,400 
WNEM-TV (N) 

St. Joseph, Mo.-89 147,000 
KFEQ-TV (C) 

St. Louis, Mo.-92 840,400 
KMOX-TV (C) KPLR-1V KSD-TV (N) 
KTVI (A) 

St. Paul-Minneapolis, Minn.-92 
775,500 

KMSP-TV (A) KSTP (N) WCCO-TV (C) 
WTCN-TV 

St. Petersburg-Tampa, Fla.-88 
477,200 

WFLA-TV (N) WSUN-Tri (A) t295,600 
WM (C) 

St. Thomas, V. I. 
WBNB-TV (C,N,A) 

Salina, Kan. 
KSLN-TVt (A) 

t 
Salinas-Monterey, Calif.-90 261,600 
KSBW-TV (C,N) 
(See also San Jose, Calif.) 
(Includes circulation of optional 
satellite, KSBY-TV San Luis Obispo) 

Salisbury, Md.-66 134,800 
WBOC-TVt (A,C,N) 

Salt Lake City, Utah-89 293,200 
KCPX (A) KSL-TV (C) KUTV (N) 

San Angelo, Tex.-85 29,600 
KACB-TV (N,A) KCTV (C,A) 
(KACB-TV is satellite to KRBC-TV 
Abilene, Tex.) 

San Antonio, Tex.-84 361,800 
KENS-TV (C) KONO (A) t* 
KWEX-TVt WOAI-TV (N) 

San Diego, Calif.-94 "364,600 
KFMB-TV (C) KOGO-TV (N) 
XETV (A) (Tijuana) 

Mejor facility change in market subse- 
quent to latest county survey measure- 
ment date. 
U.H.F. 
Incomplete data. 
U.H,F, incomplete data. 
New station; coverage study not com- 
pleted. 
U.H.F. new station; coverage study 
not completed. 
U.S. Coverage only. 
Includes circulation of satellite for 
booster). 
Does not include circulation of satellite 
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Market & Stations TV 

% Penetration Households 

San Francisco-Oakland, Calif.-91 
KGO-TV (A) KPIX (C) 1,467,600 
KRON-TV (N) KTVU 

San Jose, Calif.-93 352,000 
KNTV (A,N) 

(See also Salinas-Monterey, Calif.) 

San Juan, P. R. 

WAPA-TV (N,A) WKAQ-TV (C) WTSJ 

San Luis Obispo, Calif. 
(See Salinas-Monterey) 

Santa Barbara, Calif.-91 94,200 
KEYT (A,N) 

Santa Maria, Calif. 
KCOY-TV (N,C) 

Savannah, Ga.-81 117,300 
WSAV-TV (N,A) WTOC-TV (CA) 

Schenectady-Albany-Troy, N. Y.-93 
WAST (A) WRGB (N) *"436,600 
WTEN (C) 

(WTEN operates satellite WCDC Adams, 
Mass.) 

Scranton-Wilkes-Barre, Pa.-82 
WBRE-TVt (N) WDAU-TVt (C) t287,900 
WNEP-TVt (A) 
(Includes CATV homes) 

Seattle-Tacoma, Wash.-92 *608,900 
KING-TV (N) KIRO-TV (C) KOMO-TV (A) 

KTNT-TV KTVW-TV 

Selma, Ala.-76 11,200 
WSLA-TV (A) 

Shreveport, La.-84 298,100 
KSLA (C) KTAL-TV (N) (Texarkana, Tex.) 
KTBS-TV (A) 

Sioux City, lowa-90 167,900 
KTIV (N,A) KVTV (C,A) 

Sioux Falls, S. 0.-88 "233,000 
KELO-N (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.-70 t168,100 
WNDU-TVt (N) WSBT-TVt (C) 

WSJV -TVt (A) 

Spartanburg-Greenville, S. C.- 

Asheville, N. C.-86 453,100 
WFBC-TV (N) WISE -Nt (N) t" 
WLOS-TV (A) WSPA-TV (C) 

Spokane, Wash.-89 275,900 
KHQ-TV (N) KREM-TV (A) 

KXLY -TV (C) 

Springfield, Ill.-77 "t175,000 
WICSt (N) 

(Operates satellites WCHUt Champaign 
and WICD-TVt Danville, III.) 

Springfield-Holyoke, Mass.-90 
WHYNTVt (A) WWLPt (N) **t183,800 
(WWLPt operates satellite WRLPt 
Greenfield, Mass.) 

