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Big
Spender
in
Shreveport P

(43.4 Million Dollars Worth) ,

He may be from Elko, Nevada . . . Bluefield,
West Virginia or Broken Bow, Oklahoma . . .
but he’s stationed at Barksdale AFB,
Shreveport. He and the other 23,886 military
personnel and dependents of this giant
installation, one of the nation’s largest SAC
bases, represent a total annual payroll of
$43,433,000 to the Shreveport Retail Market.
This amount—unreported in usual CSI
figures — offers a 10% bonus on top of
Shreveport’s own $439,000,000 annual income.
Another reason why . . . in the booming
Shreveport TV market . . .

the Sky's really the limijt!

KSLA-TV | KTAL-TV | KTBS-TV

CHANNEL 12 CHANNEL 6 CHANNEL 3
cBs NBC ABC

in Shrevepor

Television Hub of the Expanding Ark-La-Tex Market

WWAT americanradionistory com — =
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ASSEMBLY HALL UNIVERSITY OF ILLINOIS
CHAMPAIGN, ILLINOIS

TELEVISION DIVISION

Modern markets like this set a fast,
dynamic pace.National advertisers
use Spot TVtosellthemwith speed,
e omema srarion merscsenrarive A8 flexibility and maximum impact.

ATLANTA - BOSTON - DALLAS .- DETROIT . LOS ANGELES . PHILADELPHIA - SAN FRANCISCO - ST. LOUIS

NEW YORK . CHICAGO -

WwWWW.americanradiohistorv.com


www.americanradiohistory.com

Hey, look
us over!

A glittering new season is underway on the
CBSTelgvision Network. A new season

loaded with laughter..tingling with action ...

alive with drama. It swings and sings with the beat
and gusto of youth. It brings home into thrilling
focus the clash of competitive sports. It opens the
mind and eye to the challenge and promise

of the world around us. In sum, you'll find it a season
overflowing with the best entertainment and
information on television, much of it in color.

And entertainment with a difference
~adifference in the quality of performance, the
skill of execution, the power of invention, and

the level of taste. You see its reflection in each
category of the networks program schedule. In the
unique artistry of a Danny Kaye. In the sharp
photographic realism of a“Slatterys People.”

In the inspired writing behind a Dick Van Dyke.
And as the curtain rises on a fresh parade of action
and adventure, fantasy and variety, you'll see this
same entertainment-with-a-difference on the

new premieres of “The Steve Lawrence Show,”

“Lost in Space, “Green Acres, “The Wild, Wild West

"Hogan's Heroes, “The Smothers Brothers Show;’
“Trials of O'Brien” and “The Loner”

It's the feeling of excitement you get from
seeing something done by people who can do it
better than any one else. Like the extraordinary
one-time “specials”highlighting the talents of

such stars as Barbra Streisand, Sir John Gielgud,
Carol Channing, Zero Mostel, and Carol Burnett.
Like the incomparable thrills of the upcoming series
of NFLfootball games. Like the world's greatest
auto-racing, basketball, track and field stars
on"CBS Sports Spectacular“And you also get it
from the sharp, meaningful daily reporting

of CBS News'world-wide correspondents and the
penetrating, news-breaking documentaries on
domestic and foreign issues.

So fasten your seat-belts and watch....

The CBS Television Network.

Sunday
night

My Favorite Martian ¢
7:30 pm {in color)

lassie
7pm
.. {in color)

.. The Ed
. Sullivan
Show

Candid Camera
10 pm st =i

L %\

What's 5Io
My line2 8 Wa
1030 pm
It is always better to begin a journey of discovery in the company of good
friends. And the first night of the new season on CBS brings pleasures
that are all the warmer forincluding old favorites in new ventures. Such as
Perry Mason, moving his court-room to the Sunday schedule with tense new
mystery for his countless fans. Or Ed Sullivan, as comfortable and familiar
as any member of one’s own family, beginning his eighteenth year as host to
the worlds biggest stars, including The Beatles. Indeed, the best way to
begin a new season is 1o begin with old friends—especially on CBS.

WWW americanradiohistorv com
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% To Tell
the Truth

=J 7=30pm

I've Gota

Secret
The Lucy Show "

8:30 pm

{in color}
1 &

W The
0> Andy Griffith

J';- ‘s Show

- . 9pm
NE p

=,

%

{ {in color!
NN

Hazel
9:30 pm
lin colo
The

Steve
Lawrence
} Show

10 pm
. (new and
in color)

Mondaynightis the time fo discover the strange and delightful ways in

which people spend their lives—both in fact and in fiction. Itwon't always
be easy! Bud Collyerand Steve Allen will keep you guessing fill the final
buzzer. And the way that hilarious redhead named Lucy spends herlife
could lead you to hysteria. But then you can fall back on the tranquillity and
warmth of Sheriff Andy or America’s favorite maid, Miss Shirley Booth,

now working at a new address. You wind up the evening with an hour of
variety sparked by that brilliant young entertainer, Steve Lawrence.

CBS®

L .
Rawhide

, 7:30 pm

The Red Skelton Hour
8:30 pm

{in color)

Petticoat
Junction

9:30 pm

lin color)

. CBS

Reports/

i CBS

| News

Y Specials
10 pm

<f @

g

Two of man's deepest impulses are gratified on this evenings schedule:
his implacable will ‘o conquer, and his unguenchable thirst for laughter.
The first can be seen in the thrilling drama of the great Western cattle
drives of the last century, with Clint Eastwood, now elevated to the rank
of trail boss. As for laughter, who can equal that King of Clowns,

Red Skelton, returning for a wonderful new season of comic artistry—

or those hilarious hotel operators, Bea 3enaderet and Edgar Buchanan?
Finally, CBS News throws new light on the challenging issues of the day.

CBS®

www americanradiohistorv com
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Thursday
hight

*

<

‘ “ AR i

Lost in Space
| 7:30 pm (new)

The
Munsters
7:30 pm

The Beverly Hillbillies
8:30 pm fin colorl

My Three Sons
8:30 pm
lin color]

Gilligan's"
Island

Gree

Acres
9 pm (new and
in color)
The
Dick

| Van Dyke

! Show Thursday

I 9:30 pm Night

i Movies

i 9 pm

; {many

in color)

Wednesday night adds up to a brilliant exercise in various kinds of Thursday night starts out by being both larger and funnier than life with
comedy starting with a delightful and exciting spoof on science fiction that bizarre household of Fred Gwynne, Yvonne De Carlo and
involving a modern family marooned on an unknown planet. Then Al lewis—and that equally incredible group of marooned islanders led
the hilarious predicaments of a group of displaced persons—the famous by Bob Denver and Alan Hale. A note of domestic reality follows
Hollywood-based mountaineers, and a sophisticated city couple with Fred MacMurray as a harried father of three sons. Finally, the evening
{Eddie Albert and Eva Gabor) transplanted to Petticoat Junction country. reaches its climax with a two-hour showing of one of a special group of
After which, you enjoy the antics of two of the funniest and most talented the most powerful motion pictures to come out of Hollywood, beginning
performers in show business: Dick Van Dyke and Danny Kaye. this season with “The Manchurian Candidate”starring Frank Sinatra.

Ao e

CBS®
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Fri
nig

The Wild
Wild West

7:30 pm lnew) fw‘

#& Hogan's Heroes
8:30 pm
{new and in color)

¥ Gomer Pyle—
= USMC

‘9 pm
{in color)

The
Smothers
Brothers
Show
9:30 pm (new!

" Slattery's
People
10 pm

To be perfectly candid, there is a cheerful air of unredlity surrounding

most of Friday night on CBS. We suspect the frontier at its gaudiest could
never match The Wild, Wild West, and we know that prison campswere
less inviting than the crazy stalag that is home to Hogan's Heroes. As to
the reliability of Tom Smother's portrayal of an angel-we reserve judgment
since we never met a real one. And, of course, there is always Gomer Pyle!
In short, the world may not be too much like the kind of place portrayed
-each Fndoy night on CBS. Butwouldn't it be nicer if it were?

CBS®

i
+ The
Jackie Gleason
Show

Normally the word “action” suggests an atmosphere fraught with conflict,
suspense, tension, and the excitement of personal combat. The genius

of Jackie Gleason is that he succeeds in injecting all of these qualities
into an hour of vibrant comedy. From the foundation he establishes,

the momentum builds as Peter Falk, Lloyd Bridges and Jim Arness star in
a sequence of gripping adventure dramas—the first as a flamboyant,
highly unconventional lawyer; the second as a brooding ex-Union Army
officer; the third as an indomitable defender of frontier law and order.

