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Come September, a happy marriage gets off the ground... on a rooftop.
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Say “hello” to newlyweds Julie and David. The bride is impish, impulsive and highly imaginative. The groom is.
practically practical and entirely nuts about her. Together, these kids are just beginning to learn all about marriage’s:
happy little problems. Little money. Little furniture. A little top floor apartment that doesn’t even have one little
window. But at least they have a view of San Francisco—the Golden Gate, the rolling hills and cable cars,

all from their part-time bedroom, the roof. That’s “Love on a Rooftop.”

Drop over for the premiere Tuesday, September 13, 9:30-10:00. Judy Carne and Peter Deuel star, Love on a
Rooftop is another of the many exciting new ABC color television shows now in preparation for Fall *66.

ABC Television Network &
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Your Embassy
in Indiana

. Absentee advertisers, time-buyers
-and space-buyers find their
Interests strongly represented in
Indiana by The Communicana
Group, headquartered beneath
_these flags from nation, state
.and the CG community. Elder
\jstatesman of this media mix, the
E%iaily Elkhart Truth, has been
J%eading the way for 77 years.
‘But each of the younger broad-
cast properties already has
'.%earned great respect from the
%ﬁéhatives. Isn’t it nice to have
:your own “embassy’” in
\:’wealthy Indiana?

The Communicana Group Includes:

%THE BRLC AR P g WSJVET ia WKJ@ tv BROADCASTING PROPERTIES

% g e 4 ‘REPRESENTED BY :.

I SOUTH 2END- -

% % A EAEC FORT wan@Nsc @'

‘;’ E Also: WKJG-AM and FM, Ft. Wayne; WTRC-AM and FM, Elkhart

= 4] p , ,

H < The €lkbart Truth  The Mishawaka Tines AK

'z g MEWSPAPER REPRESENTAYIVEE;{“
E INDIANA COMMUNICATORS Z JOHN F. DILLE, JR. IS PRESIDENT OF THE COMMUNICANA GROUP L L

— — WWAW-aiRefiecaitathoRiStoR/aCo
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InSt.Louis,
the more things
change...

Gateway Tower, future home

of KMOX-TV in St. Louis, is
scheduled to rise in the center of
the city’s new riverfront skyline,
overlooking the magnificent
new Gateway Arch.

Upon completion in 1967, the
20-level bronze-colored structure
will be a major landmarkin a
mammoth two-billion-dollar
reconstruction program that is
currently serving to revitalize
the entire St.Louis area.

* themore things
staythe same,

KMOX-TV’s clear,deep-rooted
identification with the day-to-day
life of the St. Louis community,
for example. Off-air, as well as on!

During non-business hours, staff
members make it their business
to take a leading part in local
affairs. Through leadership ir:
the Chamber of Commerce,
Better Business Bureau,
Advertising Club and Kiwanis.
Working for church and school
organizations, the Boy Scouts
and Salvation Army. Serving the
Heritage Foundation, the Muny
Opera and National Wildlife
Association. In fact, wherever
St. Louisans are workmg toward *
community betterment, you'll
find KMOX-TV people.

KMOX-TV knows St. Louis
because it s St. Louis through
and through. And St. Louis
knows it.It’s one reasonthe station
continues to be such a vital,
populay part of the local picture,
year after year after year.

@KMOX-TV

Channel 4, St. Louis/CBS Owned. Represented
by CBS Television Stations National Sales
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It takes a woman to know a woman.

That’s why each Corinthian station
has a women's director. Each
understands the particular interests
of the distaff side of her community.

In a half-hour program each
weekday she provides news and
comment on everything that martters
to the women of today. On art,
women in the news, theatre, child
care, education, careers, fashion,
travel—-any subject that adds a
significant dimension to the lives
of the women in her area.

Women respond to our women’s
shows. Each is the top-rated women’s
show in the market. Four out of
five reach more women than any
other daytime show—local or
network—on any competing station.*

You might say our 3
women are doing
a man-sized job.

KXTV, Sacramento
KOTV, Tulsa WISH-TV, indianapolis
KHOU-TV, Houston WANE-TV, Fort Wayne

Represented by H-R/Corinthian

Ann Colone, WANE-TV Myra Scott, KXTV
g

s
"

i y’- ; ‘!

o
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e Tl L >

&
hs' ! ! X : k
g - e =

Gay Miller, KOTV Faith Levitt, WISH-TV ' Joanne King, KHOU-TV

You can see it’s Corinthian.

Responsibility in Broadcasting
*LATEST AVAILABLE NS| REPORTS. SIGN-ON TO 5:00 £. M. SUBJECT TO QUALIFICATIONS OESCRIBEO IN SA)Q l'.iEPOHTS.

— e——
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New network starting;
Programing by CATV;
Twist in Nielsen case;

US. TV in Vietnam

IF all goes as its planners plan it to go,

there’ll be a fourth television network
in the U.S. by the fall of next year.
These words are purposely tentative be-
cause the difficulties in such an under-
taking are formidable. The last time a
network was put together was in 1948,
when ABC saw the light of day, and sub-
sequent attempts have failed to get off
the ground. But the elements making up
the newly announced venture are formi-
dable, too.

First, of couse, is money, represented
by Daniel H. Overmyer, who also gives
the network his last name and his or-
ganizing talents which built a Toledo,
Ohio, warehouse business into an em-
pire that now includes 260 warehouses,
a leasing concern, a credit corporation, a
bank, a business newspaper and six UHF
stations, one of them (Toledo) in oper-
ation and the others under construction.

Then there is experience, represented
by Oliver E. Treyz, president of the
newly created Overmyer Network and
former president of ABC-TV. Add to
this the newsgathering facilities of
United Press International and the
show-business savvy of the William Mor-
ris Agency and there would seem to be
a combination equipped to meet some
stiff challenges.

Among the stiffer of these is the cost
of interconnection. The Overmyer Net-
work is going to be no casual bicycle
affair. Plans are to use the coaxial cables
and microwave facilities of AT&T just
as the big boys do, and these yearly costs
alone are estimated at $6.5 million.
Overmyer has announced he’ll spend
from $6 million to $10 million to get the
enterprise going. Once in motion, the
network expects to get revenue from the
two-thirds of commercial time it allo-
cates to itself, while the station that airs
the programing will sell its own adver-
tising on the remaining one-third—an ar-
rangement with the virtue of simplicity.

The only station thus far announced

TELEVISION MAGAZINE / AUGUST 1966

DANIEL OVERMYER (1) and OLIVER TREYZ

as an affiliate is weix(tv) New York,
owned by The Daily News. Overmyer
says he has verbal commitments with 35
stations, and he expects to have 100
aboard Dby the time the operation is
launched next year. Among thei, it can
be assumed off hand, will be the six
Overmyer stations that will be oun the
air {in the Toledo, Cincinnati, Pitts-
burgh, Atlanta, Houston and San Fran-
cisco markets) when the network opens.
These are all UHF’s, but Overmyer says
much ol the station strength is expected
to come from the independent VHF’s
around the country, plus some outlets
already affiliated with other networks
that may want to use part of the pro-
gram fare Overmyer will offer.

The new organization initially plans
to provide programing eight hours a
day, seven days a week, UPI will be re-

NCTA’s FORD

www americanradiohistorv com

sponsible for a two-hour news feed daily
at 5:30 p.m., drawing upon its already
existing newsfilm division. Stations will
be able to tape what they want from this
feed and edit it to their requirements.
William Morris will service the network
with a two-hour variety show to be color-
cast from Las Vegas nightclubs starting
at 11 pm. in New York and 11:30 p.m.
nationally. The rest of the programing
has not been revealed, although Treyz
indicated it would lean heavily to sports
and “cultural” fare. Already named VP
and director of sports for the new net-
work is Thomas J. McMahon, who is
credited with bringing the National
Football League into television while he
was sports director of the old Dumont
network.

What was the immediate reaction to
the Overmyer announcement? Industry
insiders were favorable in the main to
the idea of a fourth network, although
many were concerned that the Overmyer
niove may be a bit premature, coming
as it will before UHF penetration peaks.
Advertising agency executives were
pleased with the prospect of having
more sellers in the TV commercial mar-
ketplace, although they cast a wary eye
on the prospect that audiences would be
[ractionalized in the process.

B The emphasis was on program origina-
tion when the embattled National Com-
munity Television Association met in
Miami. The FCC recommendation that
it be given authority to prevent CATV
systems from originating programs was
attacked by NCTA President Fred Ford,
who said it was inconsistent with the
agency’s long interest in local program-
ing by TV stations. Ford said television
stations serve too large an area to meet
the local-live programing needs of small
communities, whereas ‘“‘cablecasters can
do the job in the 4,389 communities
where there are operating systems,
franchises granted, or applications pend-
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PUZZLED OVER PORTLAND?

here’s the answer to your Oregon TV buy!

W00000000000000000000¢

rAraee

KDIN-TV guarantees to reach more
viewers during the total day from sign-on
to sign-off than on any other Portland TV

station.*

In Portiand, KOIN-TV
means business!

*Check any ARB or NSI report, subject to qualifi-
cations described in such reports,

“707000000000009000000900 48

QUOU0000000000000000000007

7900900000000V 00Q QNI N

HOINeTV

GHAHNEI. 6 PORTLAND, OREGON

e of America's G reat Influence Stations - Rep esented
Nat ionatly by H ington, Ri ght r & Parsons, In

www americanradiohistorv com
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DISTINCTIVELY DETROIT

WORLD'S BUSIEST WATERWAY—Freighters of many flags carry
more tonnage annually past Detroit’s skyline than through the Panama
and Sucz canals combined. The Detroit River also harbors a half-
million sail and power boats, America’s largest fleet of pleasure craft.

Just as Detroiters regard this mighty channel of commerce as distinctive of Detroit, so they have re-

garded The WWJ Stations as distinctively Detroit for 46 years. Why ? Because of programming that

reflects the city’s own interest in local news, sports, entertainment. public affairs, and community

service. And, because of WWJ’'s home-ownership by The Detroit News. When you ask a Detroiter
- which radio and TV stations are distinctively Detroit, he'll instinctively tell you "WWJ."”

WWJ st WWJI-TV

OWNED AND OPERATED BY THE DETROIT NEWS. AFFILIATED WITH NBC. NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC.

www americanradiohistorv com
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THE RESULTS ARE IN! Since WVEC-TV installed its 1049 foot
tower . . . homes, viewers, ratings have soared upward!

MORNING 9 am-12 noon — VIEWING UP 100%
AFTERNOON 12 noon-5 pm — VIEWING UP 82%
EARLY EVENING 5-7:30 p.m. — VIEWING UP 49%

INCREASES — TOTAL HOMES*
MONDAY THRU FRIDAY
STATION oA Mot Noon 3P o
STATION “A” 44 +11 +4
STATION “T" 414 —1 =3
WVEC-TV 120 +22 +39
SUNDAY THRU SATURDAY
STATION e TP IAM oA
STATION “A" +-8 +4 +6
STATION “T" +3 +3 0
WVEC-TV +16 +9 +11

* Weekly CUM Audience Additional Thousands

All statistical data used herein based on audience estimates provided in
Nielsen Station Index (NS)), Oct-Nov, 1965 and Feb-Mar. 1966.

(Any audience measurement data used herein
are estimates only, subject to errors and
limitations inherent in indicated sources due
to sample size and selection and other meth-
odological procedures. These estimates may
or may not be accurate measures. of the true
audience.)

I g The KATZ Ageney, Ine.
National Representatives

wWwWwW.americanradiohistorv.com -
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MONTH IN FOCUS continued

ing.” He estimated 150 antenna systems
already originate programs ol one sort
or another (see page 40).
Communications attorney Harry Plot-
kin, also backing CATV program origi-
nations, said cable operators, unlike com-
mercial broadcasters, have no conilict
of interest in live origination because
a reduction in audience for special com-
munity programs does not have the di-
rect economic impact on CATV that it
does on TV stations. He also said cable
operators, again unlike TV stations, can
present local-live programns without hav-
ing to delete any of the regular TV

broadcasters can show only one or the
other, never both at the same time.

Hughes Aircraft Co. announced it has
acquired a large but minority interest in
Teleprompter's New York CATV sys-
tem. Although the size of Hughes’s im-
mediate acquisition was not revealed,
the transaction will allow the aircraft
company to acquire up to 49% of the
{ranchise over a five-year period. The
franchisc covers Manhattan north of
79th Sureet on the West Side and 86th
Street on the East Side. Teleprompter
and Hughes Aircraft also disclosed they
are forming a jointly owned subsidiary
in a separate transaction. It will be

programs [rom their channels while a known as the Theta Communications

YOU MAY NEVER BOIL A 40-MINUTE EGG™—

BUT. .. You Can Cook Up BUSINESS
in the 39th Market with WKZ0-TV!

Most hard-boiled buyers know that
Grand Rapids-Kalamazoo (and the
Greater Western Michigan area
covered by WKZO-TV) is the
39tht television market, but we'd

WKIZO0-TV MARKET
COVERAGE AREA * ARB '65

" oy [
T :
| o |
* Grand Ropids |-

Baany | tRTON

Y J—
AnaUN | JATKSON
Kalumazoo

Tass |5 Ra | T g
M""l e o

be laying an egg if we didn't tell
you how the flock is growing!

For instance: Kalamazoo alone,
with four new plaats, has 7,200
new industrial and service jobs.
They brought over 18,000 new
people to town and added another
$25,000,000 to retail sales. That’s
just Kalamazoo—and it’s going on
all over the market!

Buy WKZO-TV and cover the
whole Western Michigan hatchery!
Your Avery-Knodel man has the
facts and wants to help; let him.

And if you want all the rest of up-
state Machigan worth having, add
WWwWITV/WWUP-TV, Cadillac-
Sanlt Ste. Marie, to your WKZO-TV
schedule.

*The ostrich egg—7" .5ong, 6" in diameter—

1akes 40 minutes to boil.
tARB's 1965 Television Market Analysis.

WKZ0-TV

100,000 WATTS * CHANNEL3 & 1000’ TOWER
Studios In Both Kalamaxeo and Grond Replds
For Greater Western Michigan

Avary-Knodel, Inc., Exclvsive Nalionol Representativet

12
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Corp., or Theta-Com for short, and 'will
act primarily as a marketing and sales
organization through which technigues
developed by Hughes in space comuﬁuni-
cations can be applied to everyday uses.

® The plot thickened in the rigll-the-
Nielsen-rating case when the husband
and manager of Carol Channing ac-
knowledged he had paid $4,000 to Rex
Sparger, the [ornier congressional in-
vestigator who had admitted trying to
boost the audience score lor a Channing
special. The husband, Charles F. Lpowe,
said the money was for an evaluation of
the commercial effectivencss of the show.

B CBS ordered three of its owned sta-
tions to cancel scheduled telecasts of Up
With People, a musical special produced
by Moral Re-Armament and sponsored
by the Schick Safety Razor Co. (raig
Lawrence, executive vice president, [CBS
TV stations division, said the program
violated network policy against selling
time to a sponsor for expression OF his
views on a current issue (sole exception
to the policy: paid political broadcasts
during campaigns) . Patrick J. Frawley,
Schick board chairman, objected to the
cancellation, saying CBS was misjudging
“what is ideological and what is pa-
triotic.”

B Leading National Advertisers Inc. and
N. C. Rorabaugh Co. Inc. merged, N. C.
(Duke) Rorabaugh said he will| con-
tinue to supervise the collection| and
compilation of the quarterly Rorabaugh
report on spot TV advertising expgndi-
tures and the Television Bureau of Ad-
vertising will continue to releaseY net-
work and spot-TV advertising expendi-
tures from these sources as in the [past.

B The U.S. Circuit Court of Appeals in
New York ruled the loyalty-oath require-
ment of the Directors Guild of America
was invalid because it is “inherently
vague” and therefore “unreasonable.”
The case grew out of the merger of the
Screen Directors International Guild,
which did not have a loyalty-oath re-
quirement, with the DGA, which has
had one since 1949. The oath was re-
tained by the consolidated union and six
directors refused to sign it.

B NBC International announced it will
assist the government of South Vigtnam
in establishing a four-station national
TV network. NBCG-I will supply|man-
agerial, technical and engineering serv-
ices to the ministry of information of
South Vietnam, which will control the
network, and train Vietnamese to take
over the stations as soon as possible.
Project is being coordinated by the joint
U.S. public affairs office in Saigon and
the U.S. Information Agency in Wash-
ington. END

TELEVISION MAGAZINE /| AUGUST 1966
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WOR-TV NEW YORK
Most colorful independent in the

nation’s Number One market

The Flagship Station of RKO General Broadcasting

=3

Television home of the N_iY.bMe‘ts;..in color; of course!
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BULLETIN:

Since this ad was written,
WBEN-TV has won the
first award given by the
New York State Broad-
casters Assn. for excel-
lence in public service
programming upstate.

National Representatives: Harrington, Righter & Parsons

WBEN-TV

CBS in Buffalo
CH.

aftiliated with WBEN Radio
The Buffalo Evening News Stations

babies...
blight...
schussboomers
and booming
vacationland

WBEN-TV public service cameras
document the Western New York scene.

Buffalo’s nationally-famous Children’s
Hospital, sub-standard housing conditions
in Negro ghettos, Western New York’s
thriving ski industry, and the Kinzua
Dam that will soon change the geography
of the state’s Southern Tier — all make
timely subjects for WBEN-TV docu-
mentaries. And they make fine and
informative television fare.

These are just some of the recent
television documentaries that the
WBEN-TV News Department has

put together for the enlightenment

and enjoyment of our viewers.

Nothing of newsworthiness or importance
is out of range of the experienced

hands that guide the cameras or

create the continuity.

Public Service programming of this
kind has been a continuing policy of
our station since sign-on in 1948.

It makes for an informed citizenry and
a loyal audience that recognizes and
appreciates the scope, effort, and
efficacy of WBEN-TV’s special
television news features.

It also is one of the important reasons
why Channel 4 consistently delivers
the largest audience to its advertisers—
an audience of quality, for

quality products.

——WAWWW-americamachehistervcom—m———————— W m——
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HIGHER ... REACHING FARTHER...

New 968-lool lower and anienna
for WEHT-TV, Evansville *

Beginning in September doubled tower height will bring
approximately 70,000 more families into WEHTs tri-state audience
and sharpen the signal for a total quarter million audience . . .

with a channel change from 50 to 25!

Expanding local news coverage and programming, latest

color equipment and technical improvements, all reflect
continuing major investments by Gilmore Broadcasting Group in
assuming increasing leadership responsibilities in its

four vital market areas.

*One more step in Gilmore Broadcasting's
ever qctive expansion program

A responsible factor in the community . . .
2t 4

GILMORE BROADCASTING CORPORATION
GENERAL OFFICES: 202 MICHIGAN BUILDING KALAMAZOO. MICHIGAN 49006

KODE-TV-AM Joplin
G WEHT-TV Evansville
James S. Gilmore, Jr., president KGUN-TV Tucson

WSVA-TV-AM-FM Harrisonburg

wwWw.americanradiohistorv.com
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WIE
KINOMWIMORE
ABOU,
PROMOTION
NEHANROUIDE),

Of course, we realize you're knowledgeable
and expert enough in techniques of promo-
tion, but aren’t there certain times when
you’re going into a new campaign and you

want to find a new . . .
IIDEA

And, besides needing that one new idea at
that time, how about the many other times
when you're scouring your brain for a dif-
ferent way to advertise a program, to stage
a presentation, to promote your station’s
image, or to service your client with mer-
chandising? At times like that, wouldn’t you

QUL
clnd
QUANITITY

Who are the people who, all together, know
more about promotion than you do?

B

* BROADCASTERS PROMOTION ASSOCIATION

BPA membership costs $30 a year. For that price you get a monthly
newsletter absolutely bulging with borrowable ideas. And the annual
convention is the hardest work promotion managers do all year.
Really, can you afford not to belong?

BROAGASTERS PROMOTION ASSOCIATION

1966 CONVENTION AT ST. LOUIS, MO. B P A
NOVEMBER 14-15-16

FOR MORE INFORMATION, WRITE BPA
1812 HEMPSTEAD ROAD, LANCASTER, PA. 17601

16
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LETTERS

PLEASURABLE READING

1 would like to express my thanks to you
for the excellent article on ITT| and the
effect of the ABC merger j“Harold
Geneen and his Merger Madchine—a
New Force Poised to Move into TV,”
July].

It is not always easy to grasp the com-
plexities of a merger such as this, but
you have done it in such a professional
manner that the article is a real pleasure
to read. HARoLp S. GENEEN, president,
ITT, New York.

UPS AND DOWNS

1 want to lodge with you a very vigorous
protest against the TELEVISIOlTI article,
“Aviation Takes off with TV” [July] in-
sofar as the CBS aircraft is described and,
more particularly, our attitude toward
talking about it . . . I told you that CBS
had “no comment” to make on the use
of company airplanes.

I'd like to make it clear tha'rt we are
in no way apprehensive of adverse share-
holder reaction to the CBS Gulfstream.
(I'd be apprehensive of shareholder re-
action if a modern, aggressive company
of our size did not own and operate a
modern aircraft for business purposes.)
Anyone writing a story purporting to re-
flect CBS management’s attitude toward
shareholders should check with us first.
E. K. MEApE ]JRr., vice president, CBS
Inc., New York.

[Editor’s Note: As Mr. Meade says, “no
comment” was the unswerving response
from all CBS spokesmen to gquestions
put by TELEVISION reporters.]

You've done a marvelous job of pre-
senting the impact of the buﬁiness air-
craft on the TV industry, and we ap-
preciate being included. Arran K.
Hicpon, manager, informatior, services,
Lear Jet Corp., Wichita, Kan.

WORTH WATCHING

I was very pleased with you'r article,
“The Money Watchers,” in the June
issue. F. L. SmMoTHERs, president, PBM
Associates, Beverly Hills, Calif.,
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What you can do about obscene,
harassing or threatening phone calls

It’s our policy —indeed, it’s our
business—to make sure that cus-
tomers receive the best possible
phone service.

That’s why, when the telephone
becomes an instrument of annoy-
ance, unpleasantness or harass-
ment, it’s a matter of the most
serious concern to us.

There are three things that you
and members of your family can
do about such calls, if you receive
any.

1. Don’t talk to a caller you're
doubtful of. Don’t give him the au-
dience he wants.

2. Hang up at the first obscene
word, or if the caller doesn’t say
anything, or doesn’t identify him-
self to your satisfaction.

3. Call your Bell Telephone Busi-
ness Office if the annoyance per-
sists. We have employees who are
trained to assist and advise you and
who can frequently help in identify-
ing the origin of unwelcome and
troublesome calls.

In communities across the
nation, we are working with police
officials and other authorities to
curb abusive calling.

In most circumstances we can
reveal the origin of abusive calls
to law enforcement authorities
with the consent of the called
party. We want to do all we can
to protect your right to privacy.

The more everyone cooperates,
the fewer such calls there will be.

=\ Bell System
& ia;_ American Telephone & Telegraph
ang Associated Companies
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/s Here...

Saturday nights

It’'s lively! It moves
for 60 musical min-
utes. That’'s Midwestern
Hayride,* an Avco Broadcasting original. It’'s been our Saturday
spectacular since 1948—since ’57 in color. 0 Reasons for such phe-
nomenal success? Spirited country and western music, square
dancing, hymns, a cast of 30, colorful production. 1 It’s exciting
television! The kind clients and viewers look forward to with Avco
Broadcasting. We specialize in live programming! Color! Local
variety! Plus a dedication to provide vital, comprehensive news
and effective public service. [1 Midwestern Hayride is only one of
many. There are more ... all part of The FORWARD LOOK!

e

*Hayride” is now secn in more than 35 markets.
Syndicated through ABC Films. Call them for details.

BROADCASTING CORPORATION

TELEVISION: WLW-T Cincinnati / WLW-D Dayton / WLW-C Columbus / WLW-l Indianapolis / WOAI-TV San Antonio
RAD!IO: WLW Cincinnati / WOAI San Antonio / WWDC Washington, D.C. / WWDC-FM Washington, D.C. / Represented by BCG
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ARTHUR FATT. The chairman of the board of Grey Ad-
vertising has been in the business of advertising for 45 years.
During that time it has made him a rich man, but it also has de-
manded his attention for some part of almost every day and
the major part of most. Yet his enthusiasm for the business
is such that he will come in off the beach at Easthampton on
a beautiful summer afternoon and spend an hour talking shop
with the relish of a young man who has just been given his first
account. “Like a demanding mistress,” say Fatt, “advertising is
almost too stimulating.” This sense of excitement apparently gets
around at Grey, if an increase of around $30 million in billings
so far this year is any indication, Fatt attributes this growth rate
not to enthusiasm alone, but also to long-range planning by him-
self and his partner Lawrence Valenstein, who founded Grey in
1917. “We early decided we would reinvest over and over in tal-
ent. These investments have paid off and this has become evident
to leading advertisers.” 8 Many who were in advertising before
television happened along call themselves old timers, but Fatt
joined Grey in 1921, and as a pre-radio ad man he has a legitimate
claim to the title. “In those days the big medium was Curtis Pub-
lishing.” He sees public ownership of Grey as part of a natural
evolution in advertising. “More agencies will go public,” Fatt pre-
dicts, “some in the very near future.”

EDWARD KENEFICK. Positive thinking is when you are the new genejal
manager of a TV station in one of the most competitive markets in the county,
under the magnifying glass of success-minded New York management, and ybu
can say you don't believe in the word “problems.” As Edward Kenefick, manager;of
CBS-owned wesM-1v Chicago, puts it: “The word problem bores me. It’s over-
worked. What we have are sets of circumstances that must be dealt with.” If this
year’s local-station national Emmy (for a documentary on the trends in modern
religion), a 1965 duPont award and a healthy sales picture are any indication, Kerie-
fick is dealing with his sets of circumstances with a minimum of difficulty. ® Kene-
fick rose to station head fiom sales manager a little more than a year ago when
Clark George left weBM-1V to go to wcss-tv New York. One of the new generation
of CBS phrasemakers, Kenefick is wont to give most of the credit for his current
success to his predecessor with such statements as: “Clark George planted all the
trees; I've just been watering them.” He also passes on the laurel wreaths to his
staff. “Every department head here feels that WeBM-1v is his own station.” Onelof
the rcasons for his success may be that Kenefick, an Easterner and long-time rebi-
dent of New York, is that rare phenomenon: a New Yorker who loves Chicago.
“This is the First City,” he maintains. “I've found a community spirit in Chicago
that I never experienced in any other large city.” Backing up his words, bachelor
Kenefick maintains a town house in the city proper. B Kenefick spent three years
as a special agent for the FBI, and the experience seems to have endowed him with
a suspicion of things going well. “The minute you feel you have it cold,” he says,
“you're in trouble.” As for being under scrutiny in what is traditionally a farm
team for high CBS management, he likes it just fine. “There’s nothing I'd rather do.
I always figure that there’s somebody after my job. That keeps me running.”

JIM McKAY. Sitting across from Jim McKay you can’t help but feel that he’s
going to look at his watch any minute, leap up from his vodka and tonic and take
off for the British Open in Scotland or the Firecracker 500 in Daytona, Fla., or the
water-ski championships in Pine Mountains, Ga. McKay has, in fact, covered all
these events plus the PGA golf tournament and the national lumberjack compe-
tition in recent weeks as MC and chief correspondent for ABC-TV’s Wide World
of Sports. B McKay has a job that most sports buffs would surrender a three handi-
cap for. As he puts it: “Wherever I am on a given weekend is just where [ want to
be. For a sports fan, it’s where the action is.” And McKay is a sports fan, raised to
the nth degree. Short, almost boyish at 44, he obviously is not an ex-football great
or a tennis pro. He is, in a sense, representative of spectators all over the country.
Except he can be there. B Sports reporting has not always been his lot. He first went
to New York as a singing MC with a wcss-1v variety show, The Real McKay. He
had done some sports reporting on a marathon three-hour variety program on
WMAR-TV Baltimore. Eventually, he found himself covering golf for CBS. A phone
call during a Masters Tournament brought him into Wide World at its inception.
Now, a million or so miles later, McKay sees limitless horizons for the program.
“The future for us will be in color and will include more and more live coverage
via satellites.” As for traveling, McKay seems to thrive on it. If it is occasionally
something of a pill, he sugarcoats it by taking along his wife, and two children.
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Storer takes to the air
more ways than one.