Springfield, Mo.-84 154,700 
KTTS-TV (C,A) KYN (N,A) 

Steubenville, Ohio-Wheeling, W. Va.-92 
377,800 

WSTV-TV (C,A) WTRF-TV (N,A) 

Stockton-Sacramento, Calif.-92 
KCRA (N) KOVR (A) KXTV (C) 605,700 

Superior, Wis.-Duluth, Minn.-89 
KDAL-TV (C,A) 166,400 
WDSM-TV (N,A) 

Market & Stations TV 

% Penetration Households 

Sweetwater, Tex.-91 58,500 
KPAR -N (C,A) 

Syracuse, N. Y.-94 *479,300 
WHEN-TV (C) WNYS-N (A) WSYR-TV (N) 

(WSYR -N operates satellite WSYE -N 
Elmira, N. Y.) 

Tacoma-Seattle, Wash.-92 *608,900 
KING-TV (N) KIRO-TV (C) KOMO-TV (A) 

KTNT-TV KTVW-TV 

Tallahassee, Fla.-Thomasville, Ga.-77 
WCTV (C,A) 164,200 

Tampa-St. Petersburg, Fla.-88 477,200 
WFLA-TV (N) WSUN-TVt (A) t295,600 
WTVT (C) 

Temple-Waco, Tex.-87 ***142,300 
KCEN-TV (N) KWFX -TV (C,A) 
(KWTX -TV operates satellite KBTX-N 
Bryan, Tex.) 

Terre Haute, Ind.-91 192,300 
WTHI-TV (C,A,N) 

Texarkana, Tex. 
(See Shreveport) 

Thomasville, Ga.-Tallahassee, Fla. 
(See Tallahassee) 

Toledo, Ohio-94 413,000 
WSPD-TV (A,N) WTOL-TV (C,N) 

Topeka, Kan.-89 135,500 
WIBW-TV (C,A,N) 

Traverse City-Cadillac, Mich.-89 
WPBN-TV (N,A) **147,400 
WWTV (C,A) 
(WPBN-TV operates satellite WTOM-TV 
Cheboygan; WWTV operates satellite 
WWUP-TV Sault Ste. Marie, Mich.) 

Troy-Albany-Schenectady, N. Y.-93 
WAST (A) WRGB (N) **436,600 
WTEN (C) 

(WTEN operates satellite WCDC 

Adams, Mass.) 

Tucson, Ariz.-87 
KGUN-TV (A) KOLD -N (C) 

KVOA-TV (N) 

117,200 

Tulsa, Okla.-89 346,000 
KOTV (C) KTUL-TV (A) KV00-TV (N) 

Tupelo, Miss.-77 
WTWV 

Twin Falls, Idaho-92 
KMVT (C,A,N) 

Tyler, Tex.-83 
KLTV (N,A,C) 

U 

Utica-Rome, N. Y.-93 
WKTV (N,A) 

V 

58,400 

32,900 

134,700 

161,800 

Valley City-Fargo, N. 0.-87 159,700 
KTHI-TV (A) KXJB -TV (C) WDAY-TV (N) 

VV 

Waco-Temple, Tex.-87 ." 142,300 
KCEN-TV (N) KWTX (C,A) 

(KWTX-TV operates satellite KBTX-TV 

Bryan, Tex.) 
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Market & Stations TV 

% Penetration Households 

Washington, D. C.-91 938,700 
WMAL-N (A) WOOK -TVt t$ 
WRC-TV (N) WTOP-TV (C) WTTG 

Washington-Greenville-New Bern, 
N. C.-83 219,400 
WITN (N) WNBE-111 (A) WNCT (C) 

Waterbury, Conn. t" 
WATR-TVt (A) 

Waterloo-Cedar Rapids, Iowa -92 
KCRG-TV (A) KWWL-TV (N) 317,800 
WMT -N (C) 

Watertown-Carthage, N. Y. 

(See Carthage) 

Wausau, Wis.-91 141,200 
WSAU-TV (C,N,A) 

Weslaco-Harlingen, Tex.-78 *70,100 
KGBT-TV (C,A) KRGV-TV (NA) 

West Palm Beach, Fla.-86 114,600 
WEAT-N (A) WPTV (N) 

Weston, W. Va.-84 93,800 
WDTV (A) 

Wheeling, W.Va.-Steubenville, Ohio-92 
377,800 

WSTV-TV (C,A) WTRF-TV (N,A) 

Wichita-Hutchinson, Kan.-90 
KAKE-TV (A) KARD-TV (N) **364,200 
KTVH (C) 

(KGLD-TV Garden City, KCKT-TV Great 
Bend and KOMC-TV Oberlin-McCook are 
satellites to KARD-TV; KUPK Garden 
City is satelite to KAKE-TV) 

Wichita Falls, Tex.-90 147,700 
KAUZ-TV (C) KFDX-TV (N) 
KSWO-TV (A) (Lawton) 

Wilkes-Barre-Scranton, Pa.-82 
WBRE-TVt (N) WDAU-TVt (C) t287,900 
WNEP-TVt (A) 
(Includes CATV homes) 

Williston, N. D.-84 34,000 
KUMV-TV (N) 
(KUMV-TV is a satellite of KFYR-TV 
Bismarck, N. D.) 