CBS®

All times CNYT
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September 1965 e Established 1944, Volume XXII, Number 9

TELEVISION

FORECAST: THE NEW TV SEASON 1v’s that time again and the bels ave down on the 1955-66 schedule. For the
eighth consecutive year Tvil predicts the season’s outcome—ratings, audience sharve and audience composilion for every
prime-time network program. Stuart Gray of MacManus, John & Adams has prepared the Oclober-November-December
forecast as a ToM exclusive .. . . . 27

WHERE THE ACTION IS Three seasons ago 20th Century-Fox was nowhere in television production. Today il’s tied
for first in the volume of network programing. The story of what happened and what made it happen .. ... .. ... .. 32

THE OVERSEAS AGENCY SCRAMBLE  1rs definitely “in” for U.S. ad agencies to have foreign affiliations these days.
The international look has become a major agency asset. This report, complete with a map and direclory locating the foreign
activities of U.S. agencies billing $1 million or more overseas, examines the industry’s important new growth sector ... 36

HOW TO MATCH CUSTOMERS WITH VIEWERS The third article in Tvil’s series on advertising’s search for greater
TV efficiency looks al a new Home Testing Institute rvesearch sysiem which connecis heavy users of a product to their
favorite TV shows ... .. 40

THE SNARL IN CATV Tiolent conflicts are occurring among the intevesis thal are making money, hoping to make
money or are terrified of losing money as a consequence of the growth of communily antenna television. This report
shows who is bringing what kind of pressure on federal and local governments lo gel CATV under control ... .. .. 42

TV'S IN INN  The business center of television in the West is the Beverly Hills Hotel. This story shows, in words and
pictures, where a $10 (ab for a drink in the Polo Lounge can lead to a $I million conlract ... ... ... .. ... .. ... .. 46

DEPARTMENTS
THe MoNnTH IN Focus .. . .. ] Focus oN A, C. NIELSEN ... ..... 19 LETUERS .. .. 22
Focus on FINANCGE . R 13 EDITORIAL ... ... .. .. .. . ... .. 72
TELEVISION MAGAZINE Cover o Few trees grow in
Published by Television Magazine Corporation, the arid 5””“;/’ of Madison
a subsidiary of Broadcasting Publications Incorporated Avenue where ToM and Mac-
Manus, John & Adains have
] ] ) their headquaviers, hence our
Sol Taishoff EF“[O; and P“b“'n'Shef_ i reliance on art. Had we used a
Edvlf]l:lrl:h:. VSe‘I”I::i \Qc|e {)gsrledcimr- anaging Editor photo, the man oui on the
' ales Lirecto limb would have been MJA’s
Stuart Gray, crealor of Todl’s
Senior Editor Albert R. Kroeger  Frank Chizzini National Sales Manager eight/:,-mzmm[ “Forecast,” rat-
Associate Editor Morris ). Gelman  Rebert Moran Sales Representative ings and shares for the new
Assistant Editor Dehorah Haber ~ fack L. Blas Adv. Production/Office Mgr. season. 11 begins on page 27.
Assistant Editor Ralph Tyler  Eileen Monroe Secretary to the Sales Director E S
Administrative Assistant Francine Hand  Har.iette Weinberg Subscription Service
Editorial Assistant Carol Meola
Stanley White  Art Director
Executive Committee—Broadcasting Publications Inc. B oria e Tolcviston Maogazine Corp.
444 Madison Ave., New York, N. Y, 10022, Telephone
Sol Taishoff  Chairman ly’Lazla 3-[)994_4.'_Areq C?‘deu ]Z.d SSingIe copy, $1.00.
Lawrence B. Taishoff  Assistant Publisher s:;irq‘:‘sfu $55C._33;’°.':|s Canada ?sf;.eso- 'Zife‘wf.zi’e,"’ss'j‘éﬁi
Vice President-General Manager Maury Long  Edwin H. James Vice President-Exccutive Editor doiphie ‘%‘J."e{ﬁ;%.°"s‘écE..“&"'S&Sf"’ﬁos’t;;:“%aﬁ“";‘.
Director of Publications Jechn P. Cosgrove  Irving G. Miller Comptroller dPh-la:e_lnlna. I:a. Edi,t'ol:ialt contg?_t may not be repro-
Donald V. West  Vice President-Managing Editor ueed gggyr?grlr:t Yi)ssoiy ‘Fﬁfe'v?fao‘f.”ﬁﬁ;‘a‘iii’e"'éi‘?;‘:
6 TELEVISION MAGAZINE /SEPTEMBER 1965
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The State House was built in 1795 by famous architect Charles
Bulfinch, on land bought from John Hancock. Samuel Adams
laid the cornerstone. This is one of the stops along the famous
Boston Freedom Trail. For an 18” x 24" copy of this original
watercolor by Robert Keenan, in full color wit{mut advertising,
suitable for framing, write to WHDH.

Buy Boston like a Bostonian...Buy WHDH

TELEVISION: CHANNEHL 5©'RADIO:AM 850 K € 50,000 WATTSG F M 94,58 M C

REPRESENTED NATIONALLY B Y BLAIR TELEVIS!ION-RADIO
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{1 MR. CATV OPERATOR:

Let Duane Crist,
Ameco, Inc. Customer
Finance Officer, show

you how to save

approximately 20%
on CATV equipment
financing through
AMECO’S
COMPONENT
FINANCING
PLAN

"Ameco's plan is made to order for the CATV system 1. Choose the Ameco CATV equipment you need in your
owner or operator. It is the fastest and easiest way to fi- system.
nance the purchase of new equipment for a system. It is 2. Contact your nearest Ameco Technical Representa-
convenient. And it lets the operator put the equipment he tive or Ameco Regional Warehouse.
buys into use much faster than any other financing plan 3. Fill out the simple one page application form and
so far offered in the industry."” determine the payment period most convenient for
The cost is reasonable . . . $5.00 per $100.00 per year. you (1 to 5 years).
No longer is there any reason to delay new equipment pur- 4. Credit decisions are made within 24 hours.
chases because you must wait for financing agreements to 5. Your new Ameco CATV equipment will be delivered
be completed. With Ameco's Component Financing Plan, within a very short time . . . you can put it to use
your system can go ahead with rebuilds, improvements or immediately.
extensions using Ameco Solid-State equipment. For full details, contact your Ameco Technical Repre-
Here is how the Ameco Component Financing Plan sentative, the nearest Ameco Regional Warehouse, or return
works: the attached coupon.

®

° ) .

; A -~ e Mr. Duane Crist T

49 Peachtree Hills Ave, NE © Ameco, Inc. .

tlanta, Georgia 30305 : P.0. Box 11_326 :

Phnne-404~261-]951 e & PhOean, Arizona 85017 >

i 443 S.E. 31st Strest e Please send full details on Ameco’s Component Financing Plan to: o

larrisbiirg, Pa. ~ Portland, Oregon 97215 o :
Phone: 717-737-0487 £ Phone: 503-232-7051 e Name .
= i . :
e System Name .

2 °

e Address o

. °

e City State °

¢ °
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Much ado about
the new season;
Bearish view on pay TV;

Free TV makes money

HE TV viewer is being wooed like

he's never been wooed before as
the three networks set him up for the
week beginning Sept. 12. That's when
ABC, CBS and NBC—as flustered as
maidens at their first prom—show off
their new season’s offerings. The [act that
they've all chosen the same week to do it
has made the competition, keen no mat-
ter what the circumstances, downright
lethal, and taxed the ingenuity of always
mgenious promotion men.

Nobody will say how much money is
being spent on the campaign but CBS
and NBC admit that it's more than ever
before. ABC isn’t saying anything at all.
“Does Macy’s tell Gimbels?” a promo-
tion man there asked. Last year a lot of
moncy earmarked for promotion had to
go to build an audience [or the political
conventions and election coverage. This
year the Gemini coverage is the only
other competing candidate during the
pre-season period for promotion [unds.
This frees more money to build up steam
for television’s version of Hell Week.

What makes the rivalry even more in-
tense this season is the feeling that it’s
anybody’s horse race, since the networks
finished pretty much in a dead heat last
time around the track. (For TvM’s pre-
season pick of those apt to win this year,
sce “Forecast,” page 27.)

The question of why all the networks
picked the same premiere week seems
easy enough to answer. None wants the
others to get the jump on it by debuting
its products first, as ABC did last sea-
son. Each, therefore, picked the earliest
week possible. That had to be the week
beginning Sept. 12, since Labor Day falls
in the week before that, and any week
earlier is still in the vacation season when
the tube people are interested in is the
one they inflate on the beach.

“It does put a lot more pressure on
everybody,” says NBC’s Larry Grossman
about the three-network debut week.

=0
LOOK
o

NBG WEEK

SEPT.I2TOI9

£
LOOKUN
:

—

S0

GREAT SHOWS

And away they go:

The three tv networks, starting
their fall seasons head-

to-head, are scrambling to

get the edge in audience attention

“Promotion becomes an awesome prob-
lem.”

Last year NBC spread its new offerings
over six wecks. This year the unilying
theme of the network’s campaign is
“NBC Week—a week so big it takes eight
days.” The reason for the extra day is
that NBC is airing the Emmy awards on
the initial Sunday ol the kick-off week, so
it has to borrow a Sunday from the {ol-
lowing week to make up for it.