For thirty-eight years, Storer Broadcasting Company has been bring-
ing interesting events to millions of people. Now, with the purchase
of Northeast Airlines, Storer also is bringing millions of people to
interesting events and places. On the air...or in the air...Storer con-
tinues to serve the public.

www americanradiohistorv com
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THE TELEVISION MAGAZINE INDEX
Focu S o N to 71 television-associated stocks
Total
FI N A N c E Clos-  Clos- Change Approx. Market
ing ing From 1965-66 Shares Capital-
Ex-  July June June 13 Highs- Out ization
change 13 13  Points ¢, Lows (000) (000);
TELEVISION
. ABC N 8414 785 +5% 4+ 7 86-7T1 4,682 394,400
The market hits CBS N 5658 5374 — 1§ — 1 35942 20,464 1,138,800
) Capital Cities N 347 333 4115 4 4 3828 2,746 95.800
a per,od of gox BrToeidcas::mg g gg% 307 — 3% — 1 43-30 2,655 81,000
ross Telecasting 27 — — 33-27 400 10,800
Metromedia N 473%f 503 —28% — 5 56-41 2,094 100,000
summer doldrums Reeves Broadcasting A 5 4 + 3 435 85 1617 8,100
201;1pp§—12{0wg}(\i] 8 2;% 29% — % -7 35-25 2,589 71,800
Subscription 31 2% + 3% +13 5- 3 3,029 9,800
Taft N 2654 237 23 +11  36-22 3,295 87,700
’\I’Yotmietco N 26 2514 + % + 3 30-25 2,224 537,800
ota’ 45,795 $2,076,000
HE prices of television shares dur- :ATV N % ) 9 100
: meco 13%  15% + 3% + 5 3814 1,200 19,10
ing the month from Jun'e 13 to July Entron Inc. o 65 134 —15¢ —18 15~ 6 617 3,900
13 bounced up and down like popcorn H&B American A 53¢ 5% — 3% — 17 9-5 2,588 13,900
in the 100-degree air that was hovering ,Jl?fl'"‘)ld Corp. 2 g& %715 +2 % +13 2816 2,135 11, 808
N . eleprompter 34 2484 —2% —11 28-14 822 17,90
above the stock exchanges like a per- Viking Industries 0 W% 9 41 / +21 13-10 859 9,300
sistant hangover. Of the 71 television- Total 8,221 $105,700
related issues on the TELEvISION chart, TELEVISION WITH OTHER MAJOR INTERESTS
gainers and losers were as evenly mixed % T E Zgg 22% . on 2 1?:535 3?:?30
B s, arte edia Corp. 5% - % -8 T- 4 ,837 0,100
as a wellmade daiquiri. A blend of 32 Boston Herald-Traveler O 69 61 +8  +13 70-34 510 37,300
plu; ﬁrilshelrs, 36 mltr)luls an(l1 three even 821‘1;Crcaft oot 11:1I .‘lzgé %2% i{% j—_ 2; %g—ig ;322 33,g88
made this the most balanced i e N OTICURICSEIonS i 4 8 8 5 : S
ol for e S hnc lt?bg!a“og General Tire _ N 363, 348 413 + 5 37-28 16,719 606,100
period lor many months, and indicate Meredith Publishing N 3344 3015 43 +10  36-26 2,662 89,200
the doldrums of the summer market. %arcg B]roa%:zasting Inc. § 1414 13 +1 + 8 16-12 706 10,100
. he Outlet Co. 16y 174 - 3% — 4 22-15 1,033 17,000
) Persistent rumors on The Street ha've Rollins Inc. A 2814 3054 _25/‘; Z ¢ a7-28 37087 36800
it that color-TV manufacturers, long rid- Rust Craft Greeting 0 40 3134 484 +26 43-25 727 29,100
ing the crest of consumption growth, ;?EOTGTI § 415 All4 +2% + 1 49*35 ‘::v”-g é%’ooo
: § ime Inc, 97 95 + + 2 10790 ,56 36,300
may soon lead a general de'chne among Total 56,329 $2,142,300
glamor issues. At least partial confirma- PROGRAMING
tion of this came when the Motorola Columbia Pictures N 2516 233 4204 9 2022 1,962 50,000
balloon burst with the month’s loudest B?Silﬂ 1{? F9;4 1(2);/4 = ;’/A = é;—g %’53 1(1)2‘1‘88
: N : isney 529 5 - e -5 » 94 2,
;t:)'ar'ltg(,) ma;klng ? 1?’62‘37; dlop1 w1tl(;'a pret- Filmways A 1814 181 — V: _ 1 2715 690 12,500
ipitous loss o 4 and ending a Four Star TV 0 334 3% — 4 -7 6- 3 666 2,200
17214. Motorola, though far off its %C&AH],HC- T 18] 43‘5 4gy ;Zi//é " 2 6%’4'2 122; 31‘;'?88
f . . edallion Pictures .15 4 — 4 b I
year's high of 234, remains the lea(.ier MGM Inc. N 2816 2615 42 * 48 3322 5,034 143,500
among the manufacturers’ group, with é’aramo(gnt N 8 7584 +2Y% + 3 8265 1,618 126,200
GE next in line. Despite rumor: creen Gems A 2014 233¢ -3 -13 29-19 4,002 81,000
final tally for th b 3 the ru £ > Seven Arts A 215 2334 24 — 9 34-17 2,534 5,800
nal tally for the manufacturers of four Trans-Lux A 12 1 +11 410 13-10 718 8,700
gainers, seven losers and one issue hang- %})Lh ge[r\ltur.v-Fox 1&1 29/ 3134 232 — 8 39-28 2,886 82,700
e ’ : nited Artists 2754 2987  —21% — 7 33-26 4,210 116,300
ing fire doesn’t seem a particularly Walter Reade-Sterling o) 214 23 -~ 17 —1w 31 1,583 3,400
strong indication of a trend; but the Warner Bros. Pictures N O 13% 114 4154 411 18-12 4,878 77,400
news, what there is of it, is in the minus Wrather Corp. o 214 3% -k —-15 1-3 1,753 5,000
column Total 40,937 $1,095,500
: . . SERVICE
RCA ended the period with a 7%, John Blair O 19% 18% + % +5 29419 1,067 20,500
loss from 5374 t? 50, despite company C-EI.R 0 108 128 —2if —~18 15-9 1,555 16,100
announcement of sales in excess of $1 Comsat N 55% 58 —-2)4 — 4 6537 10,000 557,500
1; Iy : : Doyle Dane Bernhach 0 33L% 295 44 +14  36-24 1,994 66,800
billion at mid-year for the first time in Foote, Cone & Belding N 14} 145 — 3§ — 3 19-14 2,146 30,600
the company's ‘hlstory. Prgﬁts after General Artists 0 434 5% -1 —17 6 4 600 2,900
taxes for the six-month period ended Grey Advertising (o) 2315 24 = % -2 30-19 1,231 28,900
ey . MPO Videotronics A 854 1% -3 -27 17-8 469 4,000
June 30 were $56 million
LIPS ERLL BHRE A Movielab Inc. A 10l 9 +1 5 117 11-9 908 9,500
of 279 over the similar period last ghelsen& 0 3015 2814 + 7 31-25 5,130 136,300
ear. In g gilvy & Mather Intern'l O 1534 1814 —2/ —16 23-18 1,087 17,000
yea 94[erms of eirmnfgs tt};e(s}i ﬁguris Papert, Koenig, Lois A oz o5 5% "4 i 701 77300
meant cgnts a share for ) _s[oc & Total 26,978 $917,600
holders. Fairly fluffing their rainbow- MANUFACTURING
hued tail-feathers with optimism, RCA ﬁdmiral Corp. 11:1I 48 5054 —2% — 5 6831 5,028 241,300
officials pointed out that duri mpex Corp. 24Y4 2114 +3/ +15 27-17 9,343 226,600
! ph‘ e ut tha f“ “fg ‘h%pa“ General Electric N 1055 109% 171 120-102 91,068 9,630,400
SIX months their output ot co or-TV sets Magnavox N 5014 5334 _3/ — 6 55-42 15,368 772,200
surpassed that of black-and-white re- %/IM . § 82% 78y +46 4+ 6 8461 53,435 4,421,700
g 3 otorola Inc. 172Y 205 —328{ —16 234-156 6,097 1,050,200
ceivers for the first time ever, and that National Video A 7 708 428 + 3 12068 2,760 212500
color»recelv'er pI‘Odl'lCnOn _f(')r the second RCA ) N 50 537 —3% — 7 62-46 58,372 2,918,600
half of this year is anticipated to be %}fevfﬁs Il;ldustrles % 3% 3;? —3/ T 65_:;’ é,ggg 19;(7),480
. ) . . estinghouse 54 57% 3% — 7-5 36, D ,800
double the output of the same period in Zenith Radio N 69% 7% -7l —10 8867 18,708 1,307,200
1965. Total 300,502  $22,788,900
NBC basked in its parent corpora- G;and Total 478,762 $29,126,000
., . . -New Y .
tion’s financial sun with a report of a R.ﬁ‘g’,;,?;,‘f?}g@.{‘%{f{,‘:,?g: Data compiled by Roth, Gerard & Co.
209, increase in earnings for the first SULALDIITLICE
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FOCUS ON FINANCE continued

hall over the initial six months of last
year.

Among the other networks, ABC
gained on the presumed approval by the
government of its pending merger with
ITT (TEeLEvision, July 1966). ABC
shares rose 79, to 8414 from 7854, push-
ing the stock back up toward its high for
the year of 86. CBS slipped a percentage
point, dropping from 57% to 56%. Ru-
mors ol new acquisition announcements

by CBS, not yet proved true, have had
little effect on the stock, and traders may
ease back on network stocks until the
kickoff ol the fall schedules in Septem-
ber.

Among other broadcasting interests,
Wometco Enterprises announced sec-
ond-quarter earnings that topped any
other 12-week period in the company’s
history, Earnings per share rose almost
169, to 41 cents, with net income at
$904,000. Biggest loser of the broadcast-
ers was Scripps-Howard with a 7% drop

We pleased
a lot of

preople
(including ourselves)

The 1965-1966 broadcast year was an-
other milestone. Once again our viewers
enjoyed a great number and variety of
WHEC-TV originated special service pro-
grams. Among other things, we:-

.. Sent reporters to Chicago to interview
and film Sol Alinsky about integration
in Rochester.

. Sent a crew to Utica for an in-depth
documentary on the Masonic Research
Center for the elderly.

. Originated five live telecasts from the
Eastman School of Music.

.Presented a full-length opera—"The
Medium”—with the Hochstein School
of Music and RAETA.

. Telecast the University of Rochester
commencement.

. Originated a news series on “The Un-
wed Mother.”

. Brought the problems of Medicaid into
focus with “Triumph or Trap.”

. Originated a series for pre-school chil-
dren with speech difficulties.

. Provided live coverage of the Calder

Cup hockey play-offs; Rochester Red
Wing games; and championship high
school basket-ball.

.. Originated a series on “The FBI and
You.”

. Provided live coverage for the Harvest
Queen Coronation.

Each year as our viewers expect more, we try
to exceed their expectations, and our own .

WHEC/ TV

ROCHESTER, NEW YORK
Member, The Gannett Group / CBS

26
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to 27%;, off two points from the May-
June period.

Programing similarly appeared to
be reflecting a figuratively indrawn
breath awaiting the premieres |of the
new shows and the subsequent rating tal-
lies. Six of the programing issuesrgained
while 11 lost, but movement on both
sides of the board was small. MGAI rose
8% and two points (to 28V%). The com-
pany announced at the end of June
that it had filed for an increase in the
number of authorized shares [rom 3 mil-
lion to 8 million, and a 2-for-1 gplit of
all stock issued up to that time. The
quarterly dividend was 25 cents a share
on the split shares. Biggest drop [for the
period was in Screen Gems stock, which
lost 139, from 2334 to 2014. Top point
gainer was Paramount with a 214 rise
to 78, while the big percentage gainer
among programcrs was Warner Bros.
Pictures, up 119% to 1574. Par](nount,
it was announced, will be the oaleect of
a major revitalization effort when the
company is acquired in the fall }y Gulf
& Western Industries. Paramounit, once
a major producer of films by such
luminaries as Cecil B. De Mille, has been
torn in yecent years by slipping box-
office success and enervating proxy
squabbles. The corporate umbtella of
Gull & Western, which this fiscal year is
expected to record gross sales of $300
million, should provide needed stability
for Paramount to reorganize. A]]though
the company has recorded only ope year
in the red during the past quanter-cen-
tury (1962), its growth rate has not kept
pace with others in the field. Paragmount
has also largely missed the television
boat and is currently scheduled 'to pro-
duce nothing for the coming season.

Filmways, off an eighth of a point to
1814, announced that its earnings for
the nine-month fiscal period ending May
31 were double those during the same
period one year ago, or, accordingly,
around $744,000. Filmways shares out-
standing increased during the nine
months from 655,916 to 690,182

In the “Television with othed major
interests” category, only three stoc¢ks lost,
while nine gained and one stayedjsteady.
The Outlet Co. reported a 35.8% in-
crease in first-quarter net earnings over
last year. The dollar figure was $274,-
140 as compared with net revcjnue of
$201,850 last year. Per share earnings
were 27 cents, up seven cents oger the
sante period in 1965. The biggest climb
in this group was made by Rust Craft
Greeting with a point gain of 814 to 40
for a percentage increase of 26. The
most substantial loss was sustained by
Rollins Inc., which dropped nine per
cent and 254 points to 2814, one eighth
point away from its low-water mark for
the year. Despite its favorable éarnings
report, Outlet closed the period at 1614,
off 4%, from its closing value during the
May-June period. END
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*Served as Chairman  **Deceased

WGAL-TV, Lancaster, Pa. 0 WTEV, New Bedford, Mass. (0 KOAT-TV, Albuquerque, N.M. O KVOA-TV, Tucson, Ariz.

WWW-americanradiohistorn.com


www.americanradiohistory.com

THE QUIET BATTLE IN VIET nAM

This photograph, taken by WTIC photographer Bob Dwyer in Viet Nam, tells of the quiet
battle being mounted by U.S. service men to win the hearts and minds of the Vietnamese
through medical aid and rehabilitation.

At An Khe, Dwyer and WTIC newsman Paul Kuntz met an Army physician performing an un-
usual job. Captain Larry McKinstry had converted a three-room cottage to a small mater-
nity hospital for the Vietnamese.

On their return Kuntz and Dwyer recounted the McKinstry story and it was decided that
WTIC would “adopt” the little hospital in An Khe. The result was more than 1,000 baby
bundles sent to the hospital by the station’s audience and staff members.

With more than a year’'s supply of baby bundles plus a surplus of cash received at the sta-
tion, Captain McKinstry suggested other ways in which WTIC people could help.

A sixty-bed wing is now being added to the An Khe cottage, a project made possible by ad-
ditional donations from WTIC listeners and viewers.

Many such quiet battles could win an important war.

Broadcast House 3 Constitution Plaza
L L] Hartford, Connecticut 06115

R S e nradiohictorvecor
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"This was one of the
most unusual
documentaries ever
presented here.” |5 anr s

W WMAR-TV feels that mere quantitative presentation
of comment and criticism on topics of public interest
is not the highest form of response to community
needs.

W Such programs are productive only when the public
sees them. It is not enough that the public could have
done so.

W That is why, at least once monthly, the WMAR-TV
News-Documentary unit produces a program on a local
issue of importance with infinite care, and with due
attention to artistic merit.

—Donald Kirkley

Reprinted from
THE SUN
Baltimore, Md.

‘Carnvval

Of Ugly

Baltimore television had its
first pop documentary Tuesday,
and a very clever one it was, “A
Carnival of Ugly,” produced and

dramatizing an all-out combina-
tion of the ear-nose-and-eye-sores
of Maryland in irregular verse, to
the accompaniment of music
from “A Carnival of Animals” by
Charles Camille Saint-Saens.

Instead of fitting bits of music
to a rapid sequence of scenes, as
is customarily done, each section
of the score was played at length,
while the inspired camera of
Charles Purcell roamed meaning-
fully about the cityscape, water-
scape or mountainscape which
had been described, in suitably
sarcastic tones, with grim humor,
by Stu Kerr.

Visually, it was a work of art.
Mr. Purcell discovered fantastic |
patterns, reminiscent of ultra- |
modern styles in painting and
sculpture, in automobile grave-
yards, gutters, poisoned streams,
dumps, hideous arrays of bill-
hoards and other unlikely places.
Often he wused contrast, with
buildings, beauty spots or skyline
pictures, to drive home the facts
of the anti-tourism script, and the
theme: a thing of ugliness is a
pain forever.

There was no need for a spoken
editorial; what more could Bob
Cochrane, executive producer, -«
have added to the built-in moral?
This was one of the most unusual
documentaries ever presented |, P fun
here. K.

B That is why WMAR-TV promotes these programs °
just as commercial programs are promoted. That is
why WMAR-TV documentaries are telecast in prime
time.

W Perhaps that is why President Johnson invited the
documentary department to the signing of the bil! that
made Assateague Island a national park.

B Perhaps it is also why the Maryland Legislature
passed a resolution commending WMAR-TV for its
documentary ‘‘The Will And The Way’- pointing up the
need for a state comprehensive rehabilitation center.

® This may be why . .. /n Maryland
Most People Watch COLOR=-FULL

WMAR-TV

CHANNEL 2, SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD. 21212 ‘
Represented Nationally by THE KATZ AGENCY, INC.
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‘ check Blackburn DCUS ON
about financing!

TELEVISION

| responsible buyers and sellers need

to do business is just one of the

full range and depth of services of OLLECTING the material for the local-programing report that
Blackburn. the reliable broker. appears in this issue was the easiest part of the job. In response
' to TELEVSISON’Ss solicitation, some 251 stations submitted information
and pictures, all of which, if used, would have created a magazine
an accurate appraisal or actual as weighing, oh, about 25 pounds.
well as potential; a good name Early in the process of reviewing what the stations had sent in the
editors recognized that they would have to adopt some highly arbitrary
criteria of selection. The editors have no illusions about the imperféc-
single commission could ever be. tions of the sytem that they used, and they are quite aware that a good
many station managers and program directors and public-relations
people will be disappointed when they go through the book. Still there
| was no choice but to distill the submissions into a package that readers
"""""""""""""""" could lift—and even read. So that everyone knows what the editors were
up to, here is a rough outline of what they did.

BLAC KBURN Every commercial television station on the air was sent a question-

& COMPANY, INC. ’ naire that asked for a number of facts about the volume, frequency

Others, equally important, include

that is worth more to us than any

Radio * TV + Newspaper Brokers and nature of its local programing. Every questionnaire that was re-
ceived by the deadline for tabulation was counted in the totals appear-
ing in the text piece that begins on page 49. A total of 218 usable quies-

CHICABO: 333 N. Michigan Avenue, FI 66460 tionnaires was compiled. About a dozen arrived too late for inclusion.

ATLAWTA: Mony Building, 873-3626 | There is no way of knowing, of course, whether the statistics taken from
BEVERLY HILLS: Bank of America Bldg., CR 4-8151 | | f AR5 o 3 2eliei;
these returns are projectible to the entire universe of commercial tgle-
vision stations, though it may be conjectured that the stations that went
——— | to the trouble of filling out questionnaires may be more industrious in
all their enterprises than are those that did not. If that supposition, is
valid, the degree of local activity reported in the survey is probably
/ More selling \ ’ somewhat higher than a census of all stations would turn up. At least

WASHINGTON, D. €. RCA Building, FE 3-9270

|

[ opportunities for you \ the reader can place confidence in the totals as they relate to the po-
l on the West Coast I operating stations.
HE A Apart from questionnaires an enormous quantity of data and pic-
| THE ALL NEW | tures were sent in. The editors are grateful to all the stations that sub-
Aia Bl mitted samples of their work, and that sense of gratitude made it the
’ )
} REDD"&S%&?‘]:ED BLUFF, { more difficult to decide that a good many stations would have to go

unrepresented in the final product. In selecting pictures for inclusion
in the 18-page portfolio beginning on page 50, the editors attempted to

Partiand depict the range of program types now seen on local television and to
| eliminate, so far as possible, repetitious treatments of the same kinds
;EHMT:-EMW o ; of shows and subject matter. The process of selection was made the
KEMTVE B ; more uncomfortable by the editors’ knowldge that they really could
* Eureka, Cal. not make a sensible choice, on grounds of quality of performance and
kg O o production, out of a number of pictures of the same type of program
s alls, ing.
KTVM TVS oo unless they had seen all the shows. So far TELEvisioN has been unable
* Medfard, Ore. . to figure out how to look at all the local television that is being broad-
$an Francico b cast. The editors had to go by the stations’ own appraisals and the
¥ i quality of photography at hand.

| . . . .
all that up to press time tol s about
In the heart A list of all stations ptop had told TELEvIsIoN abpu

of America’s Northern their local programing appears on pages 110-111.

Sacramento valley, | ; . . .
a bustling Pacific market N next month’s issue of TELEvIsION, the focus shifts from one end

of well over { the programing spectrum, local, to the other, network. Timed for
$713,824,000 EB! I the introduction of the 1966-67 network season in the same month,
several articles will examine the massive, costly, risky business of net-

KRCR-TV,CHANNEL 7 ’ work program development and scheduling. And there will also be a
adam young inc forecast by Stuart Gray, of MacManus, John & Adams, who dares to
New York, Chicago, Atlanta, Boston, Datlas, / make public book on the ratings of the new season. Come to think of

T

Detroit, Los Angeles, St. Louis. San F it . & g
N\ e tostnacten St St it, Gray may not be so daring as he seems. His forecast of the outcome
\\______// of the 1965-66 season turned out to be astonishingly accurate.
30 TELEVISION MAGAZINE / AUGUST 1966
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North Florida / South Georgia expects the

extraordinary from WJXT—since 1949 the
leader in news, cultural programming, public
affairs and other local television service.
o g J o D by TvAR
We invite you to examine this exceptional A POST-NEWSWEEK STATION
record of acceptance.

The uncommon has become commonplace.

!
|
§.
_i

| e oot Semtns smtes
e naly

-
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Gilbert H. Weil, general counsel of the
Association of National Advertisers, had
some complaints to make about the Na-
tional Association of Broadcasters tele-
vision code. He made them at a closed
session of ANA’s Television Advertising
Management Seminar in Rye, N.Y., in
May. The text of his statement was made
public two months later by ANA. Ez-
cerpts follow:

We can certainly appreciate the inter-
ests and the motivations of the NARB
which dictated the procedures it has
adopted and the steps it is taking. The
broadcasting industry being in the fore-
front of public and congressional and
political attention, living by the grace of
governmentally granted licenses, has to
outdo Caesar’s wife in many respects.
However, this does not eliminate the fact
of life that in the course of seeking to
solve their own problems they create
some bad ones for us, the advertisers.

First of all, while it sounds noble to
refer to the activity as self-regulation, I
think it’s fair at the same time to point
out that so far as we are concerned it is
not self-regulation at all. We are not
regulating ourselves; we are being regu-
lated by the broadcasters. And we're be-
ing regulated in ways that are more
potent even than governmental regula-
tion, because there is so little by way of
real redress. If the media say, “No, we
will mot accept your advertisement,” that
is the end of the line. There is no place
else to go. Also, there is no real control,
no real protection on our side as to the
criteria which the media adopt and pur-
sue for rejecting or accepting advertis-
ing; mor is there much by way of re-
course or protection, from our point of
view, as to the manner in which it, the
media’s regulations, is enforced. The
broadcasters’ association may make @
decision which we feel is completely irra-
tional and unsubstantiated. That’s not
what counts. All that matters is the fact
that the decision has been made.

Now, one might say that this is true of
any governmental, any political govern-
mental regulation as well; that once the
decision is made, it’s been made. But
there’s a different process that one goes
through before that decision is made
and there’s a different kind of a basis on
which it must be made. Where the official
government is concerned it must be based
upon legal criteria, established either by
legislation or case law; and, to some ex-
tent, as citizens we play a role in what
that legislation will be, or at least in the

32

selection of the legislators. Also, who-
ever one’s prosecutor may be, whether
it’s the district attorney, whether it’s the
Food and Drug Administration or the
Federal Trade Commission, ultimately,
in the political governmental structure,
one comes to have an opportunity to pre-
sent his views and arguments to an im-
partial arbiter, namely a court, at some
stage alomng the line. Also during the
process, when dealing with the political
government, one has had the benefit of
what we can refer to in shorthand as due
process: the right to confront the people
whose testimony, whose view 1is taken
into account, who may influence his fate;
to have them appear and be presented as
witnesses where they must speak in front
of him, and where they're subject to
cross-examination. The decision must be
made upon that record, which is a far
different situation than where people are
consulted and advise somewhere behind
the record where they can’t be reached or
questioned. Just imagine being sued or
suing and having no opportunity to know
who the people are who are advising the
Jjudge as to how he ought to decide the
case, or what precisely they have said, or
to cross-examine them.

However, that is our situation, where
the NAB TV code is concerned. Perhaps
it’s slightly less extreme than I describe.
One can meet the representatives of the
code, even though one can’t get far to the
advisors behind them. But, on the other
hand, one cannot overlook the fact that
they are mot unbiased in their approach
because, essentially, the code operation is
a creature of the broadcast media, set up
with the basic objective to protect their
interests.

So that one must expect if the choice
comes of sacrificing an advertiser inter-
est in order to preserve what is deemed
by the broadcasters to be an important
broadcaster interest, there’s no question
as to which way the code would decide
such a question; indeed, which way it
must decide it; that’s the function it’s
serving. To a very large extent our in-
terests may be parallel and the broad-
casters, while serving through this struc-
ture the interests of the broadcast
mdustry may also be serving the inter-
ests of advertisers; but this is not neces-
sarily always so, and even where it may
be true in direction, it’s not always true
in extent. There may be similarity but
not necessarily congruency, and thus we
run into problems.

I think that right now we're in the

WWWWamericanradiohistons.com.

A MONTHLY MEASURE
OF COMMENT

AND CRITICISM
ABOUT TV

stage of finding out by experience, some-
times very frustrating experiende, what
the problems are, identifying them,
searching for the principles that underlie
them, and through natural processes of
evolution arising out of the,corrﬂicting
viewpoints the arguments and, contra
positions between advertisers ond the
code authorities in these speci;c ocea-
sions, of hammering out some sqglutions,
and of trying to develop some modus
vivendi to resolve or live with our incom-
patibilities.

1 believe there’s good faith and good
intentions on both sides and that it’s a
matter of our not yet having had| enough
experience to be able to define precisely
enough, and identify in basic, funda-
mental principles, the true nature of the
underlying problems. We're getting
there. Some of them we know. Some of
them are beginning to emerge. And as we
do, it’s going to be a matier of seeing
how, working with or against the code
people, we can get these things tesolved
so that we can both live more comfort-
ably.

Appearing at the same ANA sessjon with
Mr. Weil (see above), was Douglas Anello,
general counsel of the NAB. Among his
remarks:

The NAB code is of value to adyertising
because it maintains standards and pre-
sents advertising in a most favoraple light
on subscribers’ facilities. It is inrthe in-
terest of advertising to support and encour-
age this process recognizing that advertis-
ing is not only subject to criticism but is
not immune from the reach of government
control.

Pau! E. J. Gerhold, VP, research, develop-
ment and planning at J. Walter Thompson,
made this statement when he succeeded
Dr. Peter Langhoff as board chairman of
the Advertising Research Foundation:

My ambitions for the ARF are Fimple:

| expect us to continue to set and main-
tain standards, to adjudicate issues, to
provide communication among adyertising
research professionals, as we have in the
past. We must maintain the ARF authority
in our field of operation.

But | also expect us to work for new
initiative and leadership, for the |creative
contribution to advertising research that
much of the industry is asking us to make.

To do this we need concurrent programs
for diversification, for experimentation,
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....you would be aware of the exact amount of shelf
space your product is receiving at the hands of the
grocery retailer.

In 1965, WIS Television published an in-store brand
audit product census of supermarkets in the Carolina
Complex. This report included 48 selected product

categories, and showed the number of linear feet,

‘percentage; number of stores stocking and percent-
age, by brand, in each category.

This year, WIS Television conimissioned Dr. Clinton
A. Baker, Associate Professor of Marketing, Univer-
sity of South Carolina, to once again conduct a second
study, which includes, in addition to linear feet, total
area, vertically and horizontally, devoted to each
product in 64 selected product categories.
Meaningful research such as this is just one more
reason Cosmos stations are respected, influential
leaders in the communities they serve.