Wilmington, N. C.-80 124,200 
WECT (N,A,C) WWAY-TV (A) 

Winston-Salem-Greensboro-High Point, 
N. C.-87 404,000 
WFMY -N (C) WGHP-TV (A) WSJS-TV (N) 

Worcester, Mass. t 
WJZBt (N) 

Yakima, Wash.-73 "t100,700 
KIMA-TVt (C,N) KNDO-TVt (A,N) 
(KIMA-TVt operates satellites KLEW -N 
Lewiston, Idaho, KEPR -Nt Pasco, 
Wash.; KNDO -Nt operates satellite 
KNDU-TVt Richland, Wash.) 

York, Pa.-58 
WSBA-TVt (C,A) 

Youngstown, Ohio-68 
WFMJ-TVt (N) WKBN-TVt (C) 
WYTVi. (A) 

(Includes CAN homes) 

Yuma, Ariz.-84 
KBLU-N (C) KIVA (N,A) 

t45,300 

1181,200 

30,200 

Market & Stations 
% Penetration 

TV 

Households 

Zanesville, Ohio-53 t25,900 
WHIZ-TVt (N,A,C) 
(Includes CATV homes) 

TV MARKETS 

1-channe markets 
2-channe markets 
3-channe markets 
4-channe markets 
5-channe markets 
6-channe markets 
7-channe markets 
8-channe markets 

10-channe markets 

108 
59 
70 
20 

4 
2 

Total Markets 266 
Total Stations 573 

Total U.S. Stations 561 

(Includes 40 satellites) 
Non-U.S. Stations 2 

Stations in U.S. possessions 10 

Major facility change in market subse- 
quent to latest county survey measure- 
ment date. 

t U.H.F. 
Incomplete data. t U.H.F. incomplete data. 
New station; coverage study not com- 
pleted. 
U.H.F. new station; coverage study 
not completed. 
U.S. Coverage only. 
Includes circulation of satellite (or 
booster). 

*** Does not include circulation of satellite. 

WTRF-TV STORY 
BOARD 

7 
Time* 

MIDDLE AGE! A man has 
reached middle age when he 
is warned to slow down by the 
doctor instead of the police! 

wtrf-Wheeling 
THE BIGGEST DIFFERENCE be- 
tween men and boys is the 
cost of their toys! 

Wheeling wtrf-tv 
ELECTION YEARS and campaign efforts always 
seem to end up boosting the merits of a one- 
party system. 

wtrf-tv Wheeling 
CONSOLIDATE! Man to psychiatrist: "I'd like 
to lump all my nagging little worries into one 
big complex and get it over with." 

Wheeling wtrf-tv 
SOME GALS are real jewels but they're always 
looking for better settings. 

wtrf-tv Wheeling 
WORKER: "Did you say the boss offered you 
an interest in the business?" CO-WORKER: 
"Yeah. He said if I didn't take an interest in 
the business soon, he'd fire me." 

Wheeling wtrf-tv 
WHAT THIS COUNTRY NEEDS is a ballpoint 
pen that starts writing when the writer does. 

wtrf-tv Wheeling 
GAL TO GAL! "To me,' said one, "He is a 

pain in the neck." "Funny," said the other, 
"I had a much lower opinion of 

Wheeling wtrf-tv 
A PRACTICAL NURSE is one who falls in love 
with a wealthy patient! 

wtrf-tv Wheeling 
*FOR SCHEDULES and availabilities that give 
advertisers the specific audiences they want in 
the Wheeling/Steubenville TV Market. Your 
Petry Man will be happy to pinpoint the folks 
you want to sell from the 529,300 TV Homes 
reached by WTRF-TV in Wheeling. 

CHANNEL 
SEVEN 

WHEELING, 
W EST VIRGINIA 

91 
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THE HEAVY BURDEN THAT TELEVISION 

T HE primacy of television as a journalistic force, as 
I demonstrated again in the coverage of last month's 

national election, is now an established condition 
that newspapermen, magazine men-and television 
men-must learn to live with. Adjustment to the 
condition may prove to be more difficult for those in 
television than for those in rival media, for among 
the many programing services that television supplies, 
news creates the most problems and brings in, pro- 
portionate to its expense, the least financial revenue. 

In talking with a reporter for this magazine, Robert 
E. Kintner, president of NBC, summed up the di- 
lemma confronting any network that undertakes a 
serious schedule of news programing through the 
year. On the average, news shows draw smaller audi- 
ences than entertainment shows and thus are less ap- 
pealing to advertisers. Not only that, they tend to 
depress the ratings of entertainment shows that fol- 
low them. "They affect the advertising buy behind 
them," Kintner said. "I don't know the answer 
to this." 