NBC started as earlv as July 5 with
its ambitious on-air promotion for the
new season, whereas last year thc cam-
paign didn't begin till the end ol July.
Missing this year are the elaborate pro-
motional books that appeared under the
name of “Startime” in 1963 and “Star
Album” in 1964 to sell the upcoming bill
of fare of those bygone seasons. Grossman
says “We decided they were so successful
and we had demonstrated that it could
be done. So we thought we'd quit while
we were ahead and surprise everybody
with something else.” Grossman also ex-
plained that the books had provided an
underlying theme [or those past promo-
tion drives, and this is no longer necessa-
ry since the concept of NBC Week itsell
now {urnishes the theme.

NBC'’s big effort for '65-'66 is an eight-
page [ull color insert that will appear in
TV Guide's premiere week issue on an
exclusive basis in the lead story that will
concern the new shows. The insert also
will be run off in the millions in tabloid
size to be used in Sunday supplements
in major markets throughout the coun-
try. It also will be printed in a larger
format for insertion in off-sizc newspa-

TELEVISION MAGAZINE /SEPTEMBER 1965
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pers. The circulation ultimately is ex-
pected to reach 20 million. The theory
behind this massive campaign, according
to Grossman, is that the big cost of print-
ing is the initial job, and extra copies
come fairly cheap. How [ar this idea can
he carried is illustrated by the [act that
the insert will appear even in the cata-
logue Macy’s sends to its 800,000 credit
customers. As Grossman puts it: “We're
determined to get a sampling for our
shows.”

Equally determined is CBS, which, in
the words of nctwork president John A.
Schneider, is conducting “one of the
niost comprehensive program promotion
campaigns we have ever launched in ad-
vance of a new television season.” The
theme is “Hey, look us over!” and an
elaborate book with that title has been
sent out to the affiliates telling them of
CBS's promotional efforts. According to
the Dbook, the cornerstone of the drive
is the “fullest, nost effective use of tele-
vision.” The campaign started in mid-
July and will climax in the week immedi-
ately preceding the debut of the new
season in ‘“‘a saturation sampling of the
new attractions and returning favorites.”
The network will use 125 different films
in the drive for total home impressions
estimated at 5.5 billion. It’s been mapped
like a military campaign, in three phases.
Phase One, from July 15 to Aug. 14, fea-
tured a series of nine-second film trailers
with graphics by Saul Bass plus a series
of one-minute preview trailers each de-
voted to a new program. Phase Two,
from Aug. 15 to Sept. 18, uses a second
series ol 34 trailers emphasizing the night

>
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THE MONTH IN FOCUS continued

of each program’s appearance (such as
“see us on Sundays on CBS,” or “meet
us on Monday . . ."y. Mid-August also
marked the introduction of a series of
13 one-minute night-of-the-week trailers,
grouping three or four of an evening’s
programs. Phase Two also features a new
series of one-minute trailers, each de-
voted to a single program and covering
every nighttime program on the network.
Special animated and live action spots
have been prepared in addition for two
series, CBS’s Thursday Night Movies and
the National Football League games.
The latter makes its pitch with five fash-
ion models in a rare instance of beauties
promoting brawn.

Phase Three begins Sept. 19 when the
new season is well under way. Then the
pre-season spots will be replaced by other
trailers and there will be new filims for
continuing use throughout the season lor
every entertainment program on the air.

In addition to the network effort, there
are special versions ol the trailers [or the
affiliates. Radio also is being used ex-
tensively via a campaign created by Stan
Freberg. CBS says its print campaign lor
the fall schedule is “far and away the
biggest” it has ever undertaken. Almost
all of the space budget is concentrated
during the first two weeks ol the new
scason, beginning with a [lour-page
spread in the New York Times on Sun-
day, Sept. 12, plus advertisements in

every other major paper in New York.
Chicago, Los Angeles, Philadelphia and
St. Louis.

One last statistic: GBS estimates it will
process 1200 miles of 16mm film, much
of it in color, for a total of 19,500 indivi-
dual prints to pronote its contributions
to the new season.

The sought-after viewer is apt to get
a swelled head.

B Does pay TV have a [uture? Not un-
less there is a major breakthrough in
engincering or program development is
the conclusion reached by the New York
research firm of Oxtoby-Smith alter a
two-year study. The firm arrived at its
dim view alter looking over the opera-
tions of Paramount’s Internatonal Tele-
meter in Ltobicoke, Ont. (on wire);
RKO General-Phonevision’s continuing
tests in Hartlord, Conn. (on air), and
Subscription Television Inc’s operations
last year in Los Angeles and San Fran-
cisco (on wire) .

Dr. Joseph Suith, president of Oxto-
by-Smith, said in summary that “despite
the often expressed desire that typical
subscribers would like to escape from
the cultural ‘wasteland’ of present tele-
vision, that view is a myth. Viewers want
good entertainment, but they do not, in
any mcaninglul numbers, expect cultural
reformation [rom [ree or pay TV.
Further, they are not really dissatished
with [ree TV programing or commercial
interruptions.”

Some ol the “broader aspects” listed
by the firm of its findings:

“The level of subscriber penetration
and expenditure requisite for a viable
pay TV system does not seem to be realiz-
able. None of the pay TV systems stu-
died has approached the required levels
and nonc has shown any promise ol
doing so.

“The expectation of a ready market for
‘cultural’ programing has not materi-
alized. Ratings for education and cultur-
al programs and even [or available stage
plays have been low. The major sources
ol income for pay TV have becen sports
and Hollywood movies.

“There appears to be a ceiling on
expenditure (by subscribers). Weekly
expenditures tended to be consistent de-
spite great variation in the program ol-
lerings.

“Three lactors are closely related to
subscription to pay TV: (I} dissatisfac-
tion with the entertainment on regular
television, (2) high tamily income and
(3) a life style of activity and ownership
of inmovative products.

“The climate of conswmer opinion
(toward pay TV) was not hostile,” ex-
cept probably in California during the
public campaign against pay TV there
last swmmer and fall. Generally, “most
people living in the wired area did not
fcel that pay TV would take away pro-
grams they used to watch free.

“The inherent appeal 'of pay TV is
inhibited by a lear of its cost. Those who

10
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have decided against subscribing, and
¢ven some subscribers, are concerned
abont the prospect of excessive cost.
These people may be transferring their
addictive experience with regular televi-
sion to pay TV.

“Subscribers want to pay only [or what
they watch. One ol the major reasons
lor cancelling subscriptions to pay TV in
Hartlord and Etobicoke was the neces-
sity ol paying a service charge.

Program availabilities are a major

problem. Although a variety of programs
llmve been offered to subscribers, the feel-
ing among subscribers is that pay TV
has not offered a sufficient array of pro-
gram choice. At the same time, sub-
scribers are rather vague about the kinds
of programs they would like to see.

“Pay TV can be many products. Given
a [ew mass-appeal products (like movies
and sports), it would be possible for pay
TV to offer programs for minority audi-
ences such as opera buffs, drama devot-
ces, balletomanes, concert lovers, chil-
dren, ethnic groups and the like. These
l]li{lol‘ity programs would not get large
ratings, but the audience could be ade-
quate for the programing costs involved
were a mass audience appeal available
as a4 nuclens product.”

It should bLe pointed out that other
studics have come up with more opti-
mistic views ol pay TV’s [uture. And on
the day the Oxtoby-Smith report ap-
peared, RKO General announced it had
taken options that would permit it to

expand its Phonevision pay TV opera-
tions into five additional cities: New
York, New Haven, Philadelphia, Wash-
ington and San Francisco.

B The FCC released its official financial
report on television broadcasting in
1964. Yes, it was a good year. Total time
sales rose about 119, above the 1963
record, reaching $1.5 billion. Total
broadcast revenues were $1.8 Dbillion,
up 1239, over '63. 1f expenses of $1.4
billion are subtracted, therc remained
a pre-tax income last year of $415.6 mil-
lion, up from $343.2 million the year
belore.

Of the total $1.8 billion revenues to
TV in 1964, $712.5 million went to net-
works, plus another $216.2 miilion to
their 15 owned stations. The 560 other
independent stations took in a total
ol $864.6 million.

In the time sales category, networks
accounted for $563.4 million (369, of
the total), national spot $689.5 million
(459%) and local advertising $297 mil-
lion (199%).

The FCC listed the top 10 markets
with their broadcast revenues and pre-
tax incomes as follows: New York, $105.2
million revenue, $43.3 million income;
Los Angeles, $72.5 million and $21.8
million;  Chicago, $61.9 million and
$2-4.8 million; Philadclphia, $34.7 mil-
lion and $15.8 million; San Francisco-
Oakland, $30.8 million and $14.8 mil-
lion; Boston, $28.5 million and $15.5

million: Detroit, $25 million and $12
million: Cleveland, $22.8 million and
$11.7 million; Pittsburgh, $22.7 million
and $10.4 wmillion; Washington, $17.8
million and $4.9 million.

® Also in the month that was:

The Senate passed a bill to liberalize
provisions of the Communications Act
relating to conflict of interest. The bill
would still prohibit cominission em-
ployes from investing in broadcast com-
panies or common-carrier firms, or busi-
nesses which exist primarily to supply
these industries, but would remove the
bar to investment in concerns using
commission licenses as an incidental
part ol their activity. It would also
allow the FCC to enlist the services of
major licensee stockholders in its ex-
ecutive reserve without having to require
divestiture of their holdings.