A
Ycosmoi
A

BROADCASTI NWCORPORATK)N

G. RICHARD SHAFTO. PRESIDENT

WIS AND WIS-TV, COLUMBIA, S. C. / WSFA-TV, MONTGOMERY, ALA. / WTOL.TV, TOLEDO, OHIO / COSMOS CABLEVISION CORPORATION
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PLAYBACK continued

and for conceptualization. We need to di-
versify, to expand our activities in creative
research, in advertising budget produc-
tivity and in broadcast media measure-
ments. We need to experiment, both to
create new research tools and new mea-
surements, and to challenge old method-
ologies. We need to improve concepts and
create advertising theory; we must work
for a better understanding and statement
of what advertising is and how it works.
None of this can be done by wishing, or

on an overnight schedule. We will need to
develop plans and programs. We will need
to further exploit our human talents, our
extraordinary access to professionals in
member organizations, and the great capa-
bilities of the ARF staff and its new dy-
namic management. And we will need new
money for new activities, and new ideas
and sources for financial support.

The goal is leadership through innova-
tion.

We will move as fast as we can in that
direction.

Of the 126 hours whloh WDBJ TV programs in the
average week, about 38%—a|most 48 hours

—are designed primarily

Over 7 of these informa-tronal hours are devoted
to locally originated neWSA—news produced by
Virginia's Outstandrng Te.*ews:on News Operation.

Th|s honor ar;corded WDBJ TV by

WDBJ-TV

NATIONAL REPRESENTATIVES:

34

to convey information.

Peters, Griffin, Woodward,

Roanoke

wwi—amertearradiehisterr~ecom

Paul C. Harper Jr., president of Negdham,
Harper & Steers, had some advice about
advertising directed to teen-agers. ﬁe told
executives attending the annual meeting of
Chicago’s Off-the-Street Club:

Teen-agers hold a jealous possessjon of
their folkways. When adults took ox{er the -
twist, young people dropped it like a hot
pizza and moved on to dances that were
exclusively their own—at least for a while.
There is a dedicated effort to create dance
steps so exhausting that no adult in his right
mind would try them.

The surest way for an advertiser to|assure
being turned off or tuned out is for him to
portray an obsolete fad, dance or mpde of
dress. Since these things can change over-
night or at least much faster than advertisers
want to change commercials, it’s best to
avoid these transitory aspects of teen exist-
ence.

The same is true of language. We may
not understand the language and we gertain-
ly shouldn’t try to make ourselves under-
stood in it. The language is designed for
the exclusive use of teen-agers in com-
municating with one another; similar to the
dialects and language variants that such
species as lawyers and advertising men create
to keep it in the family. i

Those of us who are required to establish
some form of communication with teen-
agers had better stick to our own particular
idiom of American English, or risk making
damn fools of ourselves.

It won’t work for parents—and it might
be disastrous for advertisers—to try|to get
chummy with teen-agers by telling them that
their products are “boss, tough, out of sight,
fab or dyno.” Since “bad” meanrs “good” in
teen, it could even prove embarrassing for a
client to say his preduct is good.

Teen-agers are certainly as suscepfible to
advertising as the rest of us, but they are
good shoppers who want to have a good
reason why before they buy. They| resent
being exploited by the adult world and ac-
cording to Fred and Grace Heckinger “there
are signs that sophisticated youths are turn-
ing sour on advertising that tries to pull
adult rank on them by just calling a J:roduct
terrific.”

Another trap into which advertisers, or
anyone else who tries to generalize about
teen-agers, can easily fall is to lump teen-
agers as a group. To try to ascribe rigid
characteristics to 24 million people in an
open society that talks a lot about individual
achievement is playing a dangerous game.
What is a typical American teen-ager?

A boy or a girl? A 13-year-old or an 18-
year-old? A farmer, a surfer in California,
a Croton prep schooler, a Negro in a Detroit
slum, a Mexican-American in Arizona, a
peace marcher, a drag racer, and on and on.

It’s no wonder that teen-agers resent being
classified as a group. To their everlasting
credit and despite their instinct for group-
ness, teen-agers want to be accepted as
individuals. Their desire to have a greater
say about how their world is run, their
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wspa-tv celebrates 10th anniversary
with new studios and

complete color telecasting facilities

N\

“f 1)‘ 1"

New WSPA-TV color studio and offices, fronting 267 feet on Converse Street in downtown Spartanburg.

IN CELEBRATION OF ITS 10TH ANNIVER-
SARY, WSPA-TV IS LAUNCHING AN EXPAN-
SION PROGRAM TO PROVIDE NEW STUDIOS
AND COMPLETE LIVE COLOR BROADCAST-
ING EQUIPMENT . ..

WSPA was the first radio station in South Carolina
and first with FM and Stereo. WSPA-TV was the
first television station in South Carolina and the
Greenville-Spartanburg-Asheville Market to broad-
cast local color film programs. WSPA is presenily
operating RCA color film and slide chains and RCA

color video tape equipment.

CBS in the Greenville-Spartanburg-
Asheville Market

With completion of the new color studios and
installation of color cameras WSPA-TV becomes a
FULL color station. The rich Greenville-Spartan-
burg-Asheville Market is now the 45th television
market in the nation. Over 60 thousand homes in
this prosperous market already have color sets.

Operating with full power and maximum height
from Hoghack Mountain and with 10 strategically
located translators, WSPA-TV is serving the entire
Greenville-Spartanburg-Asheville Market with the
best in both color and black and white programs.

This new expansion program is in the tradition
of WSPA in always being first with the most for
viewers and advertisers. Truly WSPA-TV js:

THE STAT/ION ON THE MOVE/

‘I_IQ{PAL x_l WAM FM-TV

SPARTANBURG, SOUTH CAROLINA

Owned and Operated by The Spartan Radiocasting Co.—Walter J. Brown, Pres.

channel

—

-

GEORGE P. HOLLINGBERY—National Representatives
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When to cover?

This can be a tough decision for a deskman...but
not for Lederle’s Emergency Coordinator. Her
job s to “cover” each and every request, whether
on the job or at home enjoying a leisure hour.
Her assignment sheet involves the shipment of
urgently needed life-saving drugs to all parts of
the nation and the world. It could be antirabies
serum, botulism antitoxin or gas gangrene anti-
toxin, but whatever it is, it has to get there fast.
Every such request received at Lederle Labora-
tories at any hour of day or night sets emergency

procedures into motion. Lederle’s Emergency
Coordinator, who keeps a set of airline schedule
books by her kitchen telephone, checks routing
possibilities and makes arrangements for the fast-
est possible shipment to the trouble spot. In the
meantime, Lederle physicians and other person-
nel are carrying out their assigned tasks.

This emergency shipment program operates
around the clock, day and night seven days a
week. Unlike the news media, the question “when
tocover?”,is never a problem,

LEDERLE LABORATORIES .« A Division of American Cyanamid Company, Pearl River, New York
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Ha

We know
SIX Cities
where TV

will never
he the same.

It will be better.
While you're still gasping at the cheekiness of this prediction, let us explain.
Overmyer plans to have six TV stations on the air by next year.

WDHO-TV has already opened in Toledo. Other stations will follow in Pittsburgh,
Atlanta, San Francisco, and the Cincinnati and Houston areas.

So there’ll be more television in these cities, more competition among stations.
More incentive to improve programming.

Better programs. Some of them ours, we hope. Pardon us while we get to work.

Overmyer Communications Company, 201 East 42nd Street, New York, N.Y. Represented by
National Television Sales, Inc. (212) TN 7-1440

The Overmyer Group
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PLAYBACK continued

questioning of their society, and their re-
bellion against parents, are all indications
that they think for themselves. They are,
according to Harvard Professor Jerome
Bruner “the most competent generation we
have ever reared in this country—and the
most maligned.”

FCC Commissioner James Wadsworth, in an
address to the Georgia Association of
Broadcasters, had some questions about
communications satellites and their future
relationship to conventional TV:

Is the present arrangement whereby the

broadcaster owns the transmitting equip-
ment, and is also responsible for the pro-
graming, the most efficient kind of opera-
tion for a satellite broadcasting system?
Could operations be handled much more
adequately if a specialized licensee or a
common carrier were to take care of the
hardware and act only as a transmitting
agent who would be responsible solely for
the technical matters relating to the
launching of the satellites and operation
of the transmitting equipment? Who then
would be the broadcaster—the program
supplier? Should he be licensed?

If, however, the commission were to
license satellite broadcasting stations to
broadcasters, responsible for programing

New 1,500-foot tower
is tallest in Nebraska!

Now KOLN-TV beams its signal from
a new 1,500-foot tower—the tallest
in the state. The new structure rep-
resents an increase of 500 feet {50
per cent! in tower height. Measure-
ments and viewer Tesponses indicate
o marked improvement in KOLN-TV/
KGIN-TV's coverage of Lincoln-Land.

KOLN-TV |KGIN-TV

CHANNEL 10 ® 316,000 WATTS
1000 FT. TOWER

COVERS LINCOLN.LAND—~NEBRASKA'S OTHER BIG MARKET

38

You're only

HALF-COVERED

in Nebraska...

if you don’t use |
KOLN-TV/KGIN-TV!

Put Lincoln-Land in the bag

Lincoln-Land is a super market when
you’re shopping for the best buy in
Nebraska TV coverage.

More than half Nebraska’s buying
power is in store for you here. And only
KOLN-TV/KGIN-TV really delivers it,
as indicated by the preference it gets
when all stations carry the same type of
programn (news).

Let Avery-Knodel provide the facts
about KOLN-TV/KGIN-TV’s intense
coverage of Lincoln-Land. We’re the
Official Basic CBS Outlet for most of
Nebraska and Northern Kansas.

CHANNEL 1T ® 315,000 WATTS
1069 FI. TOWER

Avery-Knodel, In¢., Exclusive National Representotive

WWW amercanradiohistory com

as well as operation, could the commission
countenance the control which such a
single licensee could exercise over so vast
a potential audience?

The question of government ownership
will be raised. Should the Americ?in free
enterprise tradition continue to prevail?

What will happen to the local brgadcast
station, especially television, if its|supply
of network programs is cut off? | Would
there be sufficient revenue to support the
present number of ground-based . televi-
sion stations? Would there be a need for
as many ground-based television stations
as we have in the larger markets?

Would it be unwise to displace ground-
based stations by satellite stations which
might be vulnerable to jamming or actua-
tion by another power?

Would satellite broadcasting be more
efficient in the use of the spectrum, thus
freeing presently allocated broadcast fre-
quencies to other services, or would fre-
quency allocation problems bel com-
pounded?

To what extent will international com-
plications hamper the implementation of
domestic satellite broadcasting?

We are not prepared today to lanswer
these questions, and | wonder whether we
have developed an adequate method for
seeking the answers. The FCC is now in the
throes of devising planning ethods
worthy of our space age but its q‘lanning
staff is too deeply involved in an effort to
cope with problems that should haye been
resolved in the past, to turn theirTserious
attention to problems of the future! . . .

Vince Wasilewski, president of the NAB,
in a recent very humorous speech, opined
that, among other problems, direct satellite
broadcasting would also violate the First
Lady's beautification program, which could
not tolerate monstrous contraptions to be
mounted on the rooftops of homes. | as-
sume that the fantastic apparatus sport-
ing fish bones, paper clips, hula hoops
and other abstract sculpture and pop-art
installed on rooftops today predated the
beautification program and will soon be
extinct just like the highway billboards.
It is difficult to say whether the six-foot
home satellite receiver dish will ha\jle to be
camouflaged or hidden in the attic, or
whether the pioneering householder will
insist on painting it in the shrieking colors
of today's cars for better display! of that
new status symbol. Vince may be right—
he may even be both right and pregident—
but | would not be surprised if the NAB's
Future of Broadcasting Committeg would
soon find it necessary to place great em-
phasis on its consideration of [satellite
broadcasting.

Last March at the NAB annual conven-
tion, then FCC Chairman [E. William] Hen-
ry admonished broadcasters that when
direct satellite broadcasting is here, the
only reason for the existence of local sta-
tions will be local service. Although back
home at the FCC, | have not encouraged
measures that would force stations to
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Stay up front with the NBC Owned Stations

One of the nicest ways to stay up front is to jet to
Europe for a month. That’s what a production crew
from wNBC-TV in New York did recently, to film con-

versations with some of the most renowned figures
onthe Continent.

and the inimitable Peter Ustinov. The result is the
series, “A Conversation With,” scheduled this Fall.
It will provide a new perspective on current ideas
abroad in the arts, business and philosophy. “A
Conversation With” is typical of the lengths to
which WNBC-TV goes to widen the horizons of New
Yorkers. It’s typical, too, of the initiative that has

made each NBC OWNED STATION its community leader.
Come fly with us.

Appearing before the wNBC-TV color cameras were
such diverse citizens-of-the-world as Gunnar Myrdali,
noted Swedish economist; Thor Heyerdahl, famous
anthropologist; Mary McCarthy, American duthor;

i

'.'ﬁa"-"" “Q*h,h.‘.

4
I

Represented by NBG Spot Sales
WNBC-TV, New York/WRC-TV, Washington,D.C.| WKYC-TV, Cleveland | WMAQ-TV, Chicago/ KNBC, Los Angeles

OWNED
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Reprint
Checklist

These Reprints Still Available!

WILL WIRE TAKE OVER

14pp from December 1965 35¢ each

The possibility of an all-wired TV system in the
U. S. is real; CATV is its start, pay TV may be
one of its conclusions. This special report on the
future of TV, probes the subject deeply, tells
where the powerful Bell System companies will
fit in and, in a score of interviews with today’s
experts, lays down their views of tomorrow.

OUTLOOK FOR UHF

12pp from Ocrober 1965 35¢ each

Blessed by the FCG and bolstered with infusions
of new money, UHF broadcasting is taking off
again. Some say it will land on its feet, others
doubt it. This penetrating special report puts
the UHF pieces together, gets the thinking of
the men involved and weighs the future.

THE BIG BEAT IS BIG BUSINESS m]
8pp from June 1965 25¢ each

Numerically, American teen-agers make up the
smallest segment of the TV audience. Monetarily,
these same teen-agers spring for $12 billion a
year. Television has always programed for the tots
but has generally ignored 12- to 17-year-olds —
until recently. Now you can hardly keep track of
the proliferation of rock 'n' roll programs. TV has
bowed to the accent on youth, and advertisers of
alt kinds have begun to dance along.

COMMUNITY ANTENNA TELEVISION [m]
12pp from Seprember 1964 25¢ eath

In June 1962, it was clear that broadcasters could
no longer ignore this interloper on the fringe of
their own empire. They haven't. Today broadcasters
are a big and growing force in CATV, and CATV
itself, up 44% in total systems and 39% in gross
revenue in the last two years, is 2 problem and a
puzzlement grown to the point of explosion. An
analysis of the CATV fires now burning — and con-
suming 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 MEOIA COMPETITION
8pp from May 1964 25¢ each

For almost two years TELEVISION MAGAZINE ex-
amined the shifting status of media competition.
Beginning with magazines, and continuing through
studies of newspapers, radio, outdoor advertising,
direct mail, spot and network television, this re-
search examined what's happened to the major
national media since the post-World War 11 emer-
gence of television. This article presents the con-
clusions, along with the latest billing data on all
these major media.

EQUCATIONAL TV: 10 YEARS LATER ]
12pp from February 1964 25¢ each

It's been over a decade since the first educational
TV station went on the air in Houston. Now there
are 83. But ETV, which has problems a'plenty left
over from its first 10 gears, has still more_growing
pains ahead. The problems, the protagonists and
much of the prognosis are detailed in this report.
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Reprint Dept.

1735 DeSales St., N.w.
Washington, D. C. 20036
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PLAYBACK continued

broadcast certain amounts of local live
programs, | recognize the truth in Bill
Henry's remarks. | would phrase my ad-
monition more broadly in terms of unique
service peculiarly responsive to local
needs, regardless of whether it is local live.

That, in essence, was Vince's advice tc
broadcasters as well, although his motiva-
tions were different. He suggested that
only by truly local service can broadcast-
ing obtain the grass-root “political muscle"
that is necessary for its defense against
direct satellite broadcasting in Congress.
However, reliance on political muscle in
this case may not result in the same suc-
cess that broadcasters have had in Con-
gress in connection with proposed super-
power broadcast operations because the
pressures are different. As a result of the
potential international implications of
satellite broadcasting, international con-
siderations may well supersede local de-
sires and the factor of national prestige—
so often the motivating force in internation-
al relations—may take precedence over
local political factors. These forces, as well
as the technological and legal considera-
tions that might enter final judgments in
this field should be studied seriously in
a systematic, scientific, and professional
manner.

Leonard Reinsch, president of Cox Broad-
casting, which is engaged in television-sta-
tion operation, CATV-system operation,
CATV-equipment production and micro-
wave relay for CATV, wrote his company’s
position on CATV in the Newsletter of the
National Community Antenna Association:

Our basic attitude and outlook on cable
television can be summarized briefly: (1)
Qur belief in the future of the industry
remains positive and optimistic. As leaders
in the industry, we are continuing our pro-
gram of expansion in both large and small
communities.

(2) Fact and experience, not emotion,
should form the basis for appraising new
developments in the communications in-
dustry.

(3) Cable television will continue to grow
because it is a service the public finds use-
ful and is willing to buy.

(4) The future development of cable
television lies in the large city as well as
the small community.

(5) CATV should, and will, develop local
programing of a specialized nature that is
not now available to any substantial degree
through conventional TV. This supplemen-
tary programing can develop new opportun-
ities for local television stations.

(6) CATV should not be confused with
pay TV today and it is unlikely that CATV
will develop into pay TV in the future. The
two systems differ substantially in terms
of services, technologies required and bill-
ing concepts.

(7) CATV can and will grow under FCC

WA =aimericantadiohisteons=com

regulation; we anticipate that the ifnpact of
much original regulation will be modified
as system operators, the FCC and the
courts apply industry experience against the
test of the market place and our national
commitiment to maximum public service in
communications.

Frederick W. Ford, president of the Na-
tional Community Television Association, at
the CATV association’s convention urged
cable operators to serve the public-service
needs of their subscribers with CATV or-
iginated programing:

The television broadcaster, and par-
ticularly the network affiliate, has not dis-
charged [his] important responsibility for
local live public-service programi;ng, and
for a very good reason. He can't! There
are literally hundreds of communities, in
fact, 4,699 communities with a population
of more than 2,500 throughout the United
States. There are only some 612 television
stations to serve their local needs and
interests. How can such a limited number
of stations serve the purely local ﬁnterests
of more than 4,600 communities without
trespassing on the time of uninterested
viewers? Television cannot do the job.
Cablecasters can do the job in the 4,389
communities where there are operating sys-
tems, franchises granted, or applications
pending. You can do it, but thﬁ broad-
caster cannot.

The CATV industry, as it is being rebuilt
into 12-channel systems, has the qapacity,
the channel availability, the integra}ed area
coverage, and the desire to perform this
great public service. Almost 150 systems
presently originate programs of some type.
We are not and will not be competing with
the broadcaster for this prograrping. It
would appear that he actually wants very
little of it. With some notable exceptions,
the television programs of a local nature
are largely kiddie shows, news, weather
and sports. Nonlocal shows are usually
provided by the networks. They jare the
best that they can devise for the el‘Ptertain-
ment and information of the public. But
these programs do not satisfy the public
need for local-live public-service ptograms
in the various communities in the United
States, be they rural or metropolitan.

Nevertheless, your opponents do not want
you to serve that very interest which they
do not and connot serve. They do not want
you to cablecast the proceedings of the
local city council. They do not want you
to cablecast the discussion of public issues.
They do not want you to cablecast the local
public service programs. Why? Because
they do not want even a small portion of
the public to be drawn away from their
commercial programs. They cal! it fraction-
alization of audience. | call it freedom of
the public to choose without let or hind-
rance from the government.

Donald L. Clark, VP-corporate advertis-
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Stay up front with the NBC Owned Stations

One sure way to stay up front is to keep up with the inspired NBC OWNED TELEVISION STATIONS in New
younger generation. York and in Chicago to present their own weekly
In Washington, NBC-oWNED WRC-TV has been doing editions of IT’S ACADEMIC.

it for years with 1T°s AcADEMIC, a weekly quiz battle — Since NBC-OWNED STATIONS are traditional trend-
in color—among high schools in the capital area. setters, the time could well be coming when rooters
So keen is the rivalry that teams show up escorted by throughout the nation will have to learn chants of
bands, checrleaders, mascots and rooting sections. Think, Team, Think! and We Want An Answer!
Washington adults were delighted by this evidence that In September, all editions of IT’s ACADEMIC begin a
youngsters could hail mental triumphs as ardently new season to the cheers of enthusiastic audiences.
as gridiron victories. In fact, the program’s popularity Your turn to cheer.

.~ ‘

Represented by NBC Spot Sales
WNBC-TV, New York { WRC-TV, Washington,D.C. WKYC-TV. Cleveland | WMAQ-TV, Chicago/ KNBC, Los Angeles -
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PLAYBACK continued

ing, the Xerox Corporation, in a broad-
cast on wcBs New York, complained of
increased television costs and decline in
quality but added that Xerox hopes to
sponsor 10 TV programs next year. Mr.
Clark was interviewed on the program
by the radio station’s Ed Joyce. Excerpts
from the exchange between the two:
Joyce: Are you moving away at all in
your sponsorship from the public affairs
type of documentary—still staying with
quality programing?

Clark: We are moving away from the
public affairs type of documentary. There
are probably two reasons for this. First,

of course, is one of the things about tele-
vision that seems to happen all the time
that when someone uses a particula:
type of program successfully it is copied
by others. And I hope you won’t consider
this bragging, but when we were able
to use documentary television success-
fully, other companies began to come in
and try to buy the same types of pro-
grams and put them on the air. The net
result was that the cost of documentary
television went up a bit over the last few
years. The programs cost more because
there’s more demand for them and also
the average quality, in my opinion, of
the documentaries has gone down a little
because there is a bigger demand for

WNEM TV..

for 14 continuous years

the

Number Ong
hand

for

public service

in Flint ...
Saginaw . « »
Bay City . . .
all Eastern
Michigan,
WNEM TV-5 ... First all ways!

WNEM TV

""Your Good Luck Station''

A
SERVICE
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them and therefore there is more being
made but they aren’t of the very best
top quality.

Joyce: Could you elaborate on thgt point,
when you refer to the quality of documen-
taries going down?

Clark: Well, I think because there are
so many being put on the air to&day that
you—that there are many subjects that
are picked for example that are| not the
most pressing subjects in the world for
documentary television. Some of the jobs
that they do in the production of them
are not as good as they might have been
in the past if they’d spent a little more
time in doing them. I'm speaking now
both of the shows that are produced
by the networks as well as the indepen-
dent producers. And what we found out
was that as we went through the inven-
tories of shows that were available or
that people were going to make, we
couldn’t find enough shows of the docu-
mentary type to fill our requirement. So
we went outside to independent pro-
ducers and we picked some of the best
shows of the independent producers and
then went to the networks to trfy to put
them on the air.

Joyce: Mr. Clark, can you say with al:
candor that Xerox has not been con-
cerned about the possibility of a back-
lash from certain types of material?
There are certain documentaries that do
offend segments of the population. I
think of one, offhand, the progtam that
CBS did on the Ku Klux Klan. Opviously,
members of the Klan and other yresidents
of the South might have been  offended
by that program.

Clark: No, I don’t think that that’s the
reason why we have gone away from
documentaries. Let me just giYe you a
little bit of an insight into some of our
approaches regarding the documentary.
What we're looking for in any television
program really, whether it’s a documen-
tary or a drama, that we put on the air
is a program that first of all deals with
an important subject if it happens to be
a documentary. It deals with something
that is in people’s mind today, that they
are concerned about or it deals with a
subject that perhaps they’d forgotten
about, something that happened in the
past. Such as the Let My People Go show
that we’ve done which was the story of
the founding of Israel.

Joyce: For the purpose of the discussion,
we might set that on one side as a rela-
tively safe type of programing in
terms of the potential offense to an audi-
ence and set on the other side a program
that would deal with the Ku Klux Klan,
the John Birch Society or some of the
groups on the “New Left” today—which
would inevitably offend a certain seg-
ment of the American population. Would
sponsorship of that type of program
be something you would not enter into?
Clark: We would absolutely consider it.
We would have no hesitation on putting
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Stay up front with the NBC Owned Stations

A television station ought to know its place...and entries in its category—network television productions
nobody knows Cleveland like NBC-OWNED WKYC-TV. as well as local offerings.

But when it comes to programming, we like to reach In presenting the award, the Catholic Broadcasters
out a bit. That’s why wkyc-Tv is especially proud of Association noted that Montage had attained “a level
its Saturday documentary series, Montage—aprogram  of art seldom achieved by the best dramatic shows.”
that spans topics as diverse as the problems of parent- Thus, like so many other programs produced by the
hood or the joys of Beatlemania. five NBC OWNED STATIONS, Montage is proving that
This past May, wkyc-Tv’'s Montage won a Gabriel “local”doesn’t have to mean “provincial

Award. In so doing, it won over all types of program WKYC-TV knows its place. 1t’s up front.

Represented hy NBG Spot Sales

WNBC-TV, New York| WRC-TV, Washington, D.C.| WKYC-TV, Cleveland | WMAQ-TV, Chicago/ KNBC, Los Angeles

OWNED
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PLAYBACK continued

on a program dealing with the Ku Klux
Klan or John Birch. As a matter of fact,
we did a show on CBS Reports several
years ago, it was called “Thunder on the
Right,” which was an analysis of the
John Birch Society. We did another one
that was on the subject of birth control
about three years ago which was a very,
very, very controversial subject. And as
long as it’s done right, in other words,
as long as it’s not trying to present a
biased point of view, we don’t exercise
any control over the production of the
show. As far as we're concerned, the
producer—it’s his responsibility and he
must be sure to do it in a way that no
one can say that you twisted the facts
here or you tried to make a point of view
by overemphasizing. This is the sort of
thing.

But to come back to your question
about why we're getting away from
documentaries, I think the first thing,
as I said, was that it was a combination
of the fact that they were in short supply,
the real good ones, and the price was
going up a little bit. But there was an-
other basic reason and that is, as our
company has matured, the type of people
we want to talk to has shifted just a
little bit. We’re no longer just a copier
company. We are now involved in educa-
tional pursuits, we’re now involved in
producing the type of equipment that
takes us into much different areas than
we’ve ever been in before, so we want
to talk a different audience than we did
to date. And again some of the audience
studies that we did showed that the people
who were watching documentaries were
not necessarily the people that we wanted
to talk to with some of our new corpo-
rate interests. So we began an experi-
ment and we tried different types of
shows in the last year.

And I think probably for the néxt year
that of the shows that we present and
I hope we can put 10 on the air in the
next season of television, that probably
they’ll be divided almost maybelfa third
documentary, a third drama, and then a
third a mixture of perhaps a little enter-
tainment; who knows, maybe |a sport
show and that sort of thing.

Charles Barry, executive VP, ﬂoung &
Rubicam, spoke before the ANA Television
Management Seminar in Rye, New York,
recently. The text of his remarks has just
been released and reveals some interesting
opinions on network television. Some of
these include:

It seems to me the buying and adminis-
tration of shows for an advertiser is fast
becoming a lost art. Let's face it—the
magazine concept works, it spreads the
risk and you can buy your advertising by
the pound or ‘‘tonnage,” as | bel'lieve the
sophisticated buyers like to put it.

As a man who has spent mo?t of his
business life on the programing side, 1}
regret this development. | regret it not be-
cause the programing way is the |[fun way,
but because, basically, to me at least, it is
the right way—not for all advertiTsers, but
for more than now use it.

No advertiser ever really expected to
control a newspaper or magazine because
he placed advertising in it. But lladio and
television gave an advertiser a chance to
identify in the most realistic and posses-
sive way, with editorial content.j1

Advertisers sensed the power OT this and
rushed into the programing vaculllm which
the networks in the early days could not
fill for sheer lack of dollars.| And so
blossomed a truly advertising ?upported
and programed form of communication
with unbelievable power and impact. The
rewards were stupendous, as we [all know,
and yet it was success that in the end lost

A little bit of entertainment, a little the power . . . lost the identification . . .
bit of documentary, a little bit of drama. lost the programing association|. . . be-
e
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Stay up front with the NBGC Owned Stations

How did the NBC OWNED STATIONS get up front?
Chiefly, by knowing the right people.

Inthe case of NBC-OWNED WMAQ-TV, that means
Chicagoans.

WMAQ-TV enjoys a great rapport with its viewers

all week long. But especially on Sundays. We're
referring to one of television’s most provocative lo-
cally produced series, the wmaQ-Tv “Sunday Night
Specials”What the “Sunday Night Specials”provoke
is community attention—whether the subjectis jazz,

ST,

baseball, politics, railroading,or Humphrey Bogart’s
middle name. (It’s “DeForest,” if you must know,

and one of the items in The Greater Chicagoland
Tourney of Trivial Information, a recent event on

this most versatile color series.)