Still, said Kintner, news does deliver to a tele- 
vision network "an intangible value which is really 
a profit value because of the image it creates. It also 
has franchise value. It provides a public service, 
which is what the governrrtenr licenses us to perform. 
In broadcasting you're not in business at all without 
a license." 

I< he tict 's was a pragmatic justification of a craft in 
which he has a keen professional interest. Kintner 
was raised in join tialism and was an eminent news - 
pal,er roltrnnisr before he entered the broadcasting 
business. 'Telev isioon news, I< Miner believes, is 
(1('Slilicd 10 gel wow (omplicated ;111(1 more expen- 
sive. "I here is no (inci ion," he 10III 01r ICl/01'1(T, 
"111;11 lVii(11 pC1 IH;111c111 01)(Talli011 of a satellite coot 

ions ,.ysleiti is ai hieved, dieie will he bigger 
news (1)(;111(m' ,111(1 wow ,11)(1 more interruption of 
regill;fl sr he(1111,5 lot live events of internation;11 
letest.- Also, said Kintner, television news will (le-.11 

With "010H- (kiting subje( is tbin it has dealt with tip 
to now." laces dim hitore with ( otisid- 
ehibly mote that it is apt to be stet. with 
I,y some other 1)10;101(.151cl whose background lacks 
r,tterllit Ott tosv;11(1 

CAN'T PUT DOWN 

Among a good many television station operators it 
is felt that the networks, especially NBC and CBS, 
already place too much emphasis on news. Obtaining 
clearances for network news programs is among the 
more abiding difficulties that the station relations de- 
partments of the networks face. The affiliate that is 
asked to air a news show in a period when competing 
stations will be broadcasting entertainment shows 
must make its decision in the knowledge that on that 
night its whole ratings average is likely to diminish 
and with it the attraction of the station to spot adver- 
tiserS. 

Further, there is, among a body Of station man- 
agers, the conviction that controversial subjects are 
already treated in greater detail by their networks 
than prudent business judgment would dictate. The 
program on civil rights that cOrnes down the pipe 
from New York is not apt to receive a universal wel- 
come at all stations. 

The problem, of course, is that television must 
produce a steady flow of news programing week after 
week if it is to be equipped to produce the major 
news programs that command large audiences. The 
television networks could not have organized election 
coverage programs costing some $7 million and in- 
volving more than 150,000 workers if they had not 
already had on their news department payrolls an 
enormous corps of skilled executives, editors, re- 
porters, writers, producers, directors and technical 
personnel. Without such a corps of professionals at 
their command, the networks would have been totally 
unable to make the immediate and total commitment 
to news coverage that they made on Nov. 22 a year 
ago when President Kennedy was shot. If television 
is not to retreat from the position of dominance it 
has estithlislted for itself in the coverage of spectacular 
events, it [oust embrace the responsibility of applying 
equal support to the regular coverage of less dramatic 
news developments. 

i_yeat strength of NBC News is in manage- 
ment's support,' Kintner said to our reporter. 
The same can be 'said of any news department of any 
size t hat, within its own orbit of interest, is conduct- 
ing i Ise] f with professional attention to the public's 
need to know what is going on. 
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...AND THEY LOVE LORETTA, TOO. They love her versatility, her preference in drama, and 
her taste in leading men - (a love that's verified by ARB, Nielsen, Trendex, and TVQ Re- 

ports) - and they'll love you too when you invite Loretta Young into your market 250 times! 

That's how many half-hour dramas are now available as Loretta Young Theatre moves 
into syndication for the first time. Loretta's troupe includes Hugh O'Brian, John Hodiak, 
Gary. Merrill, Ralph Meeker, Eddie Albert, and top female stars - Joanne Dru, Diana Lynn, Teresa Wright, Merle Oberon, N BC Fl LMS 
Nina Foch, and many others. If you like to be loved ...call 30 Rockefeller Plaza / Circle 7-8300 

www.americanradiohistory.com

www.americanradiohistory.com


""Xo ust hatgvtg aroutd. 

hzre...the kow%1 

akcIVt; eter S attr s krt 

`5-ht Mouse Slat 'Roavtd' 

ot t -TV" 

WWL-TV IN NEW ORLEANS IS ANOTHER OF THE OUTSTANDING STATIONS WHO LICENSED THE MOUSE 
THAT ROARED/ "PICNIC," "PAL JOEY" AND THE REST OF 1 HE 60 NEWLY RELEASED COLUMBIA 

POST-'50 GROUP I I FEATURES. THEY KNOW THAT THE OLDIES USED TO BE GREAT 
BUT TODAY THEY JUST DON'T RATE, FOR THE VERY BEST OF THE NEW, CONTACT SCREEN GEMS 
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