Network television’s estimated net
time and program billings during the
first hall of this year were $590.2 mil-
lion, according to the Television Bureau
of Advertising. This is a 3.89; increase
over the $568.5 million in billings for
the like period in '64. Net time and pro-
gram billings for the month ol June
rose from $74.3 million to $82.1 million,
up 10.69%.

Color TV sets in use numbered 3.6
million as of July 1, NBC reported.
This represents an increase of 1.6 mil-
lion sets—a 779, gain—over an esti-
mated two million sets a year ago. END

)

61{' “you had the
Q// louct

You'd enjoy the luxurious feeling of an Aladdin
with an all-powerful lamp. You could wish
for full color facilities to fulfill your fondest
dreams of complete program, commercial and
remote production. Presto! Almost as easily
as rubbing a lamp, at your command would
be eight live color cameras, two complete
color film chains, six color videotape record-
ers. Get that Quality Touch of an Aladdin...
Call our Operations Manager Jim Prait or
your Petryman for the colorful details. |

WFAA-TV |

The Quality Station serving the Dallas-Fort Worth Market

@. Channel 8, Communications Center /
Broadcast Services of The Dallas Morning
News / Represented by Edward Petry & Co,, Inc.

g
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ACCEPTANCE — SAN FRANCISCO STYLE

All 15 of the top 15 TV advertisers scheduled announcements on
KTVU in 1964. This acceptance by the largest, most research-
oriented advertisers is dramatic proof of KTVU stature among
sponsors and agencies.

This is one more reason why KTVU is the Nation’s LEADING
independent Television Station.

*Based on January 1965 Television Magazine estimates

@g Cox Broadcasting Corporation stations: WSB AM-FM-TV. Atlanta, WHIO AM-FM-TV, Dayton.
WSOC AM-FM-TV. Charlotte; MIOD AM-FM, Miami; KTVU. San Francisco-Oakland. WIIC (TV). Pittshburgh.

WWW americanradiohictory com

CHANNEL

K7Wy

SAN FRANCISCO . OAKLAND
Represented by H-R Television
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- FOCUS ON

FINANCE

‘ Standard & Poor’s
fooks at TV and finds J
the outlook favorable

-

TANDARD & PoOR’s, which is to finan-
s cial wanderers what “Baedeker’s” is
to Continental ones, tramped among
TV-associated stocks last month and dis-
covered their outlook to be “generally
lavorable.”” S&P’s “Industry Surveys” re-
port for August analyzed 16 issues regi-
larly examined on TvM’s financial index.
Included were American Broadcasting
Cos., Columbia Broadcasting  System,
Cox Broadcasting, Metromedia Inc.,
Storer Broadcasting, Talt Broadcasting,
Columbia Pictures, Desilu Productions,
Walt Disney Productions, MCA Inc.,
Metro-Goldwyn-Mayer, Paramount Pic-
tures, 20th Century-Fox, United Artists,
Warner Bros. Pictures and Chris-Cralt
Industries. Under the broad heading of
leading amusement issues, the first six
listed were evaluated as broadcasting
companies, the next nine as picture com-
panies, while Chris-Cralt was examined
as a boating stock.

Focusing fust on the six radio-1TV
broadcasters, “Industry Surveys” found
that they are “currently near the low end
of their recent price/earnings range.”
Projecting that earnings [or all but one
ol the issues are likely to go “significant-
ly” up (GBS is the notable exception),
the analysis concludes that “an above-
average relative market performance s
anticipated for the group.”

Adding an almost automatic note of
caution about recession adversely effect-
ing profits the survey goes on to make the
following decidedly upbeat assessments:

e “The independent broadcasters
should experience worthwhile long-term
growth.”

o “Cox, Metromedia and Talt are all
well-regarded issues.”

e “American Broadcasting Cos. is
showing the greatest improvement in
earnings and the stock has long-range
appreciation potentials.”

o “The shares ol Columbia Broadcast-
ing System arc worth holding on a long-
term  basis, although little near-term
progress is indicated.”

“Industry Surveys” takes a less certain
stance in its analysis ol the nine film
companies. Pointing out that company
fortunes rise and fall largely on the varia-
bles of the current movie crop, the re-
port labels the earnings of movie pro-
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THE TELEVISION MAGAZINE INDEX

lo 68 lelevision-associated stocks

Clesing Change From  Approximate Total
Auszustg July 15 Shares I\'Iarlfet .
13 Points %  Outstanding Capitalization
TELEViSION i
i g asting Cos ) 31 6 4,629,000  $280,055,000
Am‘gncan Broadeasting Cos. Ine. (;((:;; i 3;; «\—_) Mok (oo0 236.715.000
Capital Cities 1134 + 2lg + 3 1,357,000 56,‘18-),000
Cox Broadeasting 25 + 1 + 4 2,652,000 6(),500.0(;(0
Gross Telecasting 29 + 1 + -l . _M)(;,g(())g H,ggg,g:}({
H&B American 154 - g -3 2,582, '73‘1‘000
Metromedia 3374 -2 — 6 2,0{%8,000 7?'718Y000
Reeves Broadcasling R 154 1 ? 1 ? l,é;g ,888 6'))'90“1Y000
Seripps-Howar 27 2,589,
:(l l‘|:£ﬁ;pltli(()l:’: El"(\’f 214 — % —20 3,029,000 _7,.373 ,()()8
Taft Broadeasting 2244 + ]5 i f: 3,g'ﬂggg (:}1{5(;880
T " " 11 D N Dt
\‘\ilf.r\)e‘t"'»:pm 3134 i 7 I3 2.993°000  70.580.000
Total 46,953,000 $1,461,686,000
TELEVISION WITH OTHER MAJOR INTERESTS . .
Aveo 2214 + 2 +10 13,693,000 $308,093,000
Bartell Media Corp. 5 — g -2 1 ,370,088 923;31338
Boston erald-Traveler ]I?i;é i :jg —‘_; ]l- . «;32,800 ;‘-;v()'q 1000
Chris-Cralt 3% % ,208, 20,921,
Cowles Magazines & Broadeasting 1634 + T4 + 6 2,944,000 '4-8,208,888
General Tire 2314 + 1% + 9 16,719,000 39?,22; '()00
Meredith Publishing 1714 + 3 + 7 1,331,000 (1597-1-6-3,000
The Outlet Co. 15¥ - b -3 ] ,010,000 10-;,19-( 000
Rollins Tne. 3554 — 115 - tl' 3 ,0(;9 ,000 " )1 ﬂ) ,000
Rust Craflt Greeling 17 + 2 +13 ) 7-?,000 112,7_9,000
Storer Broadcasting 6334 —1614 +32 -,943,000 134,159, 0
Time Ine ) 8 +34 +3 6.560,000  511,680,00
Total 51,856,000 $1,646,424,000
PROGRAMING
Allied Artists 214 + Y —+13 932,000 *1 ,9?'} ,323
Columbia Pietures 2115 + 3 +11 1,849,000 4‘-),130 L 000-
Desili %+ % A6 1,166,000 8,308,000
Disney (Walt) sl 4+ 3% 41 1,861,000 95812000
Filmwiys 167 4+ 8% 421 656,000 11,070,000
Four Star TV 614 +1 +18 666,000 1,329,000
MCA |’|1(‘. 3614 -3 -8 —lv,()fil L000 17.() 8();,882
Medallion Pictnres 6 + 3 + 7 [)32,000 92,239,000
MGM lne. 374 + 234 + 8 2,396,000 ,90;,000
National Telefiln A — — 1,670,000 , T‘i( ,000
Official Films % - — 1 2,929,000 ._,0-9‘;,000
Paramonnt 3904 + 334 + 7 l,.)i(),()()() ??Y]T.] VOOO
Republic Corp. 334 — — 2,454,000 "'l‘()llT‘t)O()
Screen Gems Ine. 18 + 1 +1 3,173,000 .;1 oxelilo
Seven Arts 934 - % -9 2,271,000 21 ,:Q] 000
Prans-Lare 12lg 41y 41 718,000 8,106,000
20th Century-Fox 2714 + Y + 1 % 735,000 ;;Zﬁ%o
United Artists 115 + % + 1 ..(_)}1}%,888 1'%81 ';)00
Walter Reade-Sierling 14 — —_ 1,583, e
Warner Bros. Pictinres 1114 + ? -L}l; ;7_3388 1/0";;9'000
7. Coor =7 733, 999
Total " o AR 42,400,000  $881,708,000
MANUFACTURING
Admiral Corp. 3214 + 13 +16 2,452,000 $79,620.000
Ampex Corp. 15% + 15 + 8 9,259,000 1{5,?{-9,008
Emerson Radio 1314 + W + 2 2,214,000 2(9,:;39,230
General Electrie 1134 + 134 + ¢ 91,016,000 9,499, ’zv()()()
Jerrold Corp. 874 + 1% +16 2,016,000 18,158,
Magnavox T +29215 +6 7.379,000 324,676,000
M WAoo 95 2 FRIN6O0N0 2.962,943,000
7 B 00 h76,982,
Motorola Ine. 111384 +16 +17 (),0’38,0 ¢
Niilti‘(';n:nl \'i(flen 18lg + 1% + 4 -1 ,21%,000 ” 61 , 31](% ':))38
RCA 07 +2% 8 ST.962,000 2,137.31,000
Reeves Industries 1% - 14 -6 3,327,000 W oo
Westinghonse 32%% + 334 -~ 8 36,782,000 1,914 '}(98'000
Zenith Radio 87% + 9 +11 9,328,000 819, 698,
Total 282,483,000 $18,726,853,000
RVICE
(§-E|:‘—|—R 1154 + 1 + 9 1,555,000 $”_¥'()77,000
C()Jnlv 1714 S Z] -1 10,000,000 44.7.3,002,0()0
Doyle Dane Bernbach 36 + 3% +12 ) 991,888 gz,gggggg
IF'oote, Cone & Belding 1684 + 1% +13 2,18 000 .;,700,000
General Artists 114 + 1% + 3 2((’8,000 i
MPO Videotronics 8 - -6 469, o AFEran
Movielah Inc. 34 2] -7 _ 575,0 4,456,
Nielsen (A, C.) 21y -1 S .),%30,088 ]0;,?}3,888
sen (A. C. ) ‘ B - o )
Tov Romig, Loia ’ 22,301,000 $691,772,000