Naturally, all five Npc owNED Television Stations can
boast quality programming, virtually all in color. But
no city is quite like Chicago—and no station knows
how to win Chicago’s attention like wMAQ-TV.
Wouldn’t you like some of this attention, too?

|

Represented by NBC Spot Sales
WNBC-TV New York | WRC-TV, Washington,D.C.I1 WKYC-TV, Cleveland | WMAQ-TV, Chicago/ KNBC, Los Angeles
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PLAYBACK continued
cause the costs became almost uncon-
trollable.

Program development and program
selection became too risky and just plain
too expensive.

A few numbers
dramatically:

In 1955, just ten years ago, 899% of
prime time was purchased in the form of
alternate sponsorship or more.

In 1960, five years later, it had fallen
to 57.7%.

illustrate the point

In 1963 it was down to 37.79% and this
year it is down to 30.69%, in 1970: twenty,
or ten, or gone with the bustle.

It is not my purpose to analyze why this
happened, but in attempting to address
myself to the buying and administration of
regular network programing, still under
the control of advertisers, one has to won-
der aloud why this drastic move away from
sponsorship.

Obviously the sheer amount of dollars
required is the main reason, but, | think it
was the lack of understanding and a turn-
ing away from, or the fear of, the power

they’ll succeed...

they’re job corps trained

WELL TRAINED BY A UNIQUE PARTNER-

SHIP OF BUSINESS AND GOVERNMENT,

Many Job Corps graduates already are succeeding,
working in business and industry in every part of
the country. They are good workers .. . well trained
by a working combination of business and govern-
ment. Job Corps taught them not only how to do a

job, but how to do it well. .. how to get
along in a job, how to go ahead in life.
If you have jobs to fill, write to Jobs,
Job Corps, Washington, D. C.

HIRE A JOB CORPS GRADUATE
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we had, or was it a lack of ability J;on our
part? It's not easy to pick a hit, it's not
easy to go to the front office and say put
$3 million on this idea because | |like it.
Was it then fear? Or was it the emergence
of the statistical or numbers approach to
programing that dried up the advertising
dollars?

Now we live in piggyback land—three
commercial positions—six products. So
don't be surprised if you wake up one day
and find four fifteen-second commercials
in a 60-second commercial break. We
might call it *“the stack.” How many of
these 15-second commercials may |l have
in each half hour? Or will we rationalize
that and say okay that's the English way
and really quite acceptable.

So, we as advertisers, or you as| adver-
tisers and we as your agencies, ccfmplain
about costs, scheduling and the general
condition of the medium, but we have
voluntarily removed ourselves from as
much risk as possible, from as much re-
sponsibility as possible, and have weak-
ened our influence over the basic el‘pments
of the medium—and once upon a t;me we
had control of the game. }

We ask ourselves questions such as:
Does the show, in fact, fit the clientis mes-
sage? s it a show that could properly fit
the time period under discussion? What
about the producing organization? Who's
writing? Who's producing? What is the
cost? What is the competition?

Then we go on to pertinent time ques-
tions: Who are the adjacent advertisers?
What is the station line-up? What type of
commitment must we make? What|is the
rating history of the time period? What
about the summer sets in use? Etc.

There is no such thing as buying a show
and forgetting about it—just as rbuying
stock and putting it in the safe deposit
box and forgetting about it is the| wrong
thing to do—it's the way to trouble.

It is essential that you or your [associ-
ates, and certainly your agency fully fami-
liarize themselves with all aspects|of the
show—particularly before you make the
commitment. If you are going to take, let's
say, an alternate half-hour sponsorship
position in a new property and push that
$3 million blue chip on the table
don’t stint on those extra trips to the
Coast you and your agency man takg. That
can be money in the bank. You musf estab-
lish a beach head with the produceri direc-
tor, the writers and in some cases, the
performers. Without butting in you can
influence. Indifference breeds indiff‘erence.
Interest can be the difference sometimes
between, if not a hit—or a failure—then
a happy company or a miserable company.
There is no greater sin the advertiser can
commit than not to know when to draw
back from the creative people with whom
he is dealing—or when to move in. This is
where your man applies one of the most
valuable tricks in his repertoire—the sense
of showmanship—the sense of when to
press and when not to press.
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Stay up front with the NBC Owned Stations

The range of any television station’s signal has clear
geographic limits. But the range of its programming—
at least in the case of a station like KNBC in Los
Angeles—is unlimited.

As a case in point, NBC-OWNED KNBC presents the
weekly program known as “News Conference.” The

guests on this distinguished color series come from all
parts of the U.S. and the world as well as California,
and have included such prominent people as Vice
President Hubert Humphrey, Senator Robert Kennedy,

Vice President Hubert Humphrey appearing on knNsc's “News Conference”

WNBC-TV, New York | WRC-TV, Washington,D.C.] WKYC-TV, Cleveland | WMAQ-TV, Chicago/ KNBC, Los Angeles

Governor George Romney, former French Ambas-
sador Hervé Alphand, Governor Pat Brown and
BobHope. Since its debut more than three years ago,
KNBC’s“News Conference”has become one of the
most prestigious forums of its kind in television—

a leader in generating both national headlines and
community attention.

It’s kNBC’s means of demonstrating that while its sig-
nal covers the community, its interest covers the world.
Which is another great way to stay up front.

Representec_i by NBG Spot Sales

OWNED
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If you lived in San Francisco. ..

...you'd be sold on KRON-TV
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Overleaf: a pictorial sampler of the local scene

Below: the dimensions and impact of home-grown product

BY MICHAEL HORNBERGER

n quantity and content, local programning originated
by U.S. television stations has settled into established

forms. It occupies 159, of total station air time. Its principal
ingredient is news, but it also contains large measures of
distraction for children and dashes of variety, panel dis-
cussion, religious presentation, women’s service, sports and
farm talk.

The patterns of local programing have been traced in
six surveys conducted annually by TeLEvision. The sixth,
described in this article and in the pictorial sampler begin-
ning overleaf, confirms the hardening of the pattern in the
past three years. News is the number-one attraction on the
local scene. With larger crews and more facilities assigned
to hard-news programing, stations are putting them to

57
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augmented use on more news specials and documentaries.
It is far from an information explosion in local TV, but in
the local-program mix, information is getting bigger and
entertainment smaller.

Local programing in each of the past three years, accord-
ing to the TELEVISION survey, has represented a consistent
proportion of total air time: 15.5%, in 1964, 14.7%, in 1965,
15.6%, in 1966. The proportion could rise as new UHF
outlets get into operation. As one independent UHF, which
is now on the air in a community also served by affiliates
of all three networks, told TELEVISION: “We have to pro-
gram a lot of local news, high-school events, sports. This
is the only way we can hope to build an audience with all
those other stations booming into our market.”

This station, along with 28 others, reported that it pro-
duced between 30 and 50 hours of local material during the

To page 104
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WNBC-TV New York (see facing page)
went back-stage for a look at script
girl, Director Sidney Lumet and actress
Shirley Knight of “The Group” in
color special Hollywood on the Hudson.

WKBW-TV Buffalo, N.Y., followed
discussion between Dr. Alan J. Drinnan,
left, University of Buffalo, and Dr.
Linus Pauling, Nobel Prize winner.

WAST (TV) Albany, N.Y., broadcast
religious rites attended by Francis
Cardinal Spellman and Archbishop
Joseph T. Ryan of Alaska.

WBZ-TV Boston presented actor Jason
Robards in “The Face of Genius”
special on playwright Eugene O'Neill.

WABC-TV New York vroduced an award-
winning documentary on mental
retardation, Who Will Tie My Shoe?

WABC-TV NEW YORK

WKBW-TV BUFFALO, N.Y.

N aricanradiohiste

WBZ-TV BOSTON
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WTOP-TV WASHINGTON

WCBS-TV NEW YORK

WCAU-TV PHILADELPHIA
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WNEW-TV NEW YORK

WTOP-TV Washington sailed on the
official yacht of Maryland’'s Governor
J. Millard Tawes for an interview on
WTOP Reports.

KYW-TV Philadelphia travelled to
Arizona for a discussion with Barry
Goldwater one year after his defeat
for the presidency.

WOR-TV New York televised the action
as boxer Emile Griffith floored Dick
Tiger at Madison Square Garden.

WCBS-TV New York followed rhythms
of jazz saxophonist Coleman Hawkins
and singer Joe Williams in Dial M for
Music.

WCAU-TV Philadelphia captured the
sound of the Philadelphia Orchestra
and violinist Isaac Stern.

WNEW-TV New York presented The
Sound of Tomorrow with Murray the
K and the K dancers.

KDKA-TV PITTSBURGH WBEN-TV BUFFALO. N.Y.

KDKA-TV Pittsburgh aided a children’s
hospital with a two-hour benefit show
hosted by Merv Griffin.

WBEN-TV Bujfalo covered area skitng with
Schuss Boom—Business of Fun and
Dollars.

WHDH-TV Boston showed Ireland’s
& Eamon de Valera reviewing troops in
Dubdlin on Easter in Dublin: 1916-1966,
shown on the 50th anniversary of the
Irish rebellion.

WHDH-TV BOSTON WJAR-TV PROVIDENCE, R.I

WJAR-TV Providence, R.I., aired recitals
by young artists on Golden Clef.

WPRO-TV Providence, R.1., talked with
the Black Muslim’s Robert X during
weekly Direct Question.

WJZ-TV Baltimore went to Fort McHenry
to capture the martial spirit
of the U.S. Marine Corps.

WPRO-TV PROVIDENCE, R.I. WJZ-TV BALTIMORE
- WOKR (TV) Rochester, N.Y., presented

l*___ ]
!ﬂﬂﬂ"""lll illl lumuilllﬂjlllllIIIIIIIIIII| ! Bert Parks as guest emcee on the
i Miss Rochester beauty pagent.

WWLP (TV) Springfield, Mass., had
high school students competing for
scholarships on Schools Match Wits.

wsJs-TV Winston Salem, N.C., worked
with the city and presented an Old
Fashioned Fourth celebration, complete
with greasy pole and climbers.

WSJS-TV WINSTON-SALEM, N.C.
' s -
T
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WFLD(TV) Chicago (at left) caught the fatigue and loneliness
of combat when it focused on A War With Many Faces,

an animated still-photograph documentary

from more than 10,000 pictures of the Vietnam war.

WLWD(TV) Dayton, Ohio, broadcast a behind-the-scenes
look at the workings of a theological seminary.

WXYZ-TV Detroit hosted Club 1270, a weekly
up-tempo dance party for the teen-age set.

WBBM-TV Chicago and local kindergarteners
spoofed Wagnerian opera on Repertoire Workshop.

WLWD (TV) DAYTON, OHIO

WBBM-TV CHICAGO
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WZZM-TV GRAND RAPIDS, MICH.

KMSP-TV MINNEAPOLIS WNDU-TV SOUTH BEND, IND.

%‘-‘-ﬂ s P =
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WISN-TV MILWAUKEE

wzzZM-TV Grand Rapids, Mich.,
mtroduced children to the world of
nature with Mr. Jim’s Animal Kingdom
Show.

KMSP-TV Minneapolis visited a university
to produce a two-part special
on medical research.

KRETV (TV) Omaha reported
a physician’s departure

to a lonely outpost

in the Amazon jungle.

WNDU-TV South Bend, Ind., telecast
the Notre Dame Challenge Cup
. Rugby Tournament.

WLWC TV) COLUMBUS, OHIO

WCPO-TV Cincinnati rushed news teams
to the scene of an airliner crash,
and within hours, produced two specials.

WKBN-TV Youngstown, Ohio,
offered studio facilities to local schools
to produce their own programs.
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WISN-TV Milwaukee talled to union
leader James Hoffa on
Milwaukee Reports.

WKYC-TV Cleveland presented an
award-winning documentary entitled
I'll Never Get Her Back.

WCCO-TV Minneapolis focused on the
Minnesota State Fair
in a series of specials.

wLwC (TV) Columbus, Ohto, caught the
play-by-play action of state high-
school basketball championships.

WEKYC-TV CLEVELAND
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KNXT(TV) LOS ANGELES

WFBM-TV INDIANAPOLIS WITI-TV MILWAUKEE
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KNXT (TV) Los Angeles sent reporter
Joseph Benti to interview Job Corps

trainees for a special on the nation’s

anti-poverty program.

WFBM-TV Indianapolis interviewed
driver Roger Ward during coverage of
the Memorial Day 500 auto race.

wLwWI (TV) Indianapolis covered the
coronation of a queen when it teleceast
the 500 Festival.

WITI-TV Milwaukee showed exercise
expert Debbie Drake, left, dance with
hostess Barbara Becker on Take Six.

WNEM-TV Saginaw, Mich., followed the
action of a Golden Gloves tournament.

WGN-TV CHICAGO

By

WTMJ-TV Milwaukee featured the
Murl Deusing Safari, a series about
adventure in faraway places.

KRNT-TV Des Moines, Iowa, helped the
kids raise additional money
for the local zoo.
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WKJIG-TV Fort Wayne, Ind., filimed an
hour documentary on eity education, A
Day in the Fort Wayne Community
Schools.

KMTV (TV) Omaha followed newsman
John Hlavacek to Egypt, Israel,
Indonesta, Santo Domningo and
Vietnam for a series

of mine documentaries.

WWW-americanradiohistorv-com

KTVH(TV) HUTCHINSON, KAN.

KTVH (TV) Hutchinson-Wichita, Kan.,
went on location

to film Strike, a special on the
Tactical Air Command.

WGN-TV Chicago turned a studio into
a tropic night club for an
Evening with Arthur Lyman.
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KLZ-TV Denver interviewed technicians
on Ace in the Hole, a special on the
underground headquarters of the
North American Air Defense Command.

KTTV (1V) Los Angeles presented a
debate on civil rights between
William F. Buckley Jr., standing,
and Louis Lomax.

WFAA-TV Dallas interviewed ABC
President Leonard Goldenson, left, on
Let Me Speak to the Manager.

KLZ-TV DENVER
KGO-TV San Francisco invited Broadiway - i
star Zero Mostel and singer Mel Torme
to play Oh, My Word.

KHOU-TV Houston sent newsmen into
the swamps of Houston’s Buffalo Bayou.

KTRK-TV Houston presented Ibsen's
“Hedda Gabler.”

KPIX (TV) San Francisco

(facing page) studied the

controversy surrounding striking
farm workers

and the ministry which helped them
gain better working conditions.

KTTV(TV) LOS ANGELES

8% -

KTRK-TV HOUSTON

KHOU-TV HOUSTON
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IMO-TV SEATTLE
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hearing with local and world news in

i '7_-_. ; "'H.l?? B KPHO-TV Phoenix informed the hard-of-
4 ]
oy sigm language.

WLWT (TV) Cincinnati presented Marian
Spelman and Bill Nimmo on
Be Our Guest.

KOMO-TV Seattle went north to Alaska to
report on gold prospectors for its
Exploration Northwest series.

KABC-TV Los Angeles examined the
anxieties of Mexicon-Americans
in the Restless Amigos.

KRON-TV San Francisco produced
No Deposit, No Return, a special on
the problems of trash removal

and pollution.

KCOP-TV Los Angeles produced a special
color program Mr. Blackwell Presents. . .

WKY-TV Oklahoma City toured the
state capitol and talked
to the governor.

KERO-TV Bakersfield televised a
city council meeting.

KWtV (TV) Oklahoma City broadcast
a special on children with learning
difficulties as part of Oklahoma-U.S.A.

KKTV (TV) Colorado Springs braved
cold and snow to telecast New Year’s Eve
activities from atop Pikes Peak.

KRON-TV SAN FRANCISCO

KCOP-TV LOS ANGELES

www americanradiohistorvy com
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WJ)ET (TV) JACKSONVILLE, FLA.

WRAL-TV RALEIGH, N.C.

WTIVT (TV) TAMPA, FLA.

WWL-TV NEW ORLEANS

WTVT (TV) Tampa showed meteorologists
operating satellite tracking equipment
that produced photos of

approaching tornadoes.

WWL-TV New Orleans helped Bishop
Fulton J. Sheen move from New York
and black and white to the South
and color broadcasts.
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WSB-TV ATLANTA

L

WWW.americanradiohistorv.com.

WIXT (TV) Jacksonville, Fla., aided
the confused with answers from
experts on

Operation 1040:Yaqur Income Tax.

WFTV (TV) Orlando, Fla., was at
the opening ceremonies

of the Fifth Annual

Florida Industries Exposition.

WRAL-TV Raleigh, N.C., capt-ired the
tortured voices of drug addicts on
the special The Walking Death.

WBTV (TV) Charlotte, N.C., brought
music to thousands with Sing Out '66.

WMAL-TV Washington sent reporter
Barbara Coleman on a trip with Mrs.
Lyndon B. Johnson to film A Day
With The First Lady.

WSB-TV Atlanta produced a Fourth
of July “Salute to America Parade,”
replete with drums and marching
Leathernecis.

WMT-TV Cedar Rapids, lowa, featured
high school and college choirs
at Christmas time.

wWTVJ (TV) Miami and legal and
psychiatry experts probed aspects of
“Pornography and the Law” on Nightcap.
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WMAR-TV BALTIMORE

WMAR-TV Baltimore sailed with a
tugboat as it berthed freight-laden
vessels from around the world

WTAR-TV Norfolk, Va., took a look at a
poverty-stricken island in the
Chesapeake Bay

on How Much is Enough?
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WFGA-TV Jacksonville, Fla., went to a
medical center to film The Other Seven,
a special about birth defects.

wis-TV Columbia, S.C., reported on
the troubles and uncertain
future of stock car racing
in Under the Yellow Flag.

KMOX-TvV St. Louis looked and listened
as guitarist Chris King strummed
on the second deck of a river boat.

WRC-TV Washington sent John
Davenport to interview Mvrs. J. D.
Kuch, “primate” of the
Neo-American Church,

which uses LSD as part of its ritual.

WRC-TV WASHINGTON

! bl

_ HUCK FINN SIGHT-SEEIN

KMOX-TV ST. LOUIS
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THE GLOBAL
MARKET:
TOUGH NUT

HeN U. S. television was young,
television avound the world was
younger. And it was hungry. As stations
started up on other continents, whether
government controlled or privately oper-
ated, most ol them turned to the U.S.
tfor guidance and for programing. The
U.S. obliged—for profit, naturally—but
also to foster a communications phenoim-
enon it had itself so successfully created.
Today the television phenomenon is
universal. Beyond the boundaries ol
North America in the last five years, the
free-world TV set count has climbed
from 50 million to nearly 120 million.
Some 100 nations are now operating TV
systems. And the widespread use of color
TV, for the major nations at least, is only
a few years away.

America is still very much a part ol
overseas television. Last year U.S. tele-
vision entrepreneurs took in an esti-
mated $125 million on the export ol
programs, equipment and services, up
from about $75 million five years ago.
And virtually every major TV film dis-
tributor has its product showing.

But there are disturbing signs, espe-
cially in program export, which is a $60-
million-a-year business in itsell. Although
perhaps 309, to 35% ol overseas pro-
graming bore the made-in-U.S.A. stamp
five years ago, the U.S. world average is
down to 159, to 20%,. The stands-to-rea-
son fact is that the foreign nations are
now doing more [or themselves. They are
producing more and more of their own
TV shows.

With an increase in protective quotas
and restrictions on U.S. TV import, with
buying cartels keeping prices low in some
areas and with many countries learning
to produce their own material, which
they in turn are starting to distribute
to others, U.S. program distributors are
tacing a much harder sell. The boom
dtys are out and a more complicated TV
export period is in.

The times, they are a-changing. I’s a
tougher sell today. The U.S. exporter
has to know what’s going on, both in the
varied overseas markets and back in the
US., where the product is made and
where headquarters decisions and sup-
port are crucial.

Two months ago executives of CBS
Films' international sales force, 22 of
them, winged into the U.S. for 15 days
of meetings at CBS’s first international
sales convention—convened in Holly-
wood on June 17, moving to New York
on June 22 and concluding on July 1.

The group, representing CBS product
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An  interview
with. the men
responstble for
some of what's
sSeen overseas
—a look at the
markets— starts
on page 90

Baruch

: Page

Sugiyama

Wells

Takahas h 3

(Top row): Ralph M. Baruch, VP {nternational sales, CBS Films; Willard
Block, director, international sales, CBS Films; Larry Hilford, internationgl
sales manager, CBS; (middle row) Jorge Adib, CBS Films do Brazil; Fred-
erick L. Gilson, director of sales, CBS Europe; Michael Kubeyinje, represen-
tative in Africa, CBS Europe; Robert Mayo, managing director, CBS Eu-
rope and CBS Ltd.; (bottom row); Ken Page, VP, CBS Films Canada Ltd.;;
Jiro Sugtyama, assistant general manager, CBS Japan; Koreaki Takahashy,
VP, CBS Japan; William G. Wells, managing director, CBS Films Pty, Ltd.

in 95 “offshore” countries (and actively
selling in 83 of them), traveled a total of
359,874 miles [or the event. They then
paced themselves through 76 separate
sessions and activities.

According to Ralph Baruch, VP inter-
national sales for CBS Films, “they gol
a two-and-a-half-weck crash course in
CBS television . . . an in-depth under-
standing of many of the company activ-
ities they knew only vaguely belore.”
(All but two of the 74 lull-time CBS em-
ployes representing CBS Films abroad
are foreign-born.)

The “why” of it (CBS spent up into
six fgures [or the convention) is not
hard to figure. International program
selling has become a complex, and in
some areas troubled, businesss CBS has
been in it for seven years now, has built
a crack international organization and is
among the most successful of U.S. over-
seas TV distributors. But as overeas TV
is growing, the U.S. program share of it
is going down. CBS is aware of this, and
on the premise that informed men do
a better business, the convention was
called.

The big problem areas thoroughly dis-
cussed at the meetings were U.S. pro-
gram production costs (their steep climb
in recent ycars has inflated the prices
asked overseas); color shows (their higher

wanny americanradiohistorv.com

costs also make it difficult on overseas
pricing) ; and the advent ol the sstellite
era (what will this do to the distribu-
tion process?) . The conclusion wn the
point of satellite transmission: fing for a
big special-event show or ncws break but
high costs ol transmission, time zone and
language differences should keep series
programs in the normal delivery process
—aided greatly by the supersonic trans-
port aircraft only a few years off.

It was brought out at the convention
that U.S. shows are constructed with the
American audience in mind, not for
their loreign potential—although many
a producer counts on overseas distribu-
tion to get over break-even on costs. The
CBS Films international force was told
by Bertrand Lanchner, of CBS Sports,
that they could help in “ferreting out
the owner of [sports] events” in| their
parts of the world to which CBS $ports
might want to acquire rights. With more
foreign-produced shows coming on U.S.
television, the international game be-
comes a two-way street.

While the international men learned
a lot from and about their U.S. parent,
headquarters in turn received a detailed
rundown on the overseas situation, coun-
try-by-country, from the key men in the
offshore force.

At the opening session in Hollywood,
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area managers delivered three-minute ac-
countts of the current state of the me-
divm in the markets they serve, and told
how their districts shape up as potential
customers for made-in-U.S. television
product.

Even the Soviet Union now is num-
bered among the prospective buyers, ac-
cording to Robert C. Mayo, managing
director of CBS Limited (which covers
the United Kingdom, Ireland and Ice-
land) and CBS Europe (parent conw-
pany of the English subsidiary). Mayo
says transactions with broadcasting or-
ganizations in Eastern Europe were
started a little over a year ago, and con-
tact with Russia itsell was established
recently.

Reporting on Britain, Mayo says there
are more than 15 million receivers in
the United Kingdom on which viewers
can tune in both the British Broadcast-
ing Corp.’s first channel, which is VHF,
and ITV, the commercial service. Inde-
pendent commercial TV, not introduced
in England until 1954, now regularly
claims 609, of the total audience.

Set penetration in Britain is the high-
est in Europe, and viewers pay five
pounds a year [or the privilege of watch-
ing television. Mayo says a small per-

They didn’t come a combined 359,374 miles to have their picture
taken. But as long as they were in the U.S., why not? CBS
Films’ offshore personnel pose for a group shot with members of
management (front row, l to r) Ralph Baruch, VP international
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centage of the population is able to
receive BBC-2 on UHF. This service was
started about 16 montlhs ago. Not until
the end ol 1967 do engineers hope to
have BBC-2’s regional coverage blanket
the country. Color, to be introduced in
1967, will be restricted to BBC-2. Mayo
says the BBC has a staff of 13,000 and is
heavily in debt. On the other hand, he
says, I'T'V shows impressive profits.

In Mayo’s view, American programs
are very popular with British audiences.
They are, however, subject to a restric-
tive 14%, quota, plus additional limita-
tions in prime time. American and Brit-
ish feature films recently have Dbeen
introduced on television and are claim-
ing an increasingly large share of the
programing quota. Mayo says CBS Films
1s meeting “‘very keen” competition [rom
14 competitors.

Max Kimental, branch manager for
CBS Europe (Germany), surveyed West
Germany, Auswia and Holland. His
report:

West Germany—TV is licensed by the
government which grants stations the
right to transmit commecrcial spots. They
are run on the average of eight minutes
a day each weekday. The country has
a population of 58 million and the pres-

ent set count stands at 12 million. There
are three channels: Channel 1 is VHF
with nine stations that operate region-
ally prior to the evening news show and
on network therealter. Channel II has
one station. Channel 111 operates with
four stations regionally on UHF.

Operations are sustained in the main
by revenue from viewer fees split as
follows: 64 cents per set per month to
channels I and III, and 27 cents to chan-
nel II. Additional revenue from spot
sales in 1965 was $82 million for chan-
nel 1 and channel III and $36 million
for channel I1. This means that channels
I and IIT had a total 1965 revenue of
$163 million and channel II had $70
million. These revenues cover opera-
tions.

Kimental says weekly air time is about
70 hours on channels I and III and 47
hours on channel II. Of this, 71% is
entertainment and 299, is news, public
affairs and sports. He says the most pop-
ular programing at the moment is who-
dunits, hard news, drama and sports—
with old feature films ranking about
even with sports. Color will be intro-
duced in the fall of 1967, starting with
[our hours a week on channels I and II.
According to Kimental, for the first year

sales; Frank Shakespeare, executive VP CBS-TV stations divi-
sion; Merle Jones, president stations division; Sam Cook Digges,
administrative VP CBS Films; Willard Block, director interna-
tional sales; Larry Hilford, international sales manager.
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INTERNATIONAL FILM continued

a color set will cost the equivalent of
five months wages in terms of the average
German pay check. The saturation point
for black-and-white sets is expected to
be some 15 million. Last year U.S. prod-
uct had 379 of total television air time.

Austria—Austrian television is similar
to German, with stations licensed by the
government which grants them the right
to transmit comnercial spots. About six
minutes of commercial time are on the
air each weekday. There are 770,000 sets
for this country of seven million persons.
There are two channels, one VHF and
the other UHF, and operations are sus-
tained primarily by viewer fees. These
amount to $1.40 a set a month. Revenues
from spot sales totaled $8.3 million last
year, Kimental says, and the operating
budget for the two channels that year
was $21.3 million. Weekly air time on
channels I and 1I is 60 hours. Of this,
approximately 749, is entertainment and
269, is news, public affairs and sports.
As in Germany, the most popular pro-
graming currently is criminal stories and
hard news, drama and sports. Old feature
films, too, are near the top in popularity.
Kimental says color TV may be intro-
duced in the fall of next year. Saturation
point of black-and-white sets is expected
to be reached at about 1.8 million,

COMMERCIALS DUE IN HOLLAND

Holland—Here TV is 1009, noncom-
mercial but the government is debating
the introduction of commercial spots and
it’s possible that something like six min-
utes of commercial time per weekday
will be on the air by early 1967. Under
the current system, Kimental says, gov-
ernment licenses are issued to five pro-
gram organizations, each of which is
either politically or religiously oriented.
The sixth organization, under the con-
trol of the secretary of cultural affairs, is
responsible for newscasts and sporting
events. It programs little entertainment
or public affairs. The population of the
country is 12.5 million, with set penetra-
tion at 2.3 million. There are two chan-
nels, one VHF, the other UHF. Opera-
tions are sustained in the main by viewer
fees of 83 cents a set a month and by
profits derived from the sale of weekly
program magazines (sort of TV Guides)
published by the five programing or-
ganizations. Holland’s 1965 TV operat-
ing budget was $33 million. Weekly air
time on channels I and II is 47V% hours.
Of this time about 589, is entertainment
and 429%, is news, public affairs and
sports. In Kimental’s view, the most pop-
ular programing at the moment is situa-
tion comedy, news, public affairs and
sports. Color will be introduced in fall
1967. To start with, there will be two
color hours per week on channel 1, the
VHF outlet. Saturation point of black-
and-white sets is predicted at 8.5 million.
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U.S. product in 1965 occupied about
149, of total television air time.

Marcel Teisseire, CBS Europe sales
representative  (France), reported on
France, Belgium, Luxembourg, Monte
Carlo and the French-speaking territor-
ies of Africa. He noted that there are
two French television networks, one
broadcasting in 819 lines and the other
in 625 lines. The number of sets is about
6.5 million for a population of 48 mil-
lion. French TV is noncommercial and
government-run. According to Teisseire,
viewers like French-produced variety
shows, dramas, giveaways and action-
adventure programs.

In Belgium, there are 1.2 million sets
that are able to pick up two channels,
French and Flemish. Belgian TV also is
government owned and operated. Tele
Luxembourg and Tele Monte Carlo are
privately owned stations. They are small
and in competition with French televi-
sion. Teisseire says African French-speak-
ing stations have little financial potential
and are still in an early phase of develop-
ment. The total number of sets in Ivory
Coast, Gabon, Tunisia, Algeria and Mo-
rocco is less than 40,000. A French or-
ganization, known by the initials
OCORA, is bringing technical facilities
to these stations and training native
technicians, Teisseire says. The first CBS
sale, 26 episodes of Wanted: Dead or
Alive, was made to these stations re-
cently.

IN ITALY

Edwin Byatt, CBS Europe branch
manager for Italy and Portugal, noted
that RAI, a state-controlled company,
runs broadcasting in Italy. TV was intro-
duced in Italy in 1954 with a single VHF
channel. Known as the National Pro-
gram, this channel runs educational
courses for six hours on weekday morn-
ings and entertainment programs for
another six hours. In 1961, RAI intro-
duced another channel on UHF known
as the Second Program. It is on air three
hours a day starting at 9 p.m. This year
an additional hour on this channel is
devoted to the German-speaking popula-
tion in northern Italy via a direct line
from 8 to 9 p.m. Byatt says there are
6,040,000 sets in Italy and national cov-
erage is 959%,. Viewers pay an annual fee
of $20 a set of which 75%, goes to RAL
Advertising income is additional and is
derived from spots placed in stipulated
commercial periods five times a day.
These commercial periods vary from
five to 15 minutes. According to Byatt,
RAI devotes roughly 129, of its TV
broadcasts to foreign programing. CBS
Films is one of 17 competitive foreign
distribution organizations operating in
Italy. Color, he says, may be introduced
in 1968.

In Portugal, broadcasting is the re-
sponsibility of RTP, also a state-owned
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company. Television started in 1957
with a single channel. Currently there
are 180,000 sets in the country] About
two-thirds of Portugal can receive tele-
vision but RTP now is buildipg four
relay stations that should mean [full na-
tional coverage by the end of 1967. A
second channel is contemplated for 1968.

RTP, according to Byatt, is self-sup-
porting and its income is derived from a
$13 annual [ee per set and from ¢ommer-
cial time sold during four perjods set
aside [or advertising each day. |There’s
an average of 50 hours of telecasting a
week, approximately 129, of it /devoted
to foreign programing. In all, eight com-
panies distribute programs in Portugal.

Frederick L. Gilson, director of sales
for CBS Europe, which makes its head-
quarters in Switzerland, notes that his
organization’s base country, with little
more than 600,000 sets, is still “one of
the more difficult TV markets to|operate
in” because of its mountainous| terrain
and also because the Swiss face the prob-
lem ol broadcasting in German, French
and Ttalian in three separate areas of the
country. “This literally amounts to run-
ning three separate networks on 3 budget
of $18 million, including commercial
revenue,” says Gilson.

SCANDINAVIAN INDIVIDUALISM r

Part of Gilson’s European territory in-
cludes the four Scandinavian countries,
linked together in a network called
Nordvision, which uses Englislﬁ as its
common language. Each nation, however,
has its individual problems. Nor\‘vay, Gil-
son reports, is trying to find ouf how to
extend TV service to its northern re-
gions. Demmnark, although refusing to go
commercial, has had to curtail many of
its broadcasting activities because of
sparse income, due partly to thﬁf refusal
of the government to increase license
fees. Sweden, on the other hand, is ex-
panding its TV service, has plans for a
second network in the near future. In
Finland, where the economy is shaky and
threatened with devaluation, t¢levision
most closely parallels that of The UsS.
Both of its channels are commereial with
announcements placed within Tand be-
tween programs.

Gilson also keeps a check on %he East-
ern satellite countries and calls Yugo-
slavia the most westernized. Con?petitive
brands are advertised there although the
products themselves are state-controlled.
In Czechoslovakia, says Gilson, “adver-
tising takes a slightly different form,
where, for example, if the country is
short on chickens, the commercials push
through the message to eat beef.” The
entire satellite area, with a total set
count of six million, is considered one of
great growth potential.

Negotiations recently opened between
CBS Europe and the Soviet Union. A
screening session of CBS Films' Troduct,

To| page 89
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Seeing Hollywood, of course, involves seeing the studios. Here
CBS Films’ offshore men get the tour of CBS Studio Center

OFFSHORE SALESMEN
VISIT THE U.S. SOURCES

Twenty-two top executives, managers and associated personnel
representing CBS Films in 95 countries outside the U.S. con-
verged first in Hollywood and then in New York for a 15-day
international sales convention that started last June 17. They
were exposed to virtually every facet of the operation of the
CBS television network and CBS Filins. They previewed the
new 1966-67 product they will be selling this year and met the
producers and casts ol every program series in the current CBS
international catalogue, talked with everyone from Frank
Stanton on down, with time out for a whirl of Disneyland and a
night game at Yankee Stadium. This photo report catalogues
some of the fast-paced activity.

Bob Conrad, co-star of CBS’s The Wild, Wild West, talks with
Marcel Teisseire, CBS Films representative from France.

facilities where many of the shows they sell in some 80 countries
get their start. The convention spent three days in Hollywood.

Paul Henning (r) discusses the comedy series he produces with
(1 to r) Neville Van Dyck (Australin), William Palmer (London),
William Wells (Australia) and Robert Mayo (CBS Europe and
and CBS Ltd.).

Robert Norvet (gesturing), manager of film production opera-
tions at CBS Studio Center, explains the work being done.
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Joseph Barbera (above, 1) of Hanna-Barbara Productions. “Beverly Hi:lbilly”
Donna Douglas (above, v) and Koreaki Takahashi, VP of CBS Japan.
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Neville Van Dyck employs his Aussie charm Disneyland (above, 1) was a major event for the international travelers. Rod
on ¢ breathless Disneyland damsel. Serling (above, r) “Twilights” with Jorge Abid (1) and Italo Cariole of Brazil.

FOR FILM SALESMEN, STATESIDE BUSINESS AND FUN

(L to r): Lord Strobilgi of England, Ralph
Baruch and Fraonk Stanton.

Merle Jones (above), president of the CBS
Televiston Stations, makes halftime pep talk.
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International CBSers Fred Gilson, man-
ager of sales, CBS Europe, and Sylvia
Brunner, his operations manager, take in
the national pastime as played by fellow
employes, the New York Yankees.

Greetings (above), Stamford, Conn.,
style, are extended to the visitors
by Sem Cook Digges (r), admin-
istrative VP of CBS Films, and his
wife Carol (hat), at the outset of
a pienic at Digges’ home.

Micheel Kubeyinje (at right), CBS
Europe’s branch manager in Lagos,
Nigeria, sat for a caricature by
Sy Wallick. Doesn't every good pic-
nic have a resident caricaturist?

A group of what CBS calls its “off-
shore persommel” wisits the inner
sanctum of the Broadcast Center
in New York.

It may be going a bit far for an
Englishman, but William Palmer,
secretary, CBS Ltd., went Amer-
ican-style on an ear of picnic corn
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THE TRICKS
OF
BUYING
NETWORK
PACKAGLES

BY GENE ACCAS

Advertisers must deal constantly with questions and
problems to which there seem to be no rational answers,
Perhaps the most perplexing and seemingly irrational facet
of advertising—or at least advertising media—is network tele-
vision. Here is a world ruled by custom, tradition, usage
and practices sometimes based on today’s experiences. Here
is a world in which, it is thought, might not only makes
right; it also makes efficiencies.

There are other widely held and deeply felt misconcep-
tions about network television. Not the least of these sur-
rounds the practice of package buying. It is thought to be a
riddle, wrapped in a mystery, inside an enigma. It isn’t.
Among other confusions is that of terminology. For our
purposes we are talking about the same thing when we use
the terms: “package,” “scatter plan,” “opportunistic buy,”
“minutes’” and “participations.”

There is another area of puzzlement, the definition of the
practice. For a source, we refer now to the “Accas Un-
abridged Dictionary of Advertising.” There you will find
this statement: “package: the purchase of two or more night-
time network commercial minutes, dispersed among one
or more programs, for a short term (generally a calendar
quarter) , usually at a price less than the sum of the parts.”

Before examining the genealogy of package buying, let’s
take a moment to look at the comparative “assets” and “lia-
bilities” of the two prevalent forms of nighttime network
television sponsorship. It is worth noting that there has been
a significant shift in recent years. A scant eight seasons ago
the proportion was seven-eighths in program sponsorship,
and one-eighth in participations. For the current season
(1965-1966) the comparable figures are: program sponsor-
ship, 419,; participation sponsorship, 59%,.

In the table at the right (“Comparison of program vs.
package purchases”) are the relative advantages of each type
of sponsorship. Looking at the 12 points of comparison, it
nets out that participations are, in theory, more flexible,
probably more efficient, offer fewer of the peripheral but
important benefits of network television than do program
sponsorships.

But before we wash progam sponsorship of Bonanza,
Beverly Hillbillies and Bewitched down the drain, I hasten

74

to state the obvious. There are many parts of network tele-
vision—early morning, “housewife hours,” early evening,
prime time, and late evening. There are also many forms
of television—from the single minute participation to a reg-
wlar schedule of specials. Each has its place. Each day part,
each form of network, can be a particular ingredient in the
media recipe of a given advertiser for one or more of the
brands.

In the beginning of package buying there was the number.
Package buying is all about numbers, and numbers pervade
its past, present and future. On the family tree of paﬁckage
buying, we find these branches and twigs:

e In the 1956-57 season there simply was not enough
long-term (52-week) money in the network market| place
to produce reasonable levels of sales on all three networks
in the until-then traditional pattern of major-minor pro-
gram sponsorship. Something of small dimension and
smaller duration was needed.

e The costs of media (and especially of the program
portion of the unit network minute cost) had been escalat-
ing, as they continue to do.

s en e e e e N T ST
COMPARISON OF PROGRAM VS. PACKAGE PURCHASES

PROGRAM PACKAGE
PURCHASE PURCHASE
1. Commitments for:
Shows with track record 52 weeks 52 weeks or less
Unproven shows “Originals’’ Very flexible
or less
2. Cost/commercial minute $45M-$60M Very flexible
3. Efficiency Varies Generally gpod
4. Time periods All Generally early and
late
5. Station lineup Control No control
6. High-rated shows Many Few
7. Program ‘‘control’’ Some None
8. Co-sponsors 1 per 1 hr. 2 per Y hr.
3 per hr. 5 per hr.
9. In-show product protection Good Disappearing
10. Billboards Yes Varies
11. Back-to-back comm’l positions No SometimesL
12. Sponsorship peripherals Some to many Little to none
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Getting mileage out of a TV investment today takes a
prodigious amount of skill and not a little luck. And 60 of
television’s higgest advertisers gathered at a four-day private
seminar in Rye, N.Y., last May to brush up on that skili. They
heard a blue-ribbon slate of industry specialists assembled
by the Association of National Advertisers discourse on
the problems and ploys of television advertising

management with subjects ranging from audience
measurement to talent union negotiations. One of the
speakers, Gene Accas of Leo Burnett Co., addressed
himself to a gut subject — the buying of network nighttime
minutes, an area apparently clouded with mystery and
misconceptions. Herewith is Accas’s report, expanded

somewhat for this exclusive article.

e And because the production of programs is an art form,
it has inherent all the fragility of public reaction. No one
can accurately predict the public reaction tc an Andy
Warhol canvas, to the latest Albee play, or to a new tele-
vision program. So, advertisers wanted to reduce their risks,
or at least distribute them more broadly.

e More and more advertisers and more and more brands
were coming into the network market. This fact, coupled
with the frequent development within the same company
of directly competitive brands, made it desirable to be able
to disperse the commercial scheduling of these across a
broader time span than a single evening half-hour.

e Asnew post-war products were marketed, as an increas-
ing number of packaged and nonpackaged goods advertisers
learned the marketing calendars of their brands, as the im-
pact and effectiveness of network television were more
broadly known, there developed the seasonal advertisers
(or brands).

e The widening sea of advertising that increasing adver-
tising budgets created, not only in broadcasting but also
in print, required an increase in coverage of product pros-
pects and in the frequency of advertising message delivery.

e The business of selling products is the economic chal-
lenge of the second half of our century, and to do this, it is
vital that brand managers or marketing directors have the
option of investing, say, $100,000 for a short period of time,
seeing how it works, raising the appropriation and going
back in a few weeks with a $200,000 investment, taking a
respite from promoting the brand, and then juicing up sales
again with another $75,000 two months later.

e Finally, the absolute unit cost per commerical minute
of nighttime network programs began to climb at a rate that
caused even big-budget brands to quail. It was the network
package that offered the opportunity for lower averaged
unit minute costs, and did so with broadened reach, budget
flexibility and other critical marketing advantages built into
the concept.

It is reasonably transparent that the package buy was not
an invention; it was a discovery, and one that gradually
evolved. As with most worthwhile innovations of our society,
packaged buying developed because there was a need for it.
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Gene Accas, VP network relations at Leo
Burnett Co., is one of the most knowledg-
able TV specialists around the agency
business today. His background includes
research, sales development, public rela-
tions, media and programing with three
agencies (Burnett; Foote, Cone & Beld-
ing; Grey Advertising), two networks
(ABC and NBC) and a trade organization
(Television Bureau of Advertising).

And in filling the need, the concept assured itself success
and longevity. Package buying will be around as long as
television is.

The Leo Burnett Co. is the third largest investor in net-
work television with over $80 million in the medium. We
are also a substantial buyer of packages for our clients. In
calendar 1965, we invested more than $25 million in such
nighttime purchases. We believe that our experience in this
field is such that if we make certain hypotheses, our con-
clusions on some of them will be accepted on faith alone. In
other cases, the persuasiveness of objective data will be re-
quired to make the case.

Here is what I ask to be accepted on our say-so:

No. 1—There is no evidence that packages can be brought
with lower unit minute costs or lower cost per thousand on
any given network. Buys that are great, good, average and
(to quote the account-man’s cry) “we’re going to lose the
account,” have been made, and will continue to be made
on ABC, CBS and NBC. There is no pattern, and there is
no predictability, based on “where” the buy is made .

No 2—I wish I could lie to you and say that Leo Burnett’s
clients consistently buy the best qualitative and quantitative
packages in all the short history of the art. It isn’t so. (And
besides, we just can’t accept all this new business right now.)
Clients of all sizes, with budgets of all sizes, through agencies
of all sizes, have had package purchase records that range
from bad to sensational.

Packaging buying is something of a universal of the tele-
vision business. More advertising agencies and more adver-
tisers engage in it than in any other form of the medium.
it represents about half the dollars in nighttime television:
In a given season, as many as 1,500 different packages may be
purchased; these will account for up to 12,000 network
commercial minutes, the total three-network inventory in
this commodity.

The tools used in fashioning a package buy are well
known, and widely available. In estimating the value of the
purchase, and in post-evaluating what was bought, and how
it performed, we generally refer to:

1. Nielsen data for projected (and delivered) national
audiences, and the same source is used for the demographics
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TRICKS OF BUYING NETWORK PACKAGES continued

What exotic measurements determine if a network buy is a successful purchase?

of the shows involved.

2. Local Nielsen Station Index or American Research
Bureau ratings to help develop a more precise audience
picture in key markets key in overall importance or of par-
ticular value to a given brand.

3. Audience composition information which is increas-
ingly used, and although the precision and the frequency
of this measure are far from ideal, it is valuable to the
degree that it is applied with reason.

4. The relationship of media consumption—of the view-
ing of particular programs in the case of television—to the
usage of certain product types. This is a relatively new tool.
And, again, although we may work with relatively antique
information (for new shows it does not yet exist at all),
still BRI is helpful and revealing.

5. Information on the relative popularity of a program.
TVQ’s are indicative of the waxing or waning of a show’s
appeal, of its relative appeal by sex and age group and, per-
haps most important, how it compares with other programs.
It is our view that a commercial probably works better when
the viewing audience is enthusiastic, rather than just blah,
about the vehicle that bears the commercial.

Those are the tools used in the trade.

‘What are the buying criteria> What determines a good
buy? What exotic measurements of success are applied?

Sadly, 1 confess, our art is so new and our calipers so
gross, that it usually boils down to worship of a latter-day
deity, that descendant of Mammon, that most revered and
feared of all gods of the advertising pantheon—the great god
CPM, pronounced Sipim. In measuring costs per thousand—
good if they're low, and bad if they are high—we, as an in-
dustry, tend to be monotheistic. If our god Sipim must be
propitiated, we do so by worshiping numbers alone. We
equate media efficiency with advertising effectiveness. But
that’s getting ahead of the story.

A CONCLUSION TO JUMP AT

When we estimate or measure costs per thousand, we all
do so in terms of homes, and occasionally narrow the sights
to measure viewers. Increasingly, now, there is an attempt
to relate the delivery of advertising against specific groups
of users of the product type or brand. This is a beginning
which we should all heartily endorse and applaud.

Now, if you were visiting earth from another planet, and
had quickly been programed with information on the fascin-
ating folkways and practices of the advertising tribe, would
you not probably compute that in advertising, as with most
human practices, the larger the intended purchase, the lower
the unit cost of the commodity to be bought? And even if
you were from earth, wouldn’t that be a conclusion to he
jumped at? Sure it would be.

We wanted to see if the math supported the myth. So a
network provided us, on a confidential basis, with a random
sample of packages, the largest of which represented more
than 10 times as big a budget as the smallest. If there were
any positive correlation between budget and the amount
paid per average minute in the package, it would show up
on a curve. Here is what we found in plotting the 46
packages. Unit minute prices ranged from about $16,000
to nearly $50,000. Total budgets, similarly, had a broad
distribution. But the only plot that emerged was the cluster-
ing of the price per minute in the $30,000-$40,000 range.
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THE EFFECT OF ‘““HOW MUCH” ON PRICE

(Sample — 46 Recent Network X Packages

GROSS $ COST/MIN. GROSS $ COST/MIN.
(00) (00)

(000) (000)
1. $ 199 $33.1 24. $ 762 §38.1
2. 457 25.4 25. 870 130.0
3. 1,177 32.7 26. 877 117.2
4, 793 30.5 27. 905 115.6
5. 385 32.1 28. 965 37.1
6. 1,617 30.5 29. 986 129.0
7. 1,216 30.4 30. 1,000 125.0
8. 1,089 33.0 31. 1,010 32,5
9. 1,148 28.0 32. 2,090 132.3
10. 886 25.3 33. 988 126.0
11. 1,307 30.4 34. 1,100 29.7
12, 741 32.2 35. 1,056 132.0
13. 1,026 34.2 36. 1,105 32.5
14. 983 35.1 37. 1,541 39.5
15. 644 35.8 38. 969 32.3
16. 2,070 39.8 39. 1,225 137.1
17. 974 40.6 40. 1,260 135.0
18. 817 43.0 41. 1,480 :30.2
19. 1,700 49.1 42. 1,325 25.0
20. 875 35.0 43. 1,620 30.0
21. 778 25.1 a4. 850 38.6
22, 763 26.3 45. 1,780 32.4
23. 544 32.0 46. 2,100 130.0

We asked ourselves if this was a phenomenon. After all,
these were 46 packages (about 109, of those bought on
network X, by the way) but purchased in a specific calendar
quarter. Maybe this was an inhibiting factor to the perfor-
mance of the correlation. We tried again. Network Y pro-
vided us with a confidential random sample—every 30th
package bought throughout the year—and here is v "hat we
found.
|

T s e T e e ey (RSO
THE EFFECT OF “HOW MUCH” ON PRICE|
(Sample — 17 Network Y Packages)

GROSS $ VALUE AVERAGE GROSS $ VALUE AVERAGE
OF OR[;ER COS('E/OI\;IIN. OF OR%ER COS'E/MIN.

(00)
1. $ 542 $25.8 1o. $ 342 $24.4
2. 760 26.2 11. 332 19.3
3. 131 21.8 12. 1,189 31.3
4, 257 25.7 13. 193 27.6
5. 565 22.6 14. 569 31.6
6. 578 21.4 15. 420 35.0
7. 598 18.7 16. 286 26.0
8. 263 18.8 17. 491 32.7
9. 1,505 35.0 |

A package of $1.5 million (No. 9) and one for less than
one-third as much (No. 15), had the highest unit minute
costs, $35,000.

The lowest unit minute cost of $18,700 was in a package
of about $600,000; and one for about half as much (No. 8)
purchased minutes at an average of only $100 more gach, or
$18,800.

Something must be wrong. Could it be the theory?

Another relationship in package buying cited as|having
the solidity of Gibraltar is: the bigger the budget, the more
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On March 8th, our WFBM-TV chief news photographer was’ o
‘named “Newsfilm Cameraman of the Year” by the National *

Press Photographers Association.
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TRICKS OF BUYING NETWORK PACKAGES

continued

Regardless of budget size, CPM generally falls between $3 and $4 on network T |4

efficient the buy (or, the lower the cost per thouand) . Let’s

se€c
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THE EFFECT OF “HOW MUCH” ON CPM

(Sample — 46 Recent Network X Packages)

GROSS $ CcPM GROSS $ CcPM
(000) (000)

1. $ 199 $3.65 24. $ 762 $3.57
2. 457 4.70 25. 870 3.55
3. 1,177 3.37 26. 877 3.38
4. 793 3.48 27. 205 2.79
5. 385 4.02 28. 9265 3.32
6. 1,617 3.38 29. 986 2.66
7. 1,216 3.19 30. 1,000 2,95
8. 1,089 3.29 31. 1,010 4.29
9. 1,148 3.34 32. 2,090 3.53
10. 886 3.43 33. 988 3.37
11. 1,307 3.38 34. 1,100 2.89
12. 741 3.03 35. 1,056 3.39
13. 1,026 2.67 36. 1,105 3.32
14. 983 2.96 37. 1,541 3.20
15. 644 3.63 38. 969 2,97
16. 2,070 2.86 39. 1,225 2.71
17. 974 3.97 40. 1,260 3.12
18. 817 3.64 41. 1,480 3.23
19. 1,700 3.62 42, 1,325 3.18
20. 875 3.40 43. 1,620 3.43
21. 778 3.43 44. 850 3.64
22. 763 3.45 45. 1,780 2.89
23. 544 4.03 46. 2,100 2.41

or on the performance in cost per thousand and delivered
homes.

We continue our search for truth. Surely the timin§ of the
purchase is vital. If we purchase late in the season, as close
to air date as possible, then we will have the advantage of
time on our side, and we will buy cheaper ani more
efficiently. Where will the line fall? We have plotted the
average unit cost per minute against the order date as it
relates to the mid-point of the schedule purchased.

T e e e e SIS
THE EFFECT OF “WHEN” ON PRICE
(Sample — 46 Recent Network X Packages)

WEEKS TO
MID-POINT

The only useful information we can glean is that irre-
spective of budget size, the cost per thousand homes will
generally fall between $3 and $4. It sure did in these 46
cases on Network X.

THE EFFECT OF ‘“HOW MUCH" ON CPM
(Sample — 17 Network Y Packages)

MID-ROINY  COST/MIN. COST/MN.

OF SCHEDULE (M) OF SCHEDULE fSM)

1. 4 $26.3 24. 13 $32.3
2. 4 33.0 25. 13 30.4
3. 5 43.0 26. 13 35.8
4, 6 39.8 27. 14 B2.4
5. 6 32,5 28. 14 30.4
6. 6 26.0 29. 14 38.6
7. 6 25.4 30. 16 39.5
8. 7 32.7 31. 16 40.6
9. 8 35.0 32, 16 2.3
10. 8 30.0 33. 16 25.3
11. 8 25.0 34. 17 25.1
12. 9 17.2 35. 17 87.1
13. 10 25.0 36. 17 32.5
14, 10 37.1 37. 18 29.0
15. 10 30.5 38. 20 30.5
16. 10 30.2 39. 21 32.1
17. 11 30.0 40. 23 2.2
18. 11 49.1 41. 24 33.1
19. 11 35.1 42, 25 9.7
20. 11 32.0 43, 26 0.0
21, 12 28.0 44, 27 38.1
22, 12 35.0 45, 28 4,2
23. 13 32.0 46. 29 15.6

The lowest unit minute was purchased in a package
bought at the very outset of the buying span. The highest

GROSS $ VALUE AVERAGE

GROSS $ VALUE
OF ORDER

AVERAGE

OF ORDER  DELIVERED DELIVERED

(000) CPM CcPM
1. $ 542 $3.46 10. $ 342 $3.20
2. 760 3.21 11. 332 3.10
3. 131 3.66 12, 1,189 3.16
4. 257 3.31 13. 193 2.76
5. 565 2.93 14. 569 3.09
6. 578 3.36 15. 420 2.88
7. 598 3.41 16. 286 3.31
8. 263 3.39 17. 491 3.01
9. 1,505 3.04

minute prices were paid by the advertiser who purchased

only three months before the middle of this campa

ign, and

What about the store across the street, Network Y?
The same statistical sampling does nothing for our egos. The
best cost per thousand was achieved by the second smallest
budget ($193,000, No. 18) with $2.76 per thousand de-
livered homes. The least efficient buy was made by the
smallest budget ($131,000, No. 3) at $3.66. And the biggest
wallet made the fifth most efficient purchase (No. 9, a
$1.5 million budget) bought homes at $3.04 per thousand.

Reason totters. Yet the objective evidence speaks loudly, if
disappointingly: There is no apparent effect of budget size
on either the price paid per commercial minute in a package
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$40,000-plus prices were paid by advertisers buying}D adver-
tisers buying 16 and five weeks before their mid-points. The
cases cluster in the $30,000-$40,000 band, and early or late,

that seems to be the range.

Eate = e = e e e il
THE EFFECT OF “WHEN"” ON PRICE
(Sample — 17 Network Y Packages)
NO. WEEKS TO AVERAGE NO. WEEKS TO AVERAGE

MID-POINT COST/MIN. MID-POINT COST/MIN.

OF SCHEDULE (M) OF SCHEDULE ($M)
1. 15 $25.8 10. 22 $24.4
2. 13 26.2 11. 8 19.3
3. 14 21.8 12, 27 31.3
a, 10 25.7 13. 26 27.6
5. 22 22.6 14, 23 31.6
6. 16 21.4 15. 21 35.0
7. 18 18.7 16. 3 26.0
8. 18 18.8 17. 9 32.7
o. 42 35.0

Meanwhile, Network Y’s sample gives us no encourage-
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TRICKS OF BUYING NETWORK PACKAGES continued

Timing has no apparent effect on average or delivered CPM of network packages

ment: The earliest bird (No. 9) and our biggest budget
paid the highest minute prices, even though his purchase
was consummated 42 weeks ahead of his mid-point of sched-
uling. Another advertiser (No. 15), buying 21 weeks ahead
of his mid-point, paid the same average price of $35,000
per minute. Two advertisers, (No’s. 7 and 8) who bought
just three weeks after Client No. 15 paid the lowest average
price per minute. What of the last guy on board, the man
who waited for the fire sale? Making his purchase three
weeks before the mid-point of his schedule (and his schedule
had only one month in which it ran), this “late bird” (No.
16) paid an average price of $26,000 per minute—and for
summer minutes at that.

Does timing have a beneficial effect on the advertising
efficiency of network packages? What kind of a connecting
line will we draw in this instance, plotting lead-time of the
buy against delivered CPM? Below is the pattern of the
Network X packages, the familiar $3 to $4 concentration,
but little meat beyond that.

Our examination of the Network Y data (at right)
won’t salve our bruised assumptions. The least efficient
package (No. 3) at $3.66, was purchased on 14 weeks lead
time. The most efficient, at $2.76, was a 26-week-lead pack-
age (No. 13). And the very earliest buy—a full 42 weeks in
advance of his schedule’s mid-point—did pretty well. This
advertiser, No. 9, purchased more efficiently than 12 of the
16 other advertisers in this study, and had his pick of the
availabilities by reaching his decision so far in advance.