Grand Total

446,002,000 $23,408,443,000
Data compiled by Roth, Gerard & Co.
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Old Masters

Old, that is, when you're reck-
oning years of experience in
color television.

The men at the NBC Owned
Stations in New York, Wash-
ington, Cleveland, Chicago
and Los Angeles, are no
Johnnys-come-lately in the
complicated —but rewarding
—world of color television.
They’re masters of the art.

And that’s important because,
as anyone who’s seen much
color tv will tell you, quality
makes all the difference.

What’s more, good color-cast-
ing has its practical, as well as
esthetic value: For example,
when an NBC show is present-
ed in color, 80% more homes
with color receivers tune in
than homes with black and
white sets.”* And viewers in

color-receiver homes (there'll
be some 5,000,000 color sets in
use this winter) have higher
incomes, are better educated,
and are concentrated in major
market areas.

Next season, as in the past,
the five NBC Owned Stations
will still be televising far more
color, from sign-on to sign-off,
than any of their competitors.

There’s no question of color’s
tremendous appeal —to the
viewer—to the advertiser. And
we welcome those stations in
our midst that are now start-
ing to bring color programs to
their viewers.

But, honestly, when it comes to
viewing—or sponsor-

ing —color, wouldn’t
you prefer a more

experienced hand? OWNED
Represented by NBC Spot Sales

WNBC-TV NEW YORK/WRC-TV WASH[NGTON/WKYC-TV CLEVELAND/WMAQ-TV CH[CAGO/KNBC LOS ANGELES

*Source: ARB Special color tv study. November, 1964. Audience and related data are based on estinates provided by
ARB and are subject to the qualifications issued by the service. Copies of such qualifications available on request.

www americanradiohistorv com
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FINANCE continued
ducer-distributors as “highly volatile.”
Only MCA Inc, because ol its “diversifi-
cation and demonstrated management
abilities” makes the grade as “an above-
average holding.”

Chris-Cralt, which besides Dheing the
largest producer of pleasure boats owns
three TV stations, is expected to henefit
in 1965 [rom the “increased profitability”
ol krrv Portland, Ore. Overall, the pub-
lication says, “‘the shares appear worthy
of speculative retention lor the long
pull” as a result ol an expansion ol the
pleasure boat business.

Capsule analyses ol the 16 issues as

$14 WORTH,
PLEASE

gleaned from “Industry Surveys” follow:

e American Broadcasting Cos.:
“Higher ratings will result in larger
billings and increased ad rates. Larnings
for 1965 arc expected to exceed $3.50 a
share, up [rom $2.38 in 1964.”

o Chris-Craft Industries: “Full-ycar
earnings appear likely to exceed the $1.43
a common share of 1964. However, the
early resumption ol cash dividends is
not expected.”

e CBS: The network’s “relatively
weaker competitive position in prime
time will be restrictive. Benefits [rom the
higher voluine will probably be offset by
certain special expenses and some dis-
counting of advertising rates. On balance,

L]
; EACH OF US IN UPSTATE
=X MICHIGAN SPENDS THAT
,\b MUCH MORE IN FILLING
STATIONS THAN FOLKS
DOWN IN DETROIT AND

WAYNE COUNTY.

g

HIGH OCTANE MARKET — WITH SPECIAL ADDITIVES |

A million people, a billion dollars in annual
retail sales! These are the additives that give
Upstate Michigan real drive, real buy-power,
real response to your TV advertising.

Here's high-octane proof: at service stations,
people in our 36 counties outspend folks in
Detroit and Wayne County by $13.65 a year.

WWTV/IWWUP-TV

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE

($141.23 vs. $127.58. Source: SRDS, July, 1964.)

It's a “gasser,” that's what it is. Find out |
about it. Take it for a test drive. Consult your
jobbers and distributors up here about WWTV/
WWUP-TV’s performance. And if you want a
real gauge to this market’s potential, check with
Avery-Knodel.

CHANMEL ¥
BMTENNA 1640° A.AT.
s v s

HANNEL 10
ANTEMNA 1214° 8. A%
as v s

Avery-Knodel, Inc., Exclvslve Natlonal Represenietives

www americanradiohistorv com

earnings lor 1965 are expected 1o come
close to the $2.50 a share of 1964.”

e Columbia Pictures: “It is uncertain
how earnings for 1965-66 will compare
with those of 1964-65 . . . The common
is speculative. The preferred offers a
generous yield.”

e Cox Broadcasting: “Profits for 1965
should rise sharply from the $1.21 of
last year ($1.32 on average shares) ...
The stock merits retention for its long-
term appreciation potentials.”

o Walt Disney Productions: “Profits
for 1965-66 may fall from the unusually
high level ol 1964-65 [expected to rise to
about $4.75 a share or more] . . . The
uncertainties of new movies impart
speculative qualities to the shares.”

o MCA Inc.: “Present indications are
that earnings for 1965 will exceed the
$2.95 a common share reported for 1964.
However, cash dividends on the common
are not an early prospect.”

e MGNM: “It is uncertain how profits
for 1965-66 will compare with those ol
1964-65 . . . The shares are speculative.”

e Metromedia Inc.: “Profits for 1965
should rise significantly from the $2.56
a share of 1964 . . . the stock merits re-
tention for [urther appreciation poten-
tials.”

o Paramount Pictures: “Present indi-
cations suggest some improvement in
earnings from the $4.22 a share of 1964
.. . The shares are speculative.”

® Storer Broadcasting: “Excluding re-
sults of [the newly acquired] Northeast
[Airlines], margins in 1965 are expected
to be at least well maintained on an
increase in advertising revenues, and
earnings are likely to show a worthwhile
gain [rom the $3.58 a share of 1964.
Dividends appear likely to continue at
the current 50 cents a share rate. . . . .
In view of the uncertainties surrounding
this [Northeast] route, Storer conmuon is
suitable for holding only on a specula-
tive Dasis.”

e Taft Broadcasting: “Eatnings for
fiscal 1965-66 appear likely to surpass the
»1.48 a share of 1964-65 . . . The stock
merits retention for participation in the
growing hroadcasting industry.”

e 20th Century-Fox: “Current indica-
tions are that a worthwhile improvement
in pre-tax profitability is possible inn 1965.
However, an increasing effective tax rate
will tend to restrict progress in late 1965
... The stock is speculative.”

e United Artists: “Revenues of 1965
may compare favorably with the record
$181 million of 1964 . . . The company
expects profits for 1965 to be well above
the peak $4.72 a share of 1964 . . . The
uncertainties of the business impart
speculative qualities to the shares.”

e Warner Bros. Pictures: “A profit is
anticipated for the fiscal year to Aug. 31,
1965, although earnings may be less than
the average in recent profitable years.
The high break-even point of “My Fair
Lady” adds considerable uncertainty to
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RCA VHF
(Traveling Wave)
and UHF Pylon Antennas

Just a “little bit of paint”
is enough to maintain...

RCA high-performance antennas!

SUPERIOR IN LOW MAINTENANCE

Other than an occasional coat of paint to meet FAA rules, practi-
cally no maintenance is required by '‘Pylon” Antennas. (Actu-
ally, a weatherproof, galvanized coating provides sufficient
protection.)

SUPERIOR IN PERFORMANCE

""Pylon’ antennas are engineered to provide excellent pattern RCA Testing Facilities are the finest and most complete
circularity. Coverage is essentially the same in all directions in the nation.

(subject, of course, to terrain conditions). Pictures are sharp : %3,

and snappy, as a result of excellent impedance match across
channel.

St

SUPERIOR IN RELIABILITY

"“Pylon’ antennas combine radiating surfaces and supporting
structure into a simple ''pole’’—in which all electrical circuitry is
contained. Since it has no appendages to catch the wind, tower
load is reduced—and, it's impervious to lightning! Rugged
design makes this antenna the ultimate in stability.