TELEVISYON Magazine, August 1966
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THE EFFECT OF “WHEN" ON CPM
(Sample — 46 Recent Network X Packages)

WEEKS TO WEEKS TO
MID-POINT MID-POINT

OF SCHEDULE CPM OF SCHEDULE CPM

1. 4 $2.62 24, 13 $3.23
2. 4 3.21 25. 13 3.04
3. 5 3.45 26. 13 2.46
4, 6 4,51 27. 14 3.80
5. 6 3.98 28. 14 3.72
6. 6 3.74 29. 14 2.82
7. 6 3.36 30. 16 2.85
8. 7 3.22 31. 16 2.60
9, 8 3.90 32. 16 3.10
10. 8 3.52 33, 16 3.04
11. 8 2.73 34. 17 3.72
12. 9 3.40 35. 17 3.43
13. 10 3.43 36. 17 3.39
14. 10 3.11 37. 18 4.20
15. 10 3.01 38. 20 3.04
16. 10 2.90 39. 21 2.78
17. 11 3.76 40. 23 3.51
18. 11 3.31 41. 24 3.70
19. 11 3.28 42, 25 2.24
20. 11 2.60 43. 26 3.74
21. 12 3.05 44, 27 3.40
22. 12 2.96 45. 28 4.03
23. 13 3.52 46. 29 4.01

e e e e e e )
[E=t e e e R
THE EFFECT OF “WHEN" ON CPM
(Sample — 17 Network Y Packages)

NO. WEEKS TO AVERAGE NOQO. WEEKS TO A\;ERAGE

MID-POINT  DELIVERED MID-POINT  DELIVERED

OF SCHEDULE CPM OF SCHEDULE CPM
1. 15 $3.46 10. 22 $:L.20
2. 13 3.21 11. 8 P.IO
3. 14 3.66 12, 27 P.IG
4, 10 3.31 13. 26 ?.76
5. 22 2.93 14, 23 ?.09
6. 16 3.36 15. 21 ?.88
7. 18 3.41 16. 3 3.31
8. 18 3.39 17. 9 .01
9. 42 3.04 T

What we conclude at this stage is an echo of our previous
provisional finding: There is no apparent effect of the tim-
ing of the purchase on average cost per commercial or
on the delivered CPM of the package.

Here we can make a digression to slay another package-
buying dragon. The theory holds that there is always some-
thing to be purchased, and if a buyer waits until the last
minute, prices will pleasantly tumble. A corollary of this
theory is that next year’s activities may be planned on this
year’s experience. I thought it would be revealing tol make
a comparison.

On Friday, May 20, we culled June 1966 network|avail-
abilities. We found: ABC—nothing; CBS—two minutes in
each of two CBS Reports, two minutes in The Face Is
Familiar; NBC—four minutes in Camp Runamuck, two in
Daisies. Total: 12 commercial minutes in all of June—12
minutes available of the monthly inventory of over: 1,800
minutes!

How did things Jook a year ago? We had specific data as
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TRICKS OF BUYING NETWORK PACKAGES continued

Projecting this year’s results to next year’s plans is a hazardous pasttime

of May 27, 1965. Close enough. For June 1965, there was a
choice among 30 ABC minutes, 11 CBS minutes and 29
NBC nighttime availabilities for a total of 7] minutes, six
times as many as this year.

The net of this digression: (1) It is unwise to assume that
there will always be available merchandise; (2) projecting
one year’s data to the next, even at comparable points in
time, is hazardous.

It has occurred to me that Bernard Baruch would have
made a superior package buyer. He had a consciousness of
value and of timing; he relied heavily on market intelli-
gence and made decisions swiftly and intuitively—after he
had been briefed on the facts and figures.

We can examine several package buying case histories
from the files of the Leo Burnett Co. These are presented to
provide added dimension to the previous overall network
analyses. In these examples, we have the complete and in-
timate facts on each buy, the philosophy behind it, the spe-
cifics of the package, the “personality” of the buy.

Client R is a regular user of packages and has buying
speculations that make his package a little bit different.
First, he seeks maximum distribution of minutes in different
program types; second, he likes to have a schedule that
minimally places commercial minutes in a given program
on two consecutive weeks; third, as a multi-brand corporate
advertiser, he does not wish to have his Burnett brand
scheduled on the same show on the same date as any other
product of his company. And fourth, he wishes relatively
flat exposure among all household units, rather than a con-
centration of messages on younger-larger families.

With these specifications—which somewhat temper the
general objective of lowest CPM as the best buy—here is
what we achieved for our client. Going into the market 10
weeks before the January-March 1965 quarter, we purchased
$398,000 of nighttime at an average unit minute price of
about $28,000. And the audience delivery was achieved at
about $2.50. (By the way, we goofed on our estimate of
this package’s performance. We figured it to come in at
$2.77, and erred by nearly 25 cents per thousand homes.)

e e e e T s s = B
BURNETT CLIENT R

1965

J-F-M A-M-J J-A-S 0-N-D
Gross $ value $398M $298M $300M $446M
Average cost/minute $28.4M $19.9M $17.6M $37.2Mm
Estimated AA 19.4 14.2 11.6 20.0
Actual AA 21.4 13.7 11.1 20.7
Estimated CPM $2.77 $2.85 $2.89 $3.47
Actual CPM $2.53 $2.97 $3.01 $3.24
Weeks lead-time 10 10 13 18
Network NBC CBS CBS NBC
No. programs 4 6 4 4
No. minutes 14 14 17 12

For the spring package, we were in the market in mid-
January. Our budget was down by $100,000 from winter,
but we were able to buy the same number of commercial
minutes, at about $20,000 each. On cost efficiency, however,
things went badly, relative to winter. This buy came in at
just under $3.

In buying summer, we “went to the stores” in early April.

82

Our unit price declined from spring levels—as it does his-
torically—and our efficiency held at about spring levels.

Fall buying was rougher. New-show prices and increases
in the costs of returning shows produced a sharp rise in per-
minute costs. And, because we specifically sought a schedule
with the bulk of the minutes in established shows, with
lower risk potential, we reached the high point in costs per
minute—over $37,000. Audience levels were sati?‘factory,
however. We projected an average minute rating at 20 and
achieved almost 5%, higher levels, 20.7. We estimated the
efficiency at nearly $3.50 and came in at $3.24.

Here is the synthesis of this case: The overall sPeciﬁca-
tions of buying will have an effect on unit costs per minute,
and on efficiency. This client was well satisfied with his
purchases, and we were, too. Although the range of efficiency
was substantial, it was in line with that of packages|bought
in the same quarters by other advertisers. And that is an im-
portant bench-mark: What is the going market for dosts per
thousand? We cannot exist, or attempt to buy in a vacuum.
Our objective must be realistic, and related to the going
rate.

e e e R T T (e )
BURNETT CLIENT W

A-M-J (Spring) Packages - 1963-1966

1963 1964 1965 1966
Gross $ value $580M $630M $585M $1.100Mm
Average cost/minute $25.2M $17.5M $26.6M $27.0M
AA 16.3 10.1 16.2 }6.0
Actual CPM $3.18 $3.37 $3.14 $3.12*
Weeks lead-time 16 12 14 17
Network NBC ABC ABC ABC/NBC
No. programs 2 6 8 10
No. minutes 22 39 22 41

*est.

A look at Client W shows a span of four years and a track
record of seasonal spring buying. With roughly the same
budget for the first three years, and about twice that for
1966, our unit minute costs have been pretty flat. One no-
table exception is 1964. In that year, the vise of sup&)ly and
demand and the ascribed value of the available minutes was
such that we were able to buy more minutes, and at a lower
unit price. But note that our average rating of 10.1 was
quite low, lower than projected. The result was the jpoorest
efficiency level of all, $3.37.

In the current quarter, April-June 1966, we anticipate a
cost per thousand of $3.12, which will be our best record
to date. Are we and our client getting smarter? I sincerely
hope and believe so. Our timing is improving, as weil as the
specificity of the ground rules we provide the networks.

In this history you may be bothered by the over-
$3 efficiency levels. But a key fact is left out. We are trying
to reach men, young men. And next to teen-agers, this is
the most elusive audience target in nighttime television.
Our target CPM’s were not only achieved each year but the
trend has been down as we have sharpened our proficiency
in estimating audience composition, and that’s what Client
W looks at: the cost-per-thousand prospects.

One more Burnett client buying history, this one a reg-
ular user of packages. Here we examine 12 full quarters of
experience. Note that in examining the seasonal data year
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TRICKS OF BUYING NETWORK PACKAGES continued

Expertise and luck can produce the best television package buys in town

to year, and despite budget size, there is a clustering of:

e Average cost per minute; the spread is pretty narrow.

e Average audience rating per minute; from low to high
in a given season there is only a 3.2 rating point
differential.

e Efficiency; the clustering for this client is around the
$3 mark, with only four of the 12 quarters falling
above that attractive level.

et e — e e e e
BURNETT CLIENT M
Quarterly Packages — 1963-1966

GROSS VALUE COST
(000) PER/MIN. AA CPM

J-A-S (summer)

1963 $1,250 $19.0M 12.7 $3.02

1964 1,950 17.9 12.0 2.89

1965 1,960 20.4 13.3 2.95
0-N-D (fall)

1963 410 27.7 18.1 2,98

1964 1,200 25.2 17.3 2.80

1965 1,250 27.3 16.1 3.14
J-F-M (winter)

1964 280 21.8 14.4 2.95

1965 850 24.6 17.6 2.65

1966 1,100 26.7 16.2 3.07
A-M-J (spring)

1964 760 20.6 12.8 3.12

1965 350 24.6 13.1 2,79

1966 350 21.5 13.6* 2.95*

*est.

Boiling down this client’s multi-million dollar, four-year
experience, we are taught, again, that the governing factors
in package buying are beyond our direct control. The total

TELEVISION Magazine, August 1966
“The trouble is, nothing ever happens around here.”
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supply and demand of the market is the single most [impor-
tant consideration in pricing. The advertiser’s budggt does
not affect unit costs. And professionalism does not gufrantee
cfficiency. We and our client are both pretty professional in
the package world, and while delivered efficiencies hover
around the $3 line, they move above and beneath it, and
there is no trend that can be spotted. Year-to-year, quarter-
to-quarter, you do the best you can with the tools you have
and with the merchandise that may be available.

In examining the general and the specific, in examining
many millions of dollars of package-buying results we have
found, on the evidence: There is no effect of budget size on
either unit cost per minute or on the audience efficiency of
the purchase.

It is our view at Burnett that there are critical faqtors in
efficient package purchasing. These include:

e Overall expertise, being a professional, knowing the
market and the people in it. This includes, incidentally,
having constant communication with other agencies so that
at a given instant you may be able to consider in soliciting
a package for your client not only network availabilities, but
also such “sell-off” requirements as other advertise}s may
seek. We do this by maintaining regular contact with key
people in the top 20 or so television agencies. The exjpertise
includes a continuing knowledge of the market situation—
who is buying, what is being bought, the pricing that pre-
vails, those shows in which there is flexibility, and those in
which prices are cast-iton, having an intimate familiarity
with the efficiency levels at which packages are being bought
and sold, and above all, being realistic in every aspect of the
art. (There are some agencies, we know, who maintain two
sets of share estimates per network, the share levelfs they
honestly believe the shows will earn, and the shares they tell
a particular network that have been estimated for its shows.
This is supposed to give the agency a negotiating leYerage,
and it may, just once. But the networks are not staffed with
idiots.) '

e Network relations, or the diplomatic art of dealing with
the handful of people at the three networks with whom one
can negotiate. Suffice to say that network executives, ‘Propa-
ganda notwithstanding, are basically sound businessmen.
Their objective is just like yours and mine, to make a profit
for their company. And network opportunities can never be
disassociated from profit potential. The fine balance of the
“profit and loss swing” in network dealings for packages is
the key element in knowing what prices to offer, what pack-
ages to seek, and at what level a deal can be consummiated.

e Finally, Frank Loesser’s “Lady Luck”. Just as Sky
Masterson implored her to stay with him, so we each have
need of her benign influence. For the best broadcast Nostra-
damus in the business is no better than his expertise djvided
or multiplied by his luck. We are frank to admit that there
is a limit to our ability to prognosticate audience shares, the
effect of competitive programing, shifting audience profiles,
and the overall television consumption of the nation on any
given night in any given time period. We are professional,
but not infallible.

Hand in hand, expertise and luck can produce the best
package buys in town. And, if anyone suggests to you that he
did it all on his little slide rule, he’s pulling your Keuffel

& Esser. END
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Color TVisn't
five years away.
Or four.

Or three.

Or two.

Or one.

The color countdown is
over. Virtually all prime-
time programming is now
in color. Color TV counts
its audience in the millions,
and these are customers
who count for more.
Shouldn’t your product
enjoy the immediacy of the
programs that surround it?
Shouldn’t you be shooting
commercials in color now?
For excellence in color,
your producer and film
laboratory rely on Eastman
Kodak experience, always
and immediately available
through the Eastman
representative.

EASTMAN KODAK COMPANY
New York: 200 Park Avenue
212-MU 7-7080

Chicago: 130 East Randolph Drive
312-236-7234

Hollywood: 6677 Santa Monica Boulevard
213-464-6131
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Griffith won it on point
and so did we!

~ WORLD MIDDLEWEIGHT CHAMPIONSHIP FIGHT

EMILE GRIFFITH VS. JOEY ARCHER JULY 13, 1966 10 P.M. EDT
Market Station Rating

Los Angeles KHJ 12

San Francisco KTVU 13

Salt Lake City KSL 19

Boston WNAC 18
Hartford-New Haven WTIC 15

Providence WPRO 17
Albany-Schenectady WTEN 19

Buffalo WKBW 15

Washington DC WMAL 11

Syracuse WHEN 16

AUDIENCE DATA ARE BASCD ON ESTIMATES PROVIDED BY ARB, AND ARE SUBJECT TO THE QUALIFICATIONS ISSUED
BY THIS SERVICE. COPIES DF SUCH QUALIFICATIONS ARE AVAILABLE UPON REQUEST.

Ninety-one stations carried this latest championship fight, telecast live and in color from Madison Square Uarden
In the ten markets measured we were first in eight and a close second in two with shares ranging from 28% to 50% .
This champlonshlp fight was the seventh major sports event offered nationally by us in the past eight months.
And it’s still only the beomnmcv' We've got more than twenty champlonshlp sports events schedulcd for the next
twelve months. The dct‘uls w1l| be announced soon. If you can’t wait, call Jack Price at (212) 564-8000.

MADISON SQUARE GARDEN =RKO GENERAL SPORTS PRESENTATIONS
1440 Broadway, New York, N. Y, 10018
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INTERNATIONAL FILM from page 70

The varied television picture in the Middle East, Japan and Australasia

set up by Gilson, was held in Moscow
last May. The Russian screening com-
mittee reportedly expressed great inter-
est in—of all things—Jackie Gleason.

Georges Chammas, Middle East rep-
resentative for CBS Europe, covers a lot
of territory. He operates from Beirut,
Lebanon and also handles sales lor
Egypt, Syria, Iraq, Saudi Arabia, Iran
and Turkey. His report on the TV situa-
tion in each of these countries:

Lebanon has two commercial stations
that account for about 75 hours of pro-
graming a week; a national set count of
about 125,000.

Egypt has three TV services operating
in Cairo, two in Alexandria. All are
state-financed and controlled. The coun-
try has a set count of about 260,000 and
each channel telecasts 65 hours a week.

Syria has one government-controlled
and financed TV service with a set count
of ahout 45,000 and 46 hours of telecast-
ing a week.

Iraq also has one state-controlled and
financed TV service with a set count ap-
proaching 125,000. It delivers 50 hours
of programing a week, was the first TV
station in the Middle East to go opera-
tional, in 1957.

GOVERNMENT AND PRIVATE

Saudi Arabia has two TV services, one
controlled and financed by the govern-
ment, the other, Aramco TV, financed
and run by a private company largely
servicing oil company personnel. Abont
10,000 sets pick up the government sta-
tion while some 25,000 sets in the Aram-
co area pick up that signal. The govern-
ment service broadcasts for about 21
hours a week; Aramco TV goes for about
42 hours. Both stations are noncommer-
cial.

Iran has one commercial TV service
that is privately owned. It beams to a set
count of about 120,000 and televises
about 45 hours a week. The purchasing
of foreign TV programs is handled by
the few important advertising agencies
who dub the programs into the Iranian
language before they screen it for clients.

Turkey has only a small university sta-
tion in Ankara but the government is
planning a regular facility of its own.
No viewer [ees are imposed in Turkey,
or in any of the middle eastern coun-
tries.

Size makes the African market unique
and for Michael Kubeyinje, CBS Eu-
rope’s representative in Africa, it’s a ter-
ritory encompassing 114 million people
in eight countries. With headquarters in
Lagos, Nigeria, Kubeyinje's market runs
2,500 miles east to Addis Ababa in Ethio-
pia and 2,000 miles west to Freetown in
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Sierra Leone. A number ol stations in
his area are in the English-speaking
countries ol Ghana, Liberia, Uganda,
Kenya and Sudan. The largest station in
the territory is NTs of Nigeria. It reaches
a set count of 20,000. This compares
with the smallest station, sL1v ol Sierra
Leone, which has 1,500 sets tuned in.
The average on-air time for these sta-
tions is four hours daily.

Koreaki Takahashi, VP CBS Japan
Inc., who has headquarters in Tokyo, es-
timates that more than 20 million fam-
ilies in Japan own TV sets—eight out of
10 homes—making Japan second only to
the U.S. in set penetration. The country
has two government networks—one gen-
eral and one educational. Each network
has about 200 “affiliated” stations. In ad-
dition, there are four key commercial
stations that make networks with 44 local
stations each.

Japanese viewers pay a government
license fee of about $1 per month for
their TV sets. As in the U.S., color TV
is making rapid gains. The government
networks now program about 209, of
their time in color and one of the major
commercial stations broadcasts more
than 209, in color. The steady rise of
Japanese-produced programs has been
pushing most of the imported shows out
of prime time and now only 15 [oreign
programs get nighttime exposure during
the week. So successful has been Japanese
cartoon production, it is now consid-

ered one of Japan’s most promising ex-
ports.

William G. Wells, managing director
ol CBS Films Pty. Ltd.,, an Australian
operation, has as his territory, in addi-
tion to Australia; New Zealand, the
Philippines, Hong Kong, Taiwan, Thai-
land, India, Singapore and Malaysia.
The area accounts for 600 million people
of diverse races, cultures, religions and
politics. The big TV growth area has
been Australia, which in 10 years has
put up 74 stations reaching 2.5 million
homes, almost 809, of saturation. New
Zealand TV also has developed rapidly
in five years and its government-con-
trolled service now reaches 609, of the
total population.

TV distribution prospects in the Phil-
ippines have slowed considerably in the
last two years, according to Wells. There
are six commercial stations in Manila
serving about 200,000 sets. A few years
ago these stations were entirely depend-
ent upon imported film series. Today
more than half ol all programing is
locally produced.

Hong Kong, which currently has only
a wire TV service from Rediffusion, will,
within the next 17 months, have an over-
the-air facility with both English and
Chinese channels. In other areas of Asia,
television is in its infancy. And because
of monetary and educational limitations,
growth is problematical. In Singapore
and Malaysia, for example, television has

&

GOTHAM
BROADCASTING
SYSTEM
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“[ propose we discontinue our contribution to the educational network. It’s getting

better ratings than we are.”
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His lifetime
gets longer
every minute

It’s a good deal longer than it
used to be, ten or twenty or
thirty years ago. And it gets
longer every day, thanks in
large part to medical research.
Over a million men and women
are alive today, cured of can-

cer. Research helped find the

answers that saved their lives.
Research takes time. And
money. The American Cancer
Society spentover $12,000,000
last year alone, to find still
more of the answers. Yet
$2,000,000 in research appli-
cations, approved by the So-
ciety, could not be financed
for lack of funds. Your
dollars are desparately
needed to help speed the
day of victory over this
dread disease. Send your
check today to CANCER,
¢/ o Postmaster.

AMERICAN CANCER SOCIETY

INTERNATIONAL FILM continued

to be presented in four different lan-
guages.

CBS Films does not have its own Latin
American operation, but by next Janu-
ary one will be started, probably based
in either Mexico or Venezuela. Latin
television, spread over 17 countries, is in
varied stages of development. It ranges
from Mexico and Argentina, which have
more than two million sets each, to Para-
guay, which has fewer than 1,000 sets.
All of the Latin American nations have
commercial operations.

CBS Filmes do Brasil Ltda. is current-
ly CBS’s lone selling outpost in South
America. It was established last year with
Jorge Adib as superintendent and Italo
Cariola as sales manager, both operating
out of Sao Paulo. With a population of
80 million, Brazil is served by 38 TV
stations in 25 markets. There are five
stations each in Sao Paulo and Rio de
Janeiro. The stations operate from noon
until 1 or 2 a.m.

CANADIAN QUOTA

Canada has been the best prospect for
U.S. program product over the years, and
Ken Page, VP CBS Films Canada Ltd.,,
with headquarters in Toronto, says the
company has little selling to do. There is
a quota system in effect against foreign
programing but it’s a generous one. Of
total airtime, 559, of programing must
be devoted to locally produced product.
This leaves a 45%, balance for foreign
distributors. As part of its buying policy,
however, Canada demands and gets pre-
release of the new U.S. programs it takes.
This gambit helps Canadian stations
maintain audience in those border mar-
kets that can pick up U.S. station signals.
The Canadian who sees a prereleased
show on his local station is not likely to
defect to a U.S. station carrying the same
show days later.

The principal difference between Ca-
nadian and U.S. TV is that the govern-
ment takes a great interest in broadcast-
ing with its owned-and-operated Cana-
dian Broadcasting Corp. There is also a
language difference. About one-third, or
six million people in Canada, speak
French, which necessitates program dub-
bing.

There is challenge in the years ahead
for CBS and all U.S. program distribu-
tors. Ralph Baruch, CBS international
sales VP, in a speech before the Holly-
wood Advertising Club during the con-
vention, noted that the “quantity of
American material used by foreign tele-
vision organizations is getting smaller
and smaller . . .” He cited the restric-
tions many countries impose on Ameri-
can programs. The United Kingdom
stipulates that a minimum of 86%, of air
time must be of Commonwealth origin.
Canadian air time is 55%, local origin,
Australia 50%,. Even Japan, a free mar-
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ket for the most part, has seen a dip to
about 139, U.S. product vs. about 409,
a few years ago. Baruch also né}ed that
Argentina, Italy, Mexico, Brazil and
many other countries have, or are put-
ting, stumbling blocks in the way of free
television program import.

Concluded Baruch: “We beliéve that
American television is being sold short.
We believe that our quality and balance
of programs are as good, if noq better,
than anything shown in television any-
where. What we are looking forward to
is reciprocity in unrestricted commerce
in television programing withont arti-
ficial barriers.

That is the hope of U.S. progtam dis-
tributors. And in a tightening overseas
market, it is a lot to hope for.

QUESTIONS AND ANSWERS

Just what are the specific overseas
problems TV distributors face? To find
the answer to this question, the, editors
of TeLevisioN talked to 11 CBS Films
sales executives (eight of them “off-
shore” salesmen and three froin U.S.
management) . A one-hour questjon-and-
answer session was tape recorded and is
presented here in condensed form.

Mr. Baruch addressed the Hollywood
Advertising Club during yout West
Coast sessions, on the subject of foreign
resistance to American TV product.
From that I'd gather that there [is a lot
of adverse reaction to U.S. progﬁams. Is
this so, and is it any stronger than it ever
was?

Baruch: No, it is not so. There is not an
adverse reaction to the product but there
is less use of the product. |

Mayo: 1 would certainly subsFantiate
that as far as we're concerned.
Hilford: I think one of the points made
was that adverse reaction, if it has come,
has been used for political mean:] to sup-
port restrictions against foreign pro-
graming in general or American pro-
graming in particular.

Let me put it this way—is it a rougher
sell today than in years past?

Baruch: On a worldwide basis, yes.
Page: Speaking for Canada, I'll have to
make exceptions. American product is
welcomed because we live by it. We live
in such close proximity. We have [to have
it. And the same shows are enjoyed, the
Beverly Hillbillies are great up there.
And there’s no question of anyone criti-
cizing American programs any more
than, let’s say Cleveland Amory, who
will criticize a bad one. Americg’n pro-
grams are not only welcome but are es-
sential to Canadian broadcasting.
Baruch: But over the years the lfmnunt
or percentage of product that is required
to be manufactured in either Canada or
the British Commonwealth has in-
creased. There have been reports about
the great number of American programs
and the influence they’ve had oit Cana-
dian audiences. Wouldn’t you agree?
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@ THE OPEN QUESTION
 HUMAN RIGHTS

@ THE MILWAUKEE SYMPHONY
@ SPEGIAL ASSIGNMENT

@ THE NEWSMAKERS

@ TODAY FOR WOMEN

@ MID-DAY

 BOWLING WITH THE GHAMPS
@ LOGAL & STATE NEWS

Almost any time you tune in you'll
find our community spirit showing

We've always taken a special interest in Milwaukee. That's because it's
our home town. Matter of fact, we were the first television station in
Milwaukee. And, today, we're still the only one that's locally owned and
operated. ® We're proud that our community spirit shows through in so
much of our programming. We're also proud of a lot of other things. Like
bringing the best of NBC to Milwaukee. Being first in Milwaukee with color.
Telecasting more color than all other Milwaukee stations combined. And
building one of the nation’s first round television studios. ® What's more,
we intend to keep things going this way. Simply because we're so proud of
being the No. 1 television station in our own home town.

MILWAUKEE RESPONDS TO coLoRFUL VWV TIMIUJ-TV
CHANNEL @

THE MILWAUKEE JOURNAL STATION
NBC in Milwaukee

MII WAUKEE Al SO RESPONDS TO WTMJ RADIO

Represented by: HARRINGTON, RIGHTER & PARSONS — New York » Chicago * San Francisco » Atlanta » Boston » St. Louis * Los Angeles
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INTERNATIONAL FILM continucd

As foreign countries increase their production capability, fewer U.S. shows are used

Page: Yes, but our programs as such are
very desirable . . .

Baruch: Because in Canada the audi-
ences can be heard. In other countries in
the world, the audience’s taste is not be-
ing considered. In Canada ratings are
considered as are other points that are
not considered everywhere else.

Block: You asked about a tougher sell.
There are also very natural forces at
work that we find, for example, in Japan.
Many countries in the early days did not
have a production capability of their
own. Quite naturally in a country the
size of Japan, with its artistic, creative
and productive capabilities, it has de-
veloped a film industry. It has developed
its own talent. Television has emerged
as a very strong force, and quite natural-
ly we run into a great deal of competi-
tion. There is a predilection for locally
produced product. This is Lo be expected
as the business develops.

Mayo: In England, we face a highly re-
strictive quota: 149, of total amount of
programing. 1 don’t think there is a
company that would not welcome a re-
laxation of that because I feel they
would take as much American program-
ing as they can get.

Baruch: When you say a company, what
do you have in mind?

Mayo: The Rediffusions, the Granadas,
the ABC’s. They feel the restriction the
same as we do.

Does the opening of the BBC-2, the
UHF operation, mean you’ll be able to
sell more product?

Mayo: Yes, a little bit.

Around the world, then, as more facili-
ties open, there will be roem for more
product selling?

Mayo: As the facilities increase, of
course.

Baruch: The BBC-2 {acility has been
open for some time. The use of Ameri-
can feature films increased, or made it-
self felt for the first time. Since features
are considered part of the 149, quota,
any small advantage that was gained by
a third channel being on the air was
diluted, or even disappeared, through
the appearance on the scene of feature
films, which cut our program time nearly
in half.

Gilson: 1 think you should add that
other countries are selling in England,
particularly in the children’s field.

It would seem you’re faced with two
things—a lot of new facilities coming in
and an opportunity to sell more product.
On the other hand, developing TV na-
tions are producing more on their own.
Would you say you’re coming up on a
plateau, with no great rise in the future,
but no great drop, either?
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Hilford: There's one other factcr, that
of the restrictions. These two things you
mention are probably valid. But as these
two things have been on the increase,
restrictions world-wide—either in the
form of limitations on American procuct
or in the form of financial difficulties
with exchange programs—have tended to
make it tougher sell.