SUPERIOR IN STATION PREFERENCE

Many stations have been influenced by the remarkable perform-

ance record of these antennas—and some have switched.

Several have even taken ads to tell of their success with the

"“Traveling Wave”’ (see right). T —

Two of the stations that have “‘switched”’
to “TW" Antenna.

For further information, write RCA Broadcast and Television equipment,
Building 15-5, Camden, N. J. Or call your RCA Broadcast Representative.

P
(&) The Most Trusted Name in Television
___

YWV americanradionistory com.


www.americanradiohistory.com

FINANCE continued

the outlook for 1965-66 . . . The shares
are speculative.”

(An editorial analysis of Desilu Pro-
ductions was not included in the report.)

As if to bolster S&P’s “favorable” out-
look, reports have been piling up from
other diverse sources all indicating that
if there’s another business as good as the
TV business, saliva tests are in order.
Certainly, when operators in an indusiry
can register profit margins of 109, or
more that’s sensational going. Yet the
National Association of Broadcasters, in
its annual financial survey of radio and
TV stations released last month, reported
that the typical TV station had a profit
margin (before federal taxes) of 18.19,
last year. That’s not only a record pace,
it’s phenomenal, amounting to average
pre-tax profits of $229,300 on total time
sales of $1.4 million. And the yield shows
no signs of diminishing. Broadcasters,
the NAB survey says, anticipate increases
of 549, in television revenue this year.

T HE A. C. Nielsen Co., which makes
most of its notoriety in television,
makes most of its money elsewhere — ol
the company’s gross revenues of more
than $50 million in 1964, only 169,
(about $8 million) came from its TV
audience reports. But that $8 million is
loose change when compared to the in-
vestment by networks and sponsors in
TV programs whose crazy success, utter
failure or satisfactory showing will be
pronounced for the impending season
within some 1,100 black boxes (Audi-
meters) Nielsen has staked out in TV
homes around the country.

Nielsen would probably like to reverse
the ratio of publicity and money from
TV. The Nielsen name is tossed around
by the press—often critical of the machi-
nations of the television industry—some-
times in blissful ignorance of the statisti-
cal function which the company per-
forms. Chairman A. C. Nielsen Sr. sees
part of the criticism as “inspired by the
rivalry between television and print me-
dia for the advertiser’s dollar . . . Under-
standably, certain magazines and news-
papers choose to attack television by at-
tacking the reliability of the research
which provides television with some rath-
er effective sales ammunition. Public de-
fense against such tactics is difficult for
the research technique involves elec-
tronic engineering and statistical mathe-
matics, in neither of which the public is
well versed. But,” says Nielsen philo-
sophically, “nobody loves the umpire.”

Adding substance to this last projec-
tion, network television’s estimated net
time and program billings during the
first six months of this year, it was rc-
vealed, increased 3.89 over the like
period of 1964. The Television Bureau
of Advertising released this report.

Another report, this one concerning
the set manufacturing phase of the TV
business, also promised bright things to
come. “Sales of color television sets will
continue to exhibit strong growth pat-
terns and promise to strengthen televi-
sion set manufacturers who previously
had been faced with a sharply diminish-
ing growth rate in black-and-white sets.”
The finding was that of “Perspective,” a
publication of the investment manage-
ment department ol Calvin Bullock Ltd.,
manager of mutual funds.

With so many happy portents to in-
flate them, it was small wonder that the
68 issues on the TvM index wafted past
the month in a generally buoyant state.
In one of the best general advances in
many months, 46 stocks showed gains

(compared to 31 in the last survey
period), while only 17 registered losses,
with 5 closing unchanged. Better prool
still of the euphoric state of the market.
15 of the TV-associated issues closed out
the measured month with ringing in-
creases of 10%, or more. Leading the
parade was Storer Broadcasting, with a
major diversification move under its
belt—the acquisition of Northeast Air-
lines—spurring a gain of 1614 points,
or 329,. Filmways, up 314 points, or 2497,
was another especially strong leader. TV
set manufacturers, still riding the color
boom, moved ahead smartly. Admiral
Corp. was up 434 points, or 169,;
Motorola gained 16 points, or 17%, and
Zenith Radio jumped 9 points, or 11%,.

Declines on TvM'’s index were sur-
prisingly slight. The most significant:
MCA Inc., down 8 points, or 8%,. Other
losers included Metromedia, down 69,
Subscription TV, off 209, (on a drop,
however, of only 54ths of a point), Rol-
lins Inc, minus 4%, and A. C. Nielsen
Co., down 7%,. END

A. C. NIELSEN CoO.

A TELEVISION ANALYSIS

The original Audimeter was developed
by two professors at the Massachusetts
Institute of Technology in 1936. By 1942
it had been refined and adopted by the
Nielsen company for use in surveys of
network radio listenership and eight
years later became the observant big

A. C. NIELSEN SENIOR AND JUNIOR

brother in TV homes used by Nielsen
in its television sample. Today’s Audi-
meters — highly sophisticated electronic
recording devices which, with related
equipment, are protected by 59 U.S. pat-
ents —record in code on photographic
strip film a minute-by-minute report of
whether a TV set is on or off and, if on,
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which channel it is receiving. Combincd
with demographic information about the
home it's in, the Audimeter data can
produce estimates of national viewing
habits of great value to network, agency
and advertiser. The bigger users of Niel-
sen’s network TV service spend up to
$300,000 a year for it.

Nielsen says his company struggled
for 17 years before reaching a break-even
position in audience research and that
capital investment and operating losses
in this sector of its operations have
amounted to $15 million. The com-
pany’s Television Index Service now
spews out 840 reports yearly containing
more than 14 million individual figures.
It has established audience research serv-
ices in Japan and Canada and has owner-
ship in others in Ireland, West Germany
and the United Kingdon. Nielsen’s com-
plete market data operations cover 15
countries and it claims to be the world’s
largest marketing research organization.

Founded in 1923, its financial under-
pinning was an original sale of $45,000
of common stock. Its first reason for
being was to perform engineering anal-
yses of industrial equipment, but while
it confined itself to this field, Nielsen
says, “black ink was always just beyond
our grasp.”

Later the company began doing mar-
ket surveys using an interview method
but not until 1983 did it start doing
something akin to the function it per-
torms for network television. In that

19
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A.C.NIELSEN continued

year the company organized a retail in-
dex service by which it could estimate
the national sales, by brand, ol the
products within a given industry. By
choosing a sample ol retail drug stores
across the country whose sales would
reflect a national pattern and by auditing
the invoices of these retailers Nielsen
could project sales for ecach brand. The
company now counts some 700 clients
to its Retail Index Services, conmpanies
whose annual sales total around $67 bil-
lion. To these clients it furnishes close
to 300 million facts and figures a year.

Nielsen’s $50.5 million gross in 1964
represented an 11.69% jump over the
previous year’s revenucs and attendant
profits of $3.7 million or $2.22 per share
were 18.4% ahead ol 1963. For the first
nine months of fiscal 1965 Nielsen reve-
nues were up 13% and profits moved
ahcad 12%, to $1.81 per share. The com-
pany boasts a steady volume gain over
the past 20 years. During that time its
yearly compounded sales increase has
averaged 14.5%,.

In 1958, the market research company,
whose stock was valued at approximately
$5 million on the basis of informal trad-
ing, offered shares to the public. Smith,
Barney & Co., underwriting the issue as
an over-the-counter offering, set the price
at $26 per share. Since then profits alter

Like us, for instance

Wouldn’t you think we’d be satisfied
since we deliver 40%, more TV homes
in the Tri- Cities (Bristol, Johnson
City, Kingsport) than that other sta-
tion? 50% net week cut-off figures®
add up to 149,700 for us — 108,100 for
them. So now, we add impact to this
coverage with a 7-step Sales Develop-
ment Program that’s absolutely the
limit. It includes personal calls, mail-
ings, store displays, surveys, distribu-
tion checks and improved shelf facings.

*1964 ARB Coverage from 1965 TV Factbook
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taxes have increased at an average yearly
rate ol more than 20% and the com-
pany’s market capitalization has grown
to more than $108 million. Average net
profit over the past five years has heen
61,

Belore a recapitalization program was
approved by shareholders last May there
were two kinds ol Nielsen stock, com-
mon and class B special, the latter held
only by Arthur Nielsen and limited only
to nominal cash dividends. The newly
instituted plan raises the company’s
anthorized number ol shares, establishes
three kinds ol stock and gives Nielsen
even tighter voting control over the com-
pany than he already held.

Belore the switch Nielsen was the
heneficial or record owner ol 2997 ol the
outstanding common (196,170 shares)
and all of the 1.4 million outstanding
shares of class B special. Common shares
were split into classes A and B with the
public getting two shares ol A and one
of B lor each share it held prior to the
split, but only B shares retained voting
privileges. The old class B special held
by Nielsen is now known as class C spe-
cial and retains voting rights.

At the same time the amount ol au-
thorized common was increased from
2,250,000 shares to 4 million with the
new class A designation and the authori-
zation of 1,440,000 of the old class B
special was increased to two million as

ol sales.

Who knows what we’ll do next? Oh,
well, some people are never satisfied.
(Except WCYB-TV advertisers, and
they’re ecstatic.) Get the full story in
our new Facthook.

et

NBC

primary
**W WCYB-TV —|(—
affiliate

Reps: The Meeker Co. [l 1n Atlanta: James S. Ayers Co.

WWW americanradiohistorvy com

the new class B common. I{ the method
seemed convoluted the result was clear
cnough — the company would be in a
position to raise money if it desired by
1ssuing voteless stock. The move broad-
ens the marketability of the issue while
insuring continued full control ol the
company by Nielsen.

To serve its 1,700 corporate clients
Nielsen carries 5,000 fulltime employes.
Client turnover in 1964 represented only
3% of its sales volume. To accommodate
its huge auditing operation in 1964 Nie!-
sen leased 472 electronic data processing
machines at a cost of $1.8 million.

Outside the ficld of marketing research
Nielsen also has halt ownership in Neo-
data Services, which keeps tabs on the
circulation lists of 23 magazines. The
company also operates Nielsen Clearing
House, which processes coupons oftered
with  merchandise by mamtlacturers
throughout the country.

Nielsen and the various media have
not always had a mutually profitable
association. A service established in 1960
(Nielsen Media Service) was abandoned
after 1964. It attempted to provide a
cross tabulation on readership of maga-
zines and various combinations of maga-
zines and audience to television pro-
grams. Readership of major newspapers
was added to the service in 1963. Accord-
ing to a company representative the pro-
gram was “fraught from the start with
difficulties.” The attitude of subscribers
was described as: “If they weren't first
they didn't waut w0 pay for it.” For
Nielsen it was understood to be an un-
profitable operation.

The most famous of the company’s
TV reports is the Nielsen Television
Index (NTI). At two-weck intervals
throughout the year, with the exception
of two “black weeks” when no rating is
taken, these reports list estimates of rat-
ing (percent of national TV homes view-
ing) and share (percent of TV homes
with sets in use) for each network pro-
gram. This information is gleaned from
Audimeters and checked against diaries
kept by viewers in other sample TV
homnies.

Another television scrvice, known as
the Nielsen multi-network area report
(NMA), comes out 50 weeks per year
with comparative network data shown
for 30 major markets. The Nielsen Sta-
tion Index (NSI), going into its 1lth
year, now covers more than 220 markets
over a 12-month period —some as many
as 12 times yearly, some as few as two,
but sweeping all stations in each market.

The hoopla surrounding Nielsen by
dint of its connection with the television
industry is an ironic fate for a concern
which holds such a conservative image
on Wall Street. Nielsen is regarded as
“old line” and “sate” by security analysts
and his son, Arthur C. ]Jr., president
since 1957, is regarded by most as cut
from the same cloth. END
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% it S Like who?

Like WCBS-TV NEW YORK
WBBM-TV CHICAGO
WCAU-TV PHILADELPHIA
KMOX-TV ST. LOUIS
{  KTTVLOS ANGELES
. WTTG WASHINGTON, D.C.
%" WNAC-TV BOSTON
CKLW-TV DETROIT
WTTV INDIANAPOLIS
KMSP-TV MINNEAPOLIS
7 WLUK-TV GREEN BAY
| WBAP-TV FT. WORTH
@  KBTV DENVER
WNCT WASHINGTON, N.C.
WTVT TAMPA
WOI-TV AMES
WDAU-TV SCRANTON
~ KPHO-TV PHOENIX

WANT TO JOIN THESE TOP STATIONS WITH THIS

4 TOP-NOTCH ALL FAMILY SERIES OF FUN-FILLED
HALF-HOURS? GET THE DETAILS ON

“DENNIS THE MENACE" NOW FROM

. SCREEN GEMS

www americanradiohistorvy com


www.americanradiohistory.com

WTRF-TV

for the future seldom take
7 shape before she does!

Golden wirf-tv Wheeling
Valley* POLLYANNA says: “The nice
thing about an egotist; he
never goes around talking
about other people.”

Wheeling wirf-tv
TEEN-AGE HOOD? Hair today and gun tomor-
row!
Wheeling-Steubenville
PEOPLE who live in glass houses shouldn't
get stoned!
National Rep Petry
TRUSTING SOUL . . . a fellow wha starts to
build o $7,000 lakeshare cottage with $7,000.
Petry Coded Rate Card
EDUCATION . . . actually it's the teachers
who get taut.
Young Adult Dominance
HUSBAND HUNTER! [t only takes a little wile.
ARB Nov, ‘64, March '65

PRACTICE TYPISTS, forget the sentence you
learned containing all the letters in the alpha-
bet and replace it with the current version,
“"Pack my box with five dozen liquor jugs.”

Wheeling-Steubenville TV

REMEMBER when a child had to bend over
to get straightened out?

Wheeling wirf-tv
A-GO-GO GETTERS! Long A-Go-Go . . . When
ya gotta A-Go-Ga , . . Merry A-Go-Ga Raund
... Sometime A-Go-Ga . . .A-Ga-Going Gone.
wirf-tv Wheeling
*THERE'S GOLD AMIDST these hills and the
big-spending WTRF-TV audi is the buying-
est crowd in the Wheeling Steubenville Chio
Valley Market. Ask your Petry man to help
schedule your next spot campaign in Wheel-
ing’s Golden Valley.

CHANNEL [M WHEELING,
SEVEN WEST, VIRGINIA

¢, .. it sounds good but
let’s see what they say
at Blackburn®

The element of risk as well as
opportunity is present in every
transaction. Our reputation for
reliability, knowledge of markets and
past sales and insight that comes
from years of experience will

serve you well when you want the
facts you need to do business.
Consult Blackburn.

BLACKBURN

& COMPANY, INC.
Radio * TV * Newspaper Brokers

WASHINGTON, D. C.: RCA Building, FE 3-9270
CHICAGO: 333 N. Michigan Avenue, FI 6-6460
ATLANTA: Mony Building, 873-5626
BEVERLY HILLS: Bank of America Bldg., CR 4-8151

MANY COMMEND MANY WORLDS

1 have maintained a continuing interest
in the television industry in all of its
facets. It is interesting to have a sampling
of local activity throughout our country
[“The Many Worlds of Local TV,” TvM
August 1965]. I could not agree with
you more that television is not limited
to individuals and programs originating
in New York and Hollywood. I wish this
thinking could be gotten over to a lot
more people, including some members
of Congress. REp. OREN Harrlis (D-Ark.),
Washington, D.C.

I was delighted to see emphasis placed
on individual stations and local pro-
grams. Theirs is an increasingly vital
role in the requirements ol individual
communities. SEN. GOrRDON ALLOTT (R-
Colo.), Washington, D.C.

It is indced an interesting and enlight-
ening report on local activity in tele-
vision. Rep. Joun J. FLyNT JR. (D-Ga.).
Washington, D.C.

May I commend your magazine on its
alertness in recognizing this contribu-
tion made by television stations to their
particular communities. REP. ObiN
LanGeN (R-Minn.), Washington, D.C.

It’s a striking publication and I enjoyed
the opportunity of looking it over, I
noted that you included some photos
of wcco-Tv’'s and KsTP-Tv’s coverage of
the floods in Minnesota this spring. I
was pleased to see this for they did an
outstanding job of alerting and inform-
ing our citizens during that trying
period. SEN. WALTER F. MONDALE (D-
Minn.), Washington, D.C. .

I have certainly enjoyed reading this in-
formative material. It never ceases to
amaze me that the scope of communica-
tion of present-day television, having
reached its present stage, is continuing
along the same accelerated course with
which it first began. REp. CARL ALBFRT
(D-Okla.), Washington, D.C.

1 commend you on the splendid job you
did in putting this issue together. It is
truly outstanding. Rep. WM. JENNINGS
Bryan Dorn (D-S.C.), Washington, D.C.
1 was very impressed with the high
quality and pertinence of the programs
being produced today by local television
stations throughout the country. I cer-
tainly hope that these types ol television
prograins continue to increase in num-
ber until every American has access (0
the information they offer. Rer. L. H.
FountaN (D-N.C.), Washington, D.C.

It is, indeed, an excellent publication
and one that you and your associates can
be very proud of. It is apparent that a
great deal of work and planning have
gone into this magazine to produce such
an enlightening compilation of informa-
tion about the television industry. Rep.
Roman C. Pucinski (D-Ill.), Washing-
ton, D.C.

1 am in agreement with you that TELE-
viSION MaGAZINE does show that tele-
vision 1s not only shows about far away
places and people, but about people
right in that particular county, city,
village or state. It is an excellent presen-
tation. Rep. Dan RosTENkOwsKI (D-I1L.).
Washington, D.C.

MEN AT WAR

1 thought your piece about us that shag
after the shooting [“Television’s Men at
War,” TvM July 1965] was very good
and wanted to thank you for doing it.
Very few writers bother to notice what
goes on behind the tube. Tep YATES
Producer, NBC News, Washington, D.C.