Baruch: When you say, more [acilities,
there haven't really been that many
more facilities, except BBC-2, which has
been on the air for some time already.
Since then not any really big, new facil-
ities have opened up anywhere. When
you have restrictions and quotas and
other problems of remittances, and you
don’t have many more new systems com-
ing in I would agree you are reaching a
plateau.

How about the Germans? Didn’t the
Germans open up a second facility?
Baruch: Yes, the second network in Ger-
many was-opened several years ago. And
a third channel has gone on the air in
some areas of Germany.

Gilson: It’s not covering very much of
the total area. But I think that probably
in another year and a half it will cover
most of Germany. It has four stations
now.

Baruch: The character of that third Ger-
man channel is cultural. And while we
are selling quite a bit of material, it is
not buying any regular entertainment
programs.

How about the British pay-TV experi-
ment? Does that look as though it might
take American product?

Mayo: We are not able to make any ma-
terial available to pay TV. Our con-
tracts with producers and with talent
restrict us from offering programs to
pay TV.

Are there pay-TV operations coming up
in any other parts of the world?

Gilson: Not in Europe.

Wells: Not in Australia.

Is there a prospect of this?

Baruch: Not that I know of anywhere.
On facilities—how is the new station out-
look in Africa?

Kubeyinje: At the mmoment it's becoming
more or less a necessity for most African
nations who can afford television to have
it. We still have a lot of problems in
terms of facilities and talent. But you
always find a desire to have more local
programs. I'm sure that as soon as we get
facilities, and we have the necessary tal-
ents, we’ll go exactly the way the ad-
vanced countries have gone.

How’s the pace going for opening facil-
ities? Is it a slow process now?
Kubeyinje: It’s pretty slow. The talents,
of course, are developing.

wwwwy americanradiohistorvy com

There has been a marked fall-off in the
use of American preduct in Japan!
Sugiyama: Well, we had been ex;fecting
this. As we increased our own produc-
tion capacity this was an inebitable
trend.

How severe has the fall-off been?

Block: If I remember the figures . . .
American programs might have occupied
as much as 35%, to 40%, of prime time
five years ago. Today the American pro-
gram industry is down to about 159%,.
This doesn’t mean that Japan isn’t a
good market, but it’s a recognition of the
fact that Japanese audiences prefer their
own home-grown programs. There is a
place for American product, and I don’t
believe the experience in Japan is that
different from the rest of the world. As
foreign television opened up it did not
liave a production capability of its own.
It turned immediately to American tele-
vision programs. I think in practically
every country you will find this same
drop-off taking place. I think the same
thing happened in Argentina.

Baruch: Live programs have taken over
the top 30 or 40 positions in Argentina.
There is one area where I think the local
production has not kept up with our ex-
port, and that is the news and public-
affairs area. Here we have not felt a
lessening in demand.

Block: As a matter of fact, our lfigures
show that we've been going up. Our
gross sales on an absolute basis in news
and publicaffairs programs have in-
crcased cvery single year since we've
been in business. Again, in Japan . . .
we've had CBS and public-af[ai‘}'s pro-
grams on the air every single week since
1961.

Hilford: This also relates to th¢ pene-
tration we’ve achieved with both news
and public-affairs programs. This isn't
necessarily a question of pricing, More
and more countries are becoming aware
of the need for, and quality of, this kind
of material.

Have all you gentlemen had success in
selling documentaries?

(A “yes” around the table.)

Gilson: Extremely so in Europe.

Block: Except really in Brazil.

Adib: Recently we sold 20th Cenitury at
what we considered a fantastic break
through for a big announcer in Brazil.
But we have difficulty with documen-
taries. We have very strong competition
in Sao Paulo and Rio de Janeiro, But I
think that now the mentality in Brazil
is changing.

Block: We have been selling our news
film service in Latin America very well.
But in Latin America the competition
between stations has meant that those

TELEVISION MAGAZINE / AUGUST 1966

-


www.americanradiohistory.com

You've got to take
a couple of rides on the M.B.T.A.
before you really know Boston.

YOU'VE GOT TO EAT A HOT DOG
AT NATHAN'S IN CONEY ISLAND
BEFORE YOU REALLY KNOW NEW YORK.

Pou’be got to spend an ebening
at Robin Hood Dell before
pou really knotw Philadelphia.

You've got to to be proud of the site
where the Continental Congress metin 1776
before you really know Baltimore.

You've gol to go Lo Forbes Field and root for the Pirales
before you really hunow Pittsburgh.

You've got to watch your kids enjoying Franke FPark
Children's Zoo before you really know Fort Wayne.

You've got to know The Loop like the back of your hand \
before you really know Chicago.

Cyou’de got totake a
thousand inoﬂ’eﬂ ridea up @Ia@ %FF
gerofuz Yyou "LELIFP” Lnaw San $ancidco.

We know Boston, New York. Philadelphia. Baltimore. Pittsburgh, Fort Wayne, Chicago,
and San Francisco because we live there. It's a lot easier to sell a product. GROUP
you believe in when you're selling to neighbors who believe in you. W

NY

WESTINGHOUSE BROADCASTING COMPAI
WBZ - WBZ-TV BOSTON - WINS NEW YORK - KYW - KYW-TV PHILADELPHIA - WJZ-TV BALTIMORE - KDKA - KDKA-TV PITTSBURGH - WOWO FORT WAYNE - WIND CHICAGO - KPIX SAN FRANCISCO
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COUGH...GASP
..WHEEZE...
COUGH...

Sound familiar?

Many people have breathing
problems—shortness of
breath, persistent cough,

too much phlegm—and they
brush them off.

They hardly notice—until
their fun and work are
interrupted, their happiness
threatened, even their

1

ives.

Don’t let it happen to you.
It might be emphysema or
some other respiratory
disease. See your doctor.
Use the coupon.

Paste on postcard
NTA
GPO, Box 2400
New York, N.Y. 10001

Send me the free booklet, “Your
Breathing Troubles: Understand
Them, Face Them, Treat Them”*

S S S e S I e

NAME

ADDRESS

ZIP CODE

*Published by
National Tuberculosis Association,
paid for by Christmas Seals.

INTERNATIONAL FILM continued

stations have concentrated strictly in en-
tertainment and have done only the
amount of news required. They have not
really realized, as so many other coun-
tries have, that television is greatest as
both entertainment and information.
The second part is only coming to reali-
zation now in Latin America.

News service? What is that operation
like?

Block: CBS has a worldwide newsfilm
organization gathering news for the net-
work. CBS Films and its associated com-
panies distribute this to broadcasters
throughout the world.

Day-to-day product?

Block: Yes. A story breaks in Tokyo to-
day and it’s on the air in Brazil tomor-
row.

Baruch: In news and public affairs, it
isn't like selling an hour or a half-hour
show on a weekly basis. News and public
affairs is different every time it goes on
the air. The naturc of the animal is such
that one show may appeal to 14 areas
and another may appeal to 40 and a
third show may appeal to only two. So
you have to be very flexible.

Wells: In Australia all the public affairs
programs are offered and the stations
sclect the programs that interest them.
How are they offered?

Wells: It depends. I might get a phone
call at 2 or 3 a.m. to say that something
has broken somewhere, such as when Mr.
Kennedy was assassinated. The stuff will
be on the first plane out, which may be
just a few hours later. We then try to
alert all the stations in Australia and
New Zealand and we get those programs
to them as fast as a jet can get there.
Mayo: On the regularly scheduled news
and public-affairs programs, of the CBS
Reports variety, we get advance notice
and can plan accordingly. But it's the
CBS News special that comes up momen-
tarily and is exploited on the basis of
time limits.

Hilford: With regard to the CBS News
specials, one of the major problems we
have is one of time lag. For example, one
of us could be called at home in New
York at 9 p.m. and be told that at 9:30
p.m. a special is going on say China,
which just exploded an H bomb, or a
major statesman who has died, or what-
ever. Any situation that demands an
immediate program in the States is prob-
ably of interest overseas. But it becomes
very difficult with this time lag to phys-
ically make the prints on order. So what
we often have to do to service these peo-
ple properly is go ahead and gamble. We
order six or eight or a dozen prints—
whatever is required—and we get them to
the airport and then tell our people
they're coming.

How is pricing set for this kind of show?
It would seem there’s no set price like
for a series.

VA americanradiohistory com

Baruch: We have established a pricing
for cach of these areas. I can't say this is
a very profitable area for us beFause, as
you can see, it involves a communica-
tions network and expenses that are
quite considerable. But I also) believe
that this is the function of a dist'r‘ibution
organization that is in the broadcasting
business.

Wells: It’s a responsibility.

Baruch: It's a burden that we gladly
bear. But at the same time it is some-
thing that we try to make a small profit
on. We don’t always succeed.

Block: Apart from the profit factor, by
coming in with the public-affairs shows
and our newsfilm service, this sets us
aside from all other distributors. It gives
us a different image in the market.
How about Eastern Europe as a potential
market?

Gilson: It has great potential, but we ob-
viously have currency difficulties which
close down the sales. They do not have
hard currency. But sales are being made.
By countries, or areas, perhaps wt might
go around the table and find out what
have been your most popular selling
shows?

Gilson: Speaking for Europe, it differs
from country to country. In Scandinavia
it might be Trials of O’Brian; in the
French areas it might be Green A“ res; in
Germany public affairs. It's very difficult
to pin Europe down to a particular show.
If T had to be forced to it, I would say
that probably over a long period Perry
Mason and The Defenders were the two
most popular. J]
Mayo: In the UK Perry Mason has been
the most outstanding success. It played
on the BBC and it was the only BRC
program in the top 20. The Defenders
was an extremely popular series. In the
other area, The Beverly Hillbilhées was
in the top 10. My Three Sons was popu-
lar.

How about in the African nations?
Kubeyinje: I think that most ol the suc-
cessful shows in the U.S.A. have been
very successful in the African market. On
Perry Mason, one station has bought
everything that we have available, They
like Rawhide very much.

Why do you suppose that is?

Wells: I think their people perhaps are
more interested in what's going on in
other parts of the world. Perhaps Aus-
tralia is a little closer to what’s going on
because they have commercial television
as well as government TV.

How about Canada?

Page: The greatest thing in Canada is
hockey, which nothing beats, especially
at playoff time. In the last national Niel-
sen, the number two show was the
Beverly Hillbillies, playing Saturday at
7 p.m. Then I think Bonanza, if we dare
to mention . . .

Baruch: No, we’re talking abowt our
shows.

Page: Perry Mason . .. is about the most
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INTERNATIONAL <ILM continued

popular show that’s ever played. Hogan’s
Heroes is up there, and . . . Green Acres.
The tastes are almost identical, and
there’s a very strong parallel to American
tastes, which you may well expect, of
course.

Takahashi: Rawhide and I Love Lucy
were very popular in Japan. Currently
Hogan’s Heroes is popular . . . running
about double the stations’ average rating.
Perry Mason ran for years and I Love
Lucy ran three times already. Also, The
Defenders was on NHK, the government
network. Some of the family comedies,
like I Love Lucy, were very well re-
ceived.

Mayo: If I may go back to the UK, there
is a very interesting thing that just hap-
pened. We sold the Phil Silvers Show for
a fourth run and that's unusual for a
market that rarely repeats for a second
rumn.

Adib: Brazil has Perry Mason, Twilight
Zone, Beverly Hillbillies, Have Gun,
Will Travel, all of about equal popular-
ity.

How about Australia?

Wells: Perry Mason, Beverly Hillbillies,
Phil Silvers has also played four times in
Australia. Public-affairs programs on the
Australian Broadcasting Commission are
extremely popular, in prime time. The
Australian  Broadcasting Commission
seems to be very happy with our public-
affairs programs, because the results they
get when they're played in prime time
create tremendous viewer interest.

Are the tastes in New Zealand much the
same?

Wells: They're similar. New Zealand
would use even more of our public-affairs
programs than the Australian Broadcast-
ing Commission. It was not dubbed in
Japanese . . . so its rating wasn’t very
high, but it was very popular with cer-
tain groups.

Hilford: This was a particular note of
status for The Defenders. As 1 under-
stand it they felt, purely from the stand-

point of the Japanese people learning
the English language, that the language
in 1'he Dejenders was such that it should
not be dubbed, but rather presented in
subtitles.

What happens when a program, like
“The Defenders,” has become so popular
overseas but fails to make it on the net-
work in the United States after so many
years? Maybe it runs for two years and
here it stops. You can only sell what’s
been sold here.

Block: Just to generalize, two shows from
a rating point of view that you could
classify as failures in the U.S. were Trials
of O’Brian and The Reporter. Both
shows were very popular overseas and
the question was: “Why can’t you give
us more episodes?”

Do you think the international market
will ever reach the point where it might
overweigh that consideration and yocu
would continue to make series just for
the overseas market?

Baruch: No. The economics of the busi-
ness, with costs going up as rapidly as
they are for domestic production, out-
races any increases. Most countries are
not increasing their prices, as we can
demonstrate in some areas where the pro-
gram prices offered have been dropping.
So you have an increase that we can’t
keep up with. While this could have
been possible five years ago if the inter-
national market had then reached its
peak and production costs hadn’t been as
high, maybe then there could have been
a narrowing of that margin. I think now
the margin is getting so extremely large
that there is no hope for this.

Hilford: For years we've been trying to
get the foreign broadcasters, particularly
in the commercial areas, to be more so-
phisticated in their purchases of Ameri-
can shows so that people who have
bought a series, and who have invested
a lot of money in a commercial competi-
tive situation in promoting the show, in
merchandising the show, and in tying up
their efforts with it, aren’t shocked when
it dies at 13 or 18 or 26 episodes. We’'ve
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told them it’s important to examine the
U.S. time periods. We've told them it's
important in their buying to be less im-
pressed by the glamor of the rew show
and to look instead at the potential it
has to sustain itself over a substantial
period of time. They're slowly beginning
to come around to this. Their purchases
are beconiing more sophisticated as they
become aware of this kind of thing.
They usually buy simullaneous}y with a
program’s debut in the United States?
Page: Yes. In the case of Canada you
have the unique situation where it de-
buts not at the same time, but [ahead of
the U.S.A.

Page: This is a circumstance called pre-
release which has become a requisite {or
sale in Canada. It was origiﬁally de-
signed to bolster Canadian audiences, to
get them tuned to Canadian| stations
—considering that so much of the popu-
lation lies within range of U.S. signals.
The Canadian broadcasters felt pretty
badly in the early days of takir{g a show
from the States and playing it| after its
U.S. telecast where so many of their view-
ers may have already caught it and devel-
oped a habit of watching U.S.| stations.
So prerelease encourages Canadiian view-
ing of Canadian stations. It doeﬁn’t solve
the problem alone, but is a help.

When did this start?

Page: About five years ago.

Is this a situation unique to (anada? I
don’t imagine any other natign would
have it?

Page: It’s unique in Canada. There’s a
good reason for it and there’s apprecia-
tion of the efforts of American suppliers
and CBS to accommodate them!

Mayo: In the UK it varies. For example,
Green Acres, which is a new show on
CBS this year, is now running on the
BBC. On the other hand, O’Brian, which
played last year and was a failure, is
starting on July 1. So it plays a year
later, so there is no pattern there.
Wells: In Australia the progiams run
about six weeks behind American re-
lease.

Gilson: I would say Europe’s normally
about a year behind, with two excep-
tions, Finland and Holland.

Which are what? Simultaneously?
Gilson: Very close in Finland. They will
buy on a pilot, whereas most will re-
quire to see three or four shows,
Everyone would protect themselves, of
course, if they waited a year to see how
it did in the United States.

Baruch: In some countries American
success or failure does not influence the
program buyer, because in these coun-
tries, particularly in Europe, television
schedules do not run on a weekly basis
where you have the same schedule week
in and week out. On a Monday night,
for example, you may have on iweek one
a program scheduled and on week two
a different one, week three agdin a dif-
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You don’t sell ‘McHale’s Navy’ to Japan or ‘Hogan'’s Heroes’ to Germany

ferent one and week four or six do not
resemble week one or two at all.

They buy individual shows?

Baruch: They may schedule show num-
ber one on week number one and show
number two may not be scheduled for
three or four weeks until it comes on a
completely different day and hour of the
week.

Has “Hogan’s Heroes” sold in Germany?
Gilson: Ha, no, I'm afraid not.

You would attempt it?

Gilson: It has been screened, yes. Very
definitely.

Baruch: Do you think we should be
bashful?

I don’t think you’d have a chance. It
would be like selling . . .

Page: The Untouchables in Italy.
Wells: Or McHale’s Navy in Japan.
Gilson: Well, we sold it in Holland!
That’s still a different situation.
Gilson: Oh, I don't know . . . after the
riots during the royal wedding.

Baruch: One point I'd like to make,
which has been bothering us. What is
creeping into the business are companies
that either short-change the producer or
short-change themselves. In many cases,
particularly in those areas that buy a
great many programs, the producer does
not know the market, yet he likes to dis-
tribute his own product. Now with color
coming in and prereleasing color to Ca-
nada, it is a very difficult thing to work
out because production schedules work
tight. Last year we had a difficult time
keeping up the production schedule in
black and white to feed programs ahead
of time. The second point is that if the
producer does it himself, he may cover
three or four markets and he doesn't
cover in depth. He doesn’t get into the
40 or 50 markets that he should. Then
you have talent payments. Talent, I
think, gets short-changed. So that’s one
side. The other side is that certain com-
panies that are supposedly in the distri-
bution business in many areas of the
world work through brokers. Not know-
ing the market, they’ll have a man com-
ing to them saying: “I'll buy your pro-
gram for these and these markets. I’ll
give you so and so much in cash.” This
distribution company, not really know-
ing its market takes it, runs with it and
now you try to find out (I) what hap-
pens to the program, (2) how many
times its run and (3) the talent is again
short-changed because what the broker
sells it for should have gone to the pro-
ducer originally. I think this is very
prevalent in Japan. It’'s prevalent in
South America and Germany. We have
refused at all times to deal with brokers.
Sugiyama: I think that some of the
hrokers are really gamblers. If they can
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hit one show out of 10, they are much
better off than trying to sell two or three
at regular times.

Do you find that when brokers handle
product they service them properly and
that the show stays on the air a long
time, or is it the other way around?
Block: The basic point with respect to
the broker situation in Japan is that the
people involved in the production are
short-changed. A program, just to use
hypothetical figures, if sold through nor-
mal channels for $5,000, would return X
percentage to actors, directors, writers,
They all have a piece of the action under
various union f[ormulas. When you go
through a broker, let’s say the price is
$2,000 or $2,500 because he’s going to
have to turn around and resell, and he
must sell competitively. The price that’s
reported, on which the talent payments
are made, would be the price that the
broker paid.

Hilford: In many parts of the world,
when the representative of an American
producer or distribution company comes
into a market and gets involved in ne-
gotiations, the attitude on the part of the
buyer is “look, does it really make any
difference? Everything you’re getting is
gravy.” It isn't gravy. It's something
hopefully, to get the producer at least up
to a break-even situation, and to per-
petuate the industry.

This broker situation is on the upswing
then?

Adib: It’s true in Brazil.

Mayo: I can cite one example in the UK.
without mentioning the name of the
property. A very successful program on
domestic television was placed on the
BBC through an agent, virtually a
broker, and after a year’s run ol what
turned out a highly successful show they
became disenchanted with it for the rea-
son that they weren't properly serviced.
Do you automatically have international
selling rights to all CBS programs?
Baruch: Absolutely not. The CBS tele-
vision network gives us the rights that
they can obtain. And the amount of
product we have gotten has diminished
greatly over the last few years.

So this is a problem where the producers
hope to make their money faster, or
more of it?

Baruch: I suppose so. And yet, in the
end, they'll make less or theyll short-
change themselves. I'm not only talking
about some of the producers, it’s also
some of the distribution companies.
Many of the major motion-picture dis-
tributors in many of the areas sell their
product to brokers. And I've had re-
quests from some of the people in this
room: “Can’t you get me this and that
show they’re offering here to brokers.
and I could sell it for twice as much as
they're offering to the broker.”

In the area of prices generally, nobody
is ever really happy with the price he
gets. The feeling is, it could be more.

TRELEVISION Magazine, August 1966

“] just received word that one of the TV networks got its satellites crossed. They’'re

bouncing a track meet off us.””
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But how have prices been this last selling
year for you people? Are they going up?
How does it stand nation by nation?
Kubeyinje: I don’t think prices have
gone up. Certainly they have not in my
area. Africa has gone through a very tur-
bulent year. A lot of political and eco-
nomic problems have beset the conti-
nent. And there is always an excuse for
not trying to increase the license [ee. If
anything, they are trying to push prices
down.

Block: You also have in Africa what
amount to buying cartels, which operate
as a depressing factor.

What language is most prevalent in the
African nations?

Kubeyinje: The countries 1 operate in
all speak English. We don’t dub any ol
the shows. There is also a French-speak-
ing group, but they get most ol their
programs directly from France.

Do they pay more for programs from
France, or less?

Kubeyinje: They pay nothing. in many
cases. T don’t think they pay anything
at all.

Is that French government television?
Kubeyinje: Yes.

How about prices on the continent?
Gilson: They are generally stable. In one
case they've gone down, but in other
cases they've gone up, but generally,
across the continent, they're stable.
Have they gone up in proportion to
their increase.in circulation?

THIS SPACE CO; '
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Gilson: No. I would say they have not.
Mayo: In England, generally, the prices
have gone down. There are some isolated
responsible program companies who will
pay a relatively fair rate, but if you want
a generalization, UK purchasers are tak-
ing advantage ol a demand-and-supply
situation, that is artificial because of the
quoti.

Adib: In Brazil the price is down, too,
because there is no competition.

Block: There is another factor in Brazil.
We arc dealing with a country that has
a serious inflation and your money de-
preciates and you can’t increase your
prices from a real point of view as fast
as the inflation depreciates the value of
what you're getting.

Wells: In Australia we have a cartel at
the moment involving all the commer-
cial people and the Australian Broad-
casting Commission. Although ABC is
not part of the cartel, they go along with
a number of the conditions that the car-
tel has set up on prices.

What has the cartel offered? Give us
some idea of what’s happening.

Wells: This year they offered a price that
was 30% less than what they were paying
last year.

Baruch: I'll tell you more about the car-
tel situation. A group of broadcasters
came to New York and made the rounds
of the suppliers. They made a presenta-
tion to us, which they called a dog-and-
pony act, and showed us some figures
that indicated their film costs were up,
their profits were down, and they had
therefore decided to drop their prices by
one-third. They had all gotten together
into a legal, binding agreement, we were
informed, and this was it. Upon our own
detailed investigation of this, we found
that their film costs were up by 509, and
that is very possible, but our prices and
the prices of most of our competitors,
[rom what we hear, have only gone up
about 20%, in the three or four years
while our cost of product had gone up
about 50%,. We also found that their film
costs were up because their amortization
system had changed. In previous years
they were amortizing their purchases
over number of runs. Now they were am-
ortizing most of their costs up front. We
found that their profits had gone up.
We have also found that the circulation
has gone way up in Australia, and fur-
thermore we found even though they say
our prices had gone up in three or four
years, usually, five years ago, we sold just
four cities in Australia. Then the stations
themselves forced us—and I mean forced
us—to sell all Australian rights. They in
turn sold to the smaller markets at prices
that destroyed the market. Now they
want to pay one-third less and hand us
back these rights. The prices are de-
stroyed. This is a situation that is un-
tenable from our point of view.

Is New Zealand an open market?
Wells: No, it's a government monopoly,

and they set the price.

Page: Canadian prices are reasonably
stable. I have to believe that no price is
ever enough to properly reflect the value
of a show. With the advent of color,
there have been fractional increases in
the prices this year. The CBC 1&5 an ex-
cellent customer. And it’s well aware of
production costs. We still don’t get in-
creases in the same ratio as costs of origi-
nal production. The private broadcast-
ers, on the other hand—remembering
that Canada is a quota country; 559, of
air time has to be programed with Cana-
dian material-seek to depress U.S. pro-
gram prices in an effort to subsidize their
own production costs. However, they're
coming along to the fold.

Sugiyama: Generally speaking in Japan
it has been reasonably stable. Of course,
our economic situation has sométhing to
do with it. If it's on an upward trend,
they may be more flexible in price nego-
tiation.

Block: You have in Japan what you
might call a polarization. You|can get
higher prices today than a couple of
years ago for a few key shows thal they're
all interested in. On the other hiand, you
have a sharp drop in prices for all but
the key shows. Pricing on the average
has been stable, but you have an open
market place operating very [sharply.
The range is far wider than in ﬁhe past.
Are you now selling just to stations, or
do you also have to sell advertisibg agen-
cies and advertisers in Japan? |
Sugiyama: Well, this is actually a new
area, and not only our company but all
other distributors have tried in ;he past,
in vain, to sell these people. Only some
have succeeded. But the trend is chang-
ing. We do contact agencies and adver-
tisers.

Baruch: You sec, this is thc point,
again, of the good distributor. If you
sell to a broker he’ll make the qlrst sale
he can make whatever price he can make
it for. But if you have a good organiza-
tion, like we think and know we do, we
will explore every possible avenue of in-
come and sales in these areas. Impor-
tantly, 98.59, of our staff is made up ot
foreign nationals. So these people are on
the spot, know their market, and have
lived there all their lives.

Is Canada the only color-fihn market so
far?

Takahashi: No, Japan to a degree.
What is the current color penetration in
Japan?

Takahashi: About 100,000 sets. This
year they are expecting the sale of some-
thing like 200,000 sets. And interest-
ingly, some of the stations are broadcast-
ing as much as 209, in color.

How about color in Europe?

Gilson: They won't start in Europe until
fall, 1967. :

On which system?

Gilson: Well, that’s the wholg prob-
tem! FND
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Since we put his show in national
syndication three years ago, Mike Douglas
has become a spectacular success.

His show is now running in over
100 markets, (including 74 of the top 80
television markets.) It’s a healthy kind
of show geared to mass audience
entertainment. With spontaneous fun and
games. Dress-up duets. And exciting
guests who open up as easily asa
twist-off cap whenever they get with Mike.

So we just want to take a few
moments out to wish the happiestof
birthdays (and many, many more) to one of
the hottest guys in television.

- WBCPROGRAM SALES, INC.

240 West 44 Street, N.Y., N.Y. (212) 736-6300.
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THE MANY WORLDS OF LOCAL TV from page 49

News has become the keystone of local programing and it’s expected to keep growing

survey (last May 1 through 7). Five stations reported less
than five hours of local programing; 121 reported between
five and 20 hours; and 62 claimed between 20 and 30 hours
of local originations.

Table 1

PERCENTAGE OF TOTAL
OPERATING HOURS

1964 1965 1966
Network hours .......... 54.3% 58.0% 58.0%
Syndicated hours ........ 134 12.4 121
Feature films ........... 13.7 12.9 14.2
Locally produced ........ 15.5 14.7 15.6

(Base—235 stations reported 29,082 hours on air during first week in
May 1964; 232 stations reported 28,592 hours during first week
in May 1965; and 218 stations reported 25,833 hours during first
week in May 1966)

The emphasis on news was dominant in TELEVISION’S
survey. Prestigious, well-sponsored ad widely viewed, news
appears to have established itself as the bulwark of local
programing, and from all indications, it will continue to
grow. As Table 2 (below) shows, the proportion of news
to other locally produced hours climbed from 24.99,
in 1964 to 39.59 in 1965. The slight drop to 38.2%, in
1966 was more than balanced by a healthy gain in the
proportion of locally originated news to total on-air time.
In 1964 news represented 3.99, of total station hours; in
1965 the figure jumped to 5.89, and in 1966 stations re-
ported that 6.19, of their total broadcast time was filled by
news. Of the 4,040 hours of local origination during the
sample week, 1,595 hours were devoted to news.

Table 2
Locally Produced Activity (Sample Week)

% Of Locally % Of Total

Produced Station Hours
Hours On The Air
1964 1965 1966 1964 1965 1966
News 24.9% 39.5% 382% 39% 58% 6.1%
Children’s
shows 29.3 26.3 22.9 4.5 3.9 3.6
Variety-
panel-

dance 10.2 15.8 15.4 1.6 2.3 2.5
Religious 74 79 8.1 1.1 1.1 1.3

Women’s

service 7.5 71 5.3 1.2 1.0 .8
Sports — 5.5 5.6 — .8 9
Farm —_ 4.8 4.3 — N itf

Locally originated news is developing a far-ranging qual-
ity. Stations throughout the nation have been sending news
teams on foreign assignments, including Vietnam, and to
other areas within the U.S. Kstp-Tv St. Paul sent a team to
Vietnam to cover a U.S. congressman’s survey, and wiic
(tv) Pittsburgh went to Ecuador to report on Peace Corps
workers.

Kpix (Tv) San Francisco, like so many stations through-
out the U.S., gave extensive coverage to state and local
primary elections. Many stations reported the visits of
political figures to their local areas.

Respondent stations alloted 953 hours to children’s pro-
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grams during the sample week. But unlike news, shows for
the kids have recorded a steady decline in their proportion
to both locally produced hours and total on-air time. In
1964, children’s shows represented 29.39, of locally pro-
duced hours; in 1965, 26.3%,; and in 1966, 22.99 .| Their
proportion to total station hours declined from 4.59,
1964 to 3.99, in 1965 to 3.6%, in 1966.

Variety, panel and music shows registered a hefty gain
between 1964 (10.29, of locally produced hours) and 1965
(15.8%,), but in 1966 dropped 15.4%,. The proportion of
variety, panel, and music hours to total station hours, how-
ever, has risen from 1.6%, in 1964 to 2.39, in 1965 to
2,59, in 1966. WLwt (1v) Cincinnati, reported 19:45
hours of variety, panel and dance shows to set the survey
high. Many stations said they did not broadcast any such
programs during the sample week.

Data indicates that religious programs, like variety and
dance shows, have increased over the last three years. Reli-
gion’s share of the local program scene has grown from
749, in 1964 to 7.99%, in 1965 to a healthy 8.1%, in 1966.
Its portion of total on-air time has grown from 1.19, during
the 1964 and 1965 survey weeks to 1.3%, this year. One sta-
tion, wspa (Tv) Spartanburg, S.C., said religious programs
were its highest-rated Jocal type. Religion was often the sub-
ject of extended discussion programs. WeTv (TVv) Charlotte,
N.C., talked to four theologians—all of differing persua-
sions—about the “God is dead” controversy. r

Music for the hour-show was provided by a cheir per-
forming a “God Is Dead” chant.

Women’s service shows have experienced a steady decline
since 1964 when they occupied 7.5%, of the locally produced
hours. The figure dropped to 7.1%, in 1965 and then to
3.39, in 1966. Programing for the housewife also fell off
in relation to total broadcast hours during the sample
week: from 1.2%, in 1964, to 1%, in 1965, to 0.85%, in 1966.
Of the total 4,040 local hours, women received only 220
during the survey week.

Farm programing’s share of the home-town offering has
dropped off slightly from 4.89, in 1965 to 4.39, in 1966.
Agriculture’s portion of total on-air time, however, has
remained at 0.7%, for the past two years. Of interest is the
fact that slightly more than half of all farm programs re-
ported during the sample week originated from statjons in
the top-50 market areas. Farm programs emanatiné from
stations in smaller, more rural markets were generally of
shorter length and less frequent than those in the b% mar-
kets. Information supplied by respondent stations indicates
that the amount of farm programing will remain the same
for the foreseeable future.

Nearly half the respondent stations carried some form of
sports during the 1965-66 season, usually on a regular,

Table: 3
Stations carrying play-by-play sports in 1965-66:
106............. 48%
Play-by-play broadcasts by station
Less Than 10 Hours ..........ovuurunuinninnnnnn.. 34
11 20 25 oo e 27
26 80 BO oo 34
B t0 100 ... .o 11
101 t0 200 ... e 7
OVET 200 .ottt i e 3
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The combined News Departments of the
Scripps-Howard Broadcasting Co.

NEWS

IN A GREAT TRADITION!

The key word in the SCRIPPS-HOWARD BROADCASTING COMPANY is professionalism and nowhere is professionalism more
evident than in the News Depariments of WCPO/TV, WEWS Television, WMC Stafions, WNOX, and WPTV. Here highly qualified news
professionals seek ouf, inferpret and report the evenis that make up fhe local, nafional and infernafional scene and present it fo the

viewers of their respective markets in the finest fraditions of SCRIPPS-HOWARD NEWS.
The areas of Cincinnati, Cleveland, Memphis, Knoxville and Palm Beach depend on SCRIPPS-HOWARD NEWS.

AD}J.ASI‘ING CoMPANY

WCPO-TV CINCINNATI « WMC-AM-FM-WMCT MEMPHIS
WEWS-(TV) CLEVELAND « WPTV PALM BEACH - WNOX KNOXVILLE

REPRESENTED NATIONALLY BY BLAIR TELEVISION
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‘ BUT, mother, please, I'd rather do it myself,” conveni-
ently sums up the philosophy of wwj-rv Detroit
when it comes to filling its nonnetwork air time.

This year only 6.2%, of the station’s schedule is coming from
syndicated or other outside sources, and this percentage is
expected to fall to just short of the vanishing point. NBC is
feeding 65.2%, of the schedule, and the rest, 28.69, is wwJ’s
own handiwork.

On weekdays, the sole syndicated material telecast cur-
rently is the fiveminute Doctor’s House Call at 1:25 p.m.
and the cartoon material used on Bozo the Clown, 55-minute
kiddie show at 4 p.m. Saturday’s programs are network or
ww I-Tv produced save for more Bozo cartoons and the half-
hour Telesport Digest. On Sundays outside sources provide
such public-service programs as the religious Davey and
Goliath, University of Michigan Presents and the United
Nation’s International Zone, plus another batch of cartoons.
Also an occasional feature film will show up on Sundays,
particularly when the sports world is sluggish, but by the
end of this year the station will have no more feature films
in its vaults and that will be that.

Ian Harrower, program and production manager at the
station, says ww] always has tailored its programs to the
taste of the local viewers “but we really got into the thing
with both feet back about six years ago when it became
evident to us that programs from other sources were going
to fall off. The best we could look forward to was first-run
off-network programs and a good many of these had failed.”

James Schiavone, general manager of the station, which
is owned by the Detroit Daily News, says as syndication
sources dried up “we looked around and decided there’s
no reason why we couldn’t provide our own programs from
our own resources. We've had 93 years as a newspaper, 46
in radio and now 20 in television. Local program production
is the thing we can do that no one else can do—no network,
no motion-picture company.”

Schiavone also sees a future benefit {rom this local em-
phasis: when satellites are able to telecast directly to homes
there won’t be a need for a local station unless it can jus-
tify its existence with its own programs. “When that ulti-
mate day comes,” Schiavone says, “I don’t see any great
change in our philosophy. We're already preparing the way.”

He says the wwjJ-produced programs cost on the aver-
age at least 209, less than the syndicated product that would
be needed to fill the same time slots. He also says the wwJ-
made shows are “number one in their time periods, by
and large, over syndicated hall-hour in audience acceptance.”

According to Harrower, the station already had been
successful with some of its local programs before it decided
to go that route almost exclusively. One of the earliest
wwJ shows was the still extant George Pierrot Presents,
a travel adventure progam in which host Pierrot interviews

WW.J-TV aims for 100% local production

visiting travel lecturers who screen the films they brought
back from exotic locales. ;This started as a Sunday miorning
show back in 1953 and now runs for 55 minuteg every
day except Sunday at 5 p.m. In addition there is the spon-
sored Standard Federal George Pierrot Show Mondays from
7 to 7:30 p.m.

Another current show with roots in the past is |Traffic
Court which wwj started in 1954, then adding a similarly
formated Juvenile Court in 1956. In both programs real
judges were used for a time, and they confronted I onbIos
fessional actors who were given synopses of typical cases
to simulate. However, after a few years the bar association
decided it no longer could permit the use of actual judges
so both programs were abandoned for a while. The jstation
wouldn’t use actors for judges, fearing this would spoil the
semidocumentary feeling of the programs. Eventually the
two shows were brought back, with a retired referee from
the real juvenile court acting as judge for the 1nake~E>elieve
version and a professor of law at the University of Detroit
serving as judge of Traffic Court. Currently the vehicular
vehicle is slotted Fridays [rom 7 to 7:30 p.m. and its| junior
running mate the same time on Wednesdays.

Another long-lived local program on wwJ’s schedule is
Michigan Outdoors, a hunting, fishing, boating and what-
have-you show which Harrower developed with fish-and-
gamesman Mort Neff. It ran on wwj for 10 years, then left
for rival station wxvyz, and now is back at wwJ on 1Thurs-
days in the 7 to 7:30 p.m. spot. Weekend, which wwJ tele-
casts at the same time period on Tuesday, originally was
devised as a summer replacement that dealt with uxxat an
average family of four can do in Michigan over Saturday and
Sunday. After the first summer it took a seasonal break, but
the next year it was decided there was enough doing to keep
the show on year around.

At the Zoo with wwj’s weathercaster Sonny Eliot claims
the 7 to 7:30 p.m. slot on Saturdays. This started as/a one-
shot feature on the opening day at the Detroit zoo. Tjo keep
costs down, various segments for several programs are video-
taped and in some instances filmed on the same da)j at the
zoo. A similar cost-paring method is used with wwj's Beat
the Champ, a bowling show that is stripped Monday t{xrough
Friday from 1 to 1:30 a.m. with playoffs telecast at 1:15 a.m.
on Saturdays and 11:30 p.m. on Sundays. All seven shows are
taped in one working day.

“The one thing we stress in all of our taping,” Harrower
says, “ is the live approach. If the talent stumbles we keep
going. This contributes to a live look. People on our shows
have got to be human. Perfectionism can hurt as| much
as help.

Wwy follows NBC's Today Show at 9 o'clock each| morn-
ing with a 55-minute program from its own studios; Living,
which features Carol Duvall with women’s interest: items;

THE MANY WORLDS OF LOCAL TV continued

week-to-week basis. Table 3 (page 104) hows that 106
(489,) of the stations carried such programing between
Sept. 1, 1965, and May 30, 1966, a gain of 19, over the
1964-65 season. Wor-tv, a New York City independent,
claims about 1,000 hours of play-by-play sports programing
during the past season. Chicago’s woN-TVv, another independ-
ent, ran a total of 266 hours, devoted mostly to baseball and

106

hockey. Generally speaking, independents in the large mar-
kets set aside a bigger share of their time for sports than did
other stations.

During the May 1 through 7 survey period, 69 stations
reported airing 234 hours (5.6%, of their local origin%tions)
of play-by-play. Kpxa-tv Pittsburgh ran the most sponts dur-
ing the week with 28 hours of baseball.

In addition to popular sports such as baseball, bowling
and wrestling, stations carried a wide variety of other types.

TELEVISION MAGAZINE / AUGUST 1966

- wany amaricanradiaobistornsecam


www.americanradiohistory.com

in all nonnetwork hours of its schedule

Ed Allen with slimming exercises, and Lorene Babcock with
personal advice. Another block of wwj-produced programs
shows up on the Sunday daytime schedule: Country Living,
a farm-suburban helpful hints show; Church at the Cross-
roads, actual religious services telecast in cooperation with
the Metropolitan Detroit Council of Churches; House Detec-
trve, descriptions, pictures, locations and prices of homes for
sale in and around Detroit, and Design Workshop, wood-
working projects for do-it-yourselfers.

That’s the bulk ol the wwj-produced programs, except, of
course, the annual allotment of news, weather and sports
a few fiveminute featurettes spotted around the schedule.
One of these is a news commentary by Gen. S.L.A. Marshall
former military analyst [or the Detroit News. This is the
only instance where the television station makes use of per-
sonnel from the owning newspaper whose offices are just
across the street. The newspaper ownership helps, probably,
to enhance the local image of the station, but that’s about it.

Schiavone says the station’s local program approach “‘seems
to attract a higher type of advertiser—by that I mean we
manage to attract the bulk of the program advertisers, the
few who are left. A locally produced program offers distinc-
tiveness to the advertiser. He can claim it’s his own.”

Weekend is fully sponsored by First Federal Savings &
Loan; Michigan Outdoors is sponsored on alternate weeks
by Leonard Refinery and Auto Owners Insurance, and Stand-
ard Federal picks up the tab for the Monday George Pierrot
Show. The rest are spot carriers.

Wwj doesn’t syndicate its produced shows, although, ac-
cording to Schiavone, “there have heen some attractive of-
fers.” He says all the time and energy spent to make them
local programs means they cannot, of necessity, have uni-
versal appeal. And the station fears that if it did syndicate
one of its shows, little by little the pressure would be brought
to bear to delete certain references because they would be
considered to localized. Harrower adds this comment: “When
vou make them general, you make them blah.”

Harrower not only seeks a live spontaneity in the wwj
programs but also he makes a point of looking for person-
alities, not actors, to handle the talent chores. “First of all
we want them to be themselves in front of the camera, not
somebody else. I hire people on the basis that if the show
fails T'll still want the guy here and I'll find something else
for him to do. Harrower tells a cautionary tale about one
wwJ employee who did some sports reporting but just
sounded too smooth, too sleek too much like the professional
sportscaster to fill the bill. He has since made a success else-
where but he didn’t fill wwy’s need for a person with a few
rough edges still showing.

The staff that figures in the production of wwJ programs
shapes up as follows: one program production manager, one
assistant program production manager, seven producer-direc-
tors, five stage managers, three secretary clerk-typists, one

1966 2,074
HOURS

ww) SYNDICATION NETWORK WWS YNDICATIO
PROBUCED AND OTHER PRODUCED AND OTHER
ouTSt TS1D

OQUTSIDE
SOURCES SOURCES

PERIOD FROM JANUARY 1 THROUGH SUNE 19

staging services manager, seven stafl stagehands plus 35 (on
average) extra stagehands during a month, one film services
manager, one film services assistant, seven staff projectionists,
one art director, one assistant art director, four staff an-
nouncers and 28 free-lance talent.

Schiavone says he and others from the station have done
some missionary work with broadcasters elsewhere on this
going-it-local approach. He thinks it would work for most
stations, although the small markets may not provide the
resource of talent or sufficiently high advertizing rates to
swing it.

“One of the problems,” Schiavone says, “it that his business
gets so demanding and complicated from day to day that if
we don’t watch ourselves we ignore the creative things which
take time and care and can always be set aside. You find a
year has passed and all you've done is filled your time.”

One of the disadvantages of the local production route,
in Schiavone’s opinion, “is the agonizing length of time it
takes to prove these things are worthwhile. Even with the
duds it takes at least a year before they are duds to our satis-
faction. We're fortunate in having an ownership and manage-
ment that's aware we don’'t get immediate results from all
things.” END

Ksp-tv St. Louis broadcast pro tennis; Indianapolis stations
gave extensive coverage to the annual Memorial Day auto
race; WHAS-Tv Louisville televised the horse races at
Churchill Downs; and many stations aired local golf tour-
naments, rodeos, and college football, basketball, track and
hockey contests.

Locally produced specials as shown on Table 4 (page
110) totaled 3,386 hours between Sept. 1, 1965 and May
30, 1966. Stations devoted 2,317 hours (68.5%,) to “public
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affairs” and 1,069 hours to the costlier “entertainment”

cials. As in the past, broadcasters have found that, with ex-
ceptions, home-town talent cannot match the New York or
Hollywood variety that is piped into millions of homes week
after week in abundance.

Both types of specials totalled 3,386 hours last season.
Ninety-six stations carried less than 10 hours of specials;
75 carried more than 10 but less than 25; 18 carried more
than 25 but less than 40; and 21 reported more than 40
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THE MANY WORLDS OF LOCAL TV continued

hours. Eight stations programed no specials at all. Ques-
tionnaires revealed that 137 stations carried both public-
affairs and entertainment specials, but 729, of the respond-
ents in this category said the majority of their specials were
devoted to public affairs. Only 289, said their special pro-
graming favored entertainment. Sixty-one stations said
they originated nothing but public affairs specials; four
stations indicated they broadcast only entertainment spe-
cials; and eight stations reported that they divided their
time equally between both types.

WEFIL-Tv Philadelphia amassed 120 hours of specials, 75
of which were of the entertainment type. Wmar-Tv Balti-
more aired 85 hours; KTLA (TV) and Kcop-Tv, both Los
Angeles independents, recorded 86 and 70 hours respec-
tively. The latter three stations went in heavily for public
affairs. WmAR-TV for example, ran only three hours of enter-
tainment material.

Although the phrase “public affairs” seems to be as
wooly as the phrase “public interest,” respondent stations
seem to have made a fairly consistent interpretation of
what the term means. Often, as in the case of San Fran-
cisco’s KRON-Tv, which did a behind-the-scenes program on
last years grape-pickers strike in California, public-affairs
specials approach straight news reporting of fast-breaking

events. Other specials, such as a study of old age by Wash-
ington’s wMaL-Tv and a study of legislative reapportion-
ment by wjyxTTv Jacksonville, explain the whys and
wherefores behind the news. Some stations have not been
reluctant to tackle some issues that generate heated gontro-
versy: KABC-TV Los Angeles Hollywood did an hour special
on campus sex, WRC-TV Washington took a look at LSD
and WTVJ-TV Miami aired two prime-time prograins on
homosexuality. History came to life on occasions such as
wsB-Tv Atlanta’s color special on the saga of Cherokee

Table 4
Locally produced specials: 1965-66
Hours Per Cent

Public Affairs
Entertainment

2317 68.5
1069 31.6

1963-64 1964-65 1965-66
159

Stations programing public
affairs specials

Stations Dprograming enter-
tainment specials 33 30 43

Stations programing publie

178 183

affairs specials only 56 70 61
Stations programing enter-

tainment specials only 3 4 4
Stations programing no spe-

cials 11 15 8

i

Indians or whc-tv Pittburgh’s program on World War 11
aircraft. Locally produced specials often did not deal with

If it’s not in here,
it’s not about radio and TV

Broadcasting Yearbook—the one-book library—off the presses and ready for your use.
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Will KLZ-TV help make her the Doris Day of 19807

Couid be. She's Dianna Smith, winner of one of 20 preliminary contests in KLZ-TV's
1966 ‘““Colorado Little Miss" pageant for aspiring youngsters in the Denver and
Colorado area — the fifth consecutive year that KLZ-TV has provided a stage for
the development of the region’s young talent. If, instead of following. Doris’ foot-
steps, she should marry the governor or mayor, she'll find her husband with a prime
nighttime program on KLZ-TV. If her calling is that of civic leader or homemaker,
she may be a panelist on one of the station’s invigorating discussion series like
“Sounding Board,” “Voice of Youth,” or “House of the Lord.” And if she weds a
KLZ-TV newsman she may find her spouse anywhere between Viet Nam or Sweden
as some of our news wives did this year.
Yes, KLZ-TV is an important part of KLZ @ 7 TIME
Dianna Smith's life today. It may be LIFE

tomorrow, too. TELEV1SION-DENVER LBRmesT
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Where the local information came from

A total of 251 stations cooperated in
the TELEVISION survey of local live pro-
graming. They are listed here in alpha-
betical order by cities.

Wast (1v) Albany, N. Y.; KGGM-TV
and KoOB-TV, both Albuquerque, N.M.;
KeMT (1Tv) Alexandria, Minn.; KENI-TV
Anchorage; wan-tv and wss-1v, both At-
lanta; wrobw-Tv Augusta, Ga.; KERO-TV
and KLYD-Tv, both Bakersfield, Calif.;
wJz-Tv and wMARr-Tv, both Baltimore;
WEMT (1V) and wLBZ-TV, both Bangor,
Me.; xwap (1v) Big Spring, Tex.; wBJa-
Tv Binghamton, N.Y.; weMc (Tv) and
WBRC-TV, both Birmingham, Ala.; wsz-
TV, WHDH-TV and wWNAG-TV, Boston.

Wrtv (1v) Bowling Green, Ky.; wBEN-
Tv and wkew-Tv, both Buffalo, N.Y,,
RXLF-Tv  Buttle, Mont.; wwrtv (1v)
Cadillac-Traverse City, Mich.; wmT-TV
Cedar Rapids, Towa; wcia (Tv) Cham-
paign, 1Il.; weTtv (1V) Charlotte, N.C.;
wcsc-Tv Charleston, S.C.; WBBM-TV, WFLD
(TV) , WGN-TV and WMAQ-TV, all Chicago;

WCPO-TV, WKRCG-TV and WLwT (Tv), all
Cincinnati; weoy-Tv Clarksburg, W. Va,;
wEWS (Tv) and wkyc-Tv, both Cleveland;
KKTV (TV) and krDJ (Tv), both Colo-
rado Springs; koMmu-Tv Columbia, Mo.;
wis-Tv Columbia, S.C.; wrsL-Tv Colum-
bus, Ga.; wLwc (1v) and wWTVN-Tv, both
Columbus, OGhio.

KrLp-Tv and wraa-Tv both Dallas-Fort
Worth; wrwp (1v) Dayton, Ohio; wMsL-
1v Decatur, Ala.; KBTv (TV) and KLZ-Tv,
both Denver; krRNT-TV Des Moines, Iowa;
ww]J-Tv and wxyz-Tv, both Detroit; wrvy
(rv) Dothan, Ala.; wJET-Tv and WsSEE
(tv), both Erie, Pa.; krzi-Tv and KvaL-
1v, both Eugene, Ore.; KIEM-TV Eureka,
Calif.; weHT-TV and wFIiE-TV, both Evans-
ville, Ind.; k1vF (Tv) Fairbanks, Alaska;
KYL-TV and wpAY-Tv, both Fargo, N.D.;
wJRT-TV Flint, Mich.; kQrv (TVv) Fort
Dodge, Iowa; WANE-TV, WKJG-TV and
WPTA (Tv), all of Fort Wayne, Ind.

KjEO (1V) Fresno, Calif; wear-Tv Fort
Worth-Dallas; krex-Tv Grand Junction,

Colo.; woop-Tv and wzzm-Tv, both
Grand Rapids, Mich.; wsayiTv and
WFRV-TV, both Green Bay, Wis; wrmy-
Tv Greensboro, N.C.; wNcT-TV Green-
ville, N.C.; wrBC-TV Greenviue, S.C;
wLOs-Tv Greenville, S.C.-Asheville, N.C.;
wsva-Tv  Harrisonburg, Va.; | ksjv-Tv
Hanford, Calif.; wtic-tv  Hartford,
Conn.; kHas-Tv Hastings, Neb.;| kays-Tv
Hays, Kan.; weHp-Tv High Point, N.C.;
KHVH-TV Honolulu; KHOU-TV,  KPRG-TV
and KTRK (TV), all Houston; Kip-Tv and
KIFI-TV, both Idaho Falls; wrem-Tv and
wLwl (Tv), both Indianapolis.

Wjytv (1v) and wLeT (TV), both Jack-
son, Mississippi; WFGA-TV and WwJXT
(tv), both Jacksonville, Fla.; wjac-Tv
Johnstown, Pa.; xcmo-Tv, kxMBG-TV and
wpar-1V, all Kansas City, Mo.; WATE-TV
and wsIR-Tv, both Knoxville,| Tenn.:
wram-Tv Lafayette, Ind.; katc (1v)
Lafayette, La.; wLyn-Tv Lancaster-Leba-
non, Pa.; keNs-Tv Laredo, Tex.; ! KLAS-TV
Las Vegas; xELw-Tv Lewiston,| Idaho;

THE MANY WORLDS OF LOCAL TV continued

the facts behind the news, controversy, or history. Some,
like xemo-Tv Kansas City’s leisurely story about the mighty
Mississippi last season, simply inform—and entertain—the
audience about their immediate world, a world often for-
gotten in the spate of humdrum and ho-hum that is so
much of modern life.

Entertainment specials, although less abundant than pub-
lic-affairs programs, are often as ambitious, especially if pro-
duced by a large station. WNBG-TV New York, regularly airs
New York Illustrated. One program recorded a typical day
in the life of composer Richard Rodgers. komo-Tv Seattle
and wkyc-Tv Cleveland presented the concert orchestras of
their respective cities.

Table S
Stations airing their own editorials
1964 1965 1966
Number ....... . . ........ 134 130 118
Per Cent ....... .......... 57.0 56.0 54.1

Editorial frequency

1964 1965 1966

stations stations stations
Daily ............ . . .. 55 (41.0%) 47 (36.1%) 37 (31.4%)
Weekly .................. 17 (12.7%) 29 (22.3%) 18 (15.2%)
Occasionally ............ 62 (46.29) 54 (41.5%) 63 (53.39%)

Editorializing, a practice on the upswing in the early
1960’s appears to be declining. As Table 5 shows, 57% of
the responding stations aired their own edtorials in 1964;
in 1965 the figure was down to 56%,; and in 1966 the figure
has dropped to 54.19,. Moreover, the frequency with which
stations broadcast their editorials is lessening. Apparently,
local TV more and more feels the need to editorialize only
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when the issue in question warrants comment. Amorig those
that do editorialize the percentage of stations airing edito-
rials daily has declined from 419, in 1964 to 36.1%, in 1965
to 31.4% in 1966. Conversely, the percentage of stations
that editorialize only occasionally has increased fromi 41.59,
in 1965 to 53.39, in 1966.

In addition to news, sports, specials and editorials, local
TV also is composed of programs of a more specialized na-
ture: gardening, real estate, physical fitness, military shows,
and for wero-Tv in Providence, a program consisting solely
of classified advertising. About 409, of the respondgnts re-
ported programs of this specialized nature.

Any rundown of past developments and events ingvitably
suggests a look into the future. This year, as in the past,
TELEVISION asked stations to report on any changes they
were contemplating for next season.

About 469, of the surveyed stations said their plans were
“indefinite” or that they planned no major changés. But
the other 549, answered in detail sufficient to indicate
changes to come next season. The most obvious dif-
ferences: more news, more public affairs programing,
more variety and entertainment shows, more panel discus-
sion programs, a little more sports and a little mote chil-
dren’s programing.

Locally originated news was the principal factor for
change in 1964-65 and 1965-66 and from all indications, it
will be the same in 1966-67. Some 32 stations told TELEVI-
stoN they will increase their news programing. Twenty-
five said they were planning more public affairs specials
and documentaries. Nineteen stations plan to increase the
hours devoted to panel discussion shows, apparently ori-
ented toward local problems and events.

Local entertainment and talent shows witnessed an
increase in the past two seasons. At least 23 of the refpond-
ent stations said they would increase their output of such
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WNJU-Tv  Linden-Newark, N.J.; KTHY
(tv) Little Rock, Ark.; wHAs-Tv Louis-
ville, Ky.; KABC-TV, KCOP (TV), KHJ-TV,
KNBC (TV), KNXT (TV), KTLA (TV) and
KTTV (1v), all Los Angeles; wMUR-Tv
Manchester, N.H.

wMcT  (1v) Memphis; wLBw-Tv and
wTv] (1v), both Miami; kmip-Tv Mid-
land-Odessa, Tex.; WISN-TV, WITI-TV and
wtMJ-TV, all Milwaukee; KMSP-TV, KSTP-
TV, wcco-Tv and wreN-Tv, all Minne-
apolis-St. Paul; kevo-Tv Missoula, Mont.;
WATLA-TV Mobile, Ala.; kvkM-Tv Mona-
hans-Odessa, Tex.; wcov-Tv and WSFA-TV,
both Montgomery, Ala.; WLAC-TV, wsIX-
Tv and wsM-Tv all Nashville; wrev (Tv)
New Bedford, Mass.; wNBE-Tv New Bern,
N.C.; wpsu-Tv, WvUE (Tv) and WWL-TV,
all New Orleans.

WABC-TV, WCES-TV, WNBC-TV, WNEW-TV
and wor-Tv, all New York; wavy-rv and

Paducah, Ky.; weaT-Tv and wepTv (TV),
both West Palm Beach, Fla; KEpr-TV
Pasco, Wash.; KYyw-Tv, WCAU-TV, WFIL-TV
and wiBF-Tv, all Philadedphia.

KPHO-TV and KTAR-Tv, both Phoenix;
KDKA-TV, WIIC-TV and WTAE-Tv, all Pitts-
burgh; kjac-tv Port Arthur-Beaumont,
Tex.; weaN-Tv Portland, Me.; wMTW-TV
Poland Spring-Portland, Me.; kATU (TV),
KGw-Tv and kpTv (1V), all Portland,
Ore.; wJAR-TV and WPRO-TV, both Provi-
dence, R.I; wraL-Tv Raleigh, N.C;
KDUH-Tv and KOTA-TV, both Rapid City,
S.D.; wpeJ-Tv, and wsis-Tv both Roa-
noke, Va.,; WHEC-TV, wOKR (Tv) and
wroc-Tv, all Rochester, N.Y.; WHBF-TV
Rock Island, I1l.; kBiM-Tv Roswell, N.M_;
WNEM-TV Saginaw-Flint-Bay City, Mich.

KFEQ-TV St. Joseph, Mo.; kMOx-Tv and
Ksp-Tv, both St. Louis; xsBw-Tv Salinas,
Calif.

Ga.; wreB (1v) Schenectady, N.Y;
kKOMO-TV Seattle; ksLA-TvV