I enjoyed the excellent article in your
July issue by Albert Kroeger entitled
“Television’s Men at War.” The article
was very timely from my personal point
of view. I just returned from two weeks
active duty during which I trained with
other reservists who would be concerned
with formal military censorship in
Vietnam, should the need arise. Your
article presented a very complete picture
ol the activities of TV newsmen from
all three networks in their efforts to cover
the war.

1 think the article would be most use-
ful to all the reserve units concerned
with this particular area. I'd like to re-
quest six reprints for distribution to
other reservists. Harry DurHAM Divec-
tor, Radio-TV, Duke University, Dur-
ham, N. C.

TELECAST FAN

We find your “Telecast” 1965-66 net-
work programing sheets most useful, and
would appreciate receiving four copies
for key clients. Davis L. Morris Vice
President, Richard C. Lynch Advertising
Co., St. Louis, Mo.

[Copies are available at 25 cents each.
See Reprint Checklist, page 68.]
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EARLY IN 1966 -
MIAMI WILL ACQUIRE A
COMPLETELY NEW
COLOR MOTION PICTURE
FILM PROCESSING
CAPABILITY

Capital Film Laboratories is coming to Miami,
Florida, early next year.

Capital will become part of an increasingly im-
portant motion picture film production center that
is developing in Miami.

The new Capital Film facility will be designed to
serve the Florida-Caribbean-South American area.

Now the motion picture entertainment industry

—which will include the theatrical, commercial,
and syndicated productions originating in the area
—will have the professional services from one of
the nation’s top quality laboratories.

“On the scene” capability for overnight 35mm
color service, combined with Capital’s nationwide
reputation for reliable, quality processing, gives
Miami the professional “back up” needed to sup-
port its rapidly expanding motion picture industry.

FILM LABORATORIES, INCORPORATED

470 E Street, S.W. Washington, D.C. 20024—(202) District 7-1717 * 1998 N.E. 150th Street. North Miami. Fla. 33161—(305) 949-3242
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WHAT'S IN THE MIDDLE
MAKES THE BIG DIFFERENCE

..and, IN PENNSYLVANIA, IT'S
WIAC-TV

This Hard-Core Study Shows
You Why . . . To Reach Amer-
ica’s 43rd Ranked TV Market
You Must Advertise IN Johns-
town-Altoona,

JOHNSTOWN /ALTOONA STATIONS VERSUS

PITTSBURGH IN THE JOHNSTOWN “HARD CORE”
SHARE OF HOMES

*2 JOHNSTOWN/ 3 PITTSBURGH

T ALTOONA STATIONS _ STATIONS
Monday-Friday
9:00 A. M.-12 Noon 82 18
12 Noon-5:00 P. M. 79 n
5:00-7:30 P. M. 76 24
Monday-Sunday
7:30-11:00 P. M. L] 2
1:00 P. M--1:00 A M. 17 13
9:00 A M.-12 Mid. 7 27

*Source: J/A Hard Core Study
ARB March, 1964

WJAC-TV delivers 415,100 TV
homes in Pennsylvania’s million
dollar Market in the Middle!

CALL HARRINGTON, RIGHTER & PARSONS, Inc. FOR

A SPECIAL HARD CORE STUDY PRESENTATION.

. SERVING ‘MILLIONS FROM )
"w _ ATOP THE ALLEGHEMIES ||
I £~

TELEVISION

HE reader has two options in regard to the cartoon appearing above.
THe can (1) supply his own caption or (2) turn to page 71 and see
the one cartoonist Sid Harris conceived for it. It’s one of two in this
issue; the other you'll have to look for. We're making a point of them
because they're the first we've printed in TELEVISION, one of several
new dimensions to the magazine which begin with this issue, and we
wanted to make sure you notice.

The reader also will note something new in connection with TvM’s
annual “Forecast” of how the new season will turn out, show-by-show
over the three-network, prime-time schedule. It’s the work of a new
handicapper: Stuart Gray, director of broadcast research for Mac-
Manus, John & Adams and, in the opinion of our editors, one of the
brightest program analysts in the business. His batting average in fore-
casting past seasons’ outcomes—a challenge which makes strong men
go weak at the knees—has earned him not only our regard but also the
respect of his colleagues in this hazardous occupation. We have confi-
dence his “Forecast” for 1965-66 will turn out equally well, and take
pleasure in commending it to our readers.

There are other things new about this issue, but you’re on your own
in finding them. As we promised on this page last month, the issue
marks a new high in guaranteed circulation, in number of stories and,
we trust, in interest. As we said, it may not, at first glance, appear
decidedly different from issues of the past, but it is different.

TELEVISION MAGAZINE /SEPTEMBER 1965

www americanradiohistorv com


www.americanradiohistory.com

Vv
on wmal-tv

WASHINGTON, D. C.

exciting
woman’s show

, exciting
W' children’s program

8:00-9:00 a.m. Mon. thru Fri.

CLAIRE & COCO

Color cartoons, new games, new edu-
cational features — all designed to
entertain and inform the pre-school
set.

plus these other exciting daytime programs:
7:30 a.m. exciting Bozo Show
10:00 a.m. exciting Girl Talk Show

exciting
eN’ variety, comedy

9:00-10:00 a.m. Mon. thru Fri.

MIKE DOUGLAS SHOW

60 minutes of variety with a celebrity
co-host. Songs, comedyand interviews
in an informal ad-lib atmosphere.

5:00 p.m. exciting Lloyd Thaxton Show

6:00 p.m. exciting News 7

New!

10:30-11:00 a.m. Mon. thru Fri.

HERE'S BARBARA

New woman's show concept! Barbara
Coleman features studio and on-loca-
tion reports of society, fashion and
civic events.

contact: Harrington, Righter & Parsons

wmal-tve

WASHINGTON, D. C.

‘The Evening Star Broadcasting Company

7:00 p.m. exciting 30-min. action-comedy block

Coming Soon!

NATURAL COLOR FOR ALL LOCAL WMAL TV PROGRAMS

——rw americanradiohistory com
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sterile
performance

Great in the operating room . . . but not
for a TV production! Our mobile units go
anywhere — to bring you the kind of ex-
citing, realistic television that could not
possibly be achieved in the sterile con-
fines of a studio! The constantly increasing
number of the country’s leading television
program and commercial producers who

ALL UNITS ARE COMPLETE AND SELF CONTAINED WITH MARCONI CAMERAS AND 2 VTR'S PER UNIT

WE ARE MOVING ... ON SEPTEMBER 10TH OUR NEW YORK CITY ADDRESS
WILL BE: 234 WEST 44TH STREET, N. Y. 10036, 212 695-0910

use our services is convincing evidence
that location video tape can be more eco-
nomical — and much more dramatically
effective — than in-studio productions.
Write, wire or phone for further details:

TELE-TAPE PRODUCTIONS

136 East 55th Street, New York, N. Y. 10022, 212 PL 27255
135 South La Salle St., Chicago, I1. 60603, 312 332.2718
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15 will ﬂ ow f om ra ings eports
this fall will come the dgm
the artistic and comme l ccess

.g:.

of t s prime t ime product. Here,

telev
months in advance, is an expert opinion
of what next January’s reports will show.
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BY ALBERT R, KROEGER

HE 1964-65 program race, as everyone knows, was as
T tight as a situation Napoleon Solo might get himself
into. The look of the 1965-66 season? Tighter.

The new race, it secins, can go to anyone. Last season it
was a virtual tie between CBS and NBC, with the [ormer
down considerably from its 1963-64 standing. ABC last sea-
son wasn’t far behind the leaders and its improvement was

marked. This year, ratingwise, looks like a re-run.

That’s the conclusion of TELEvVIsion MAGAzINE’S eighth
annual “Forecast” of national ratings and shares of audi-
cnce for all nighttime network programs for the 1965-66
season, this year covering the October-November-December
rating period, the year’s vital fourth quarter. The man be-

28

45
(8
37
38
17
&
I&
g

hind “Forecast”: Stuart Gray, director of broadcast research
for MacManus, John & Adams, a new program analyst for
TvM and an experienced hand at the prediction game.

To lorecaster Gray, who has made 99 individual program
predictions (there actually are 95 shows but serialization
has given four of them additional time periods) , nightly rat
ing averages give ABC the competitive edge on Tuesday,
CBS the edge on Monday, Wednesday, Thursday and Friday
and NBC on Saturday and Sunday. (Wednesday and Friday,
however, are such close races that they could go to anyone.)
The week, as Gray sees it, is just too close to declare a clear-
cut winner. It's a matter of decimal points, and there are
several ways to look at the situation—including these:

If all the programs and time periods for the week are
averaged, Gray’s estimates would give CBS a Monday to
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Sunday rating average of 19.4, NBC a 19.3, ABC an 18.6.
If, however, NBC’s Sunday 6:30-7 time period is left out
of the figuring (this period, the first half-hour of Bell Tele-
phone Hour|Actuality Specials, has no network competi-
tion) , NBC would edge into the “lead” with a 19.5 rating.
Seen anothel way, discountino all network programing
and rating the week 7:30-11 across<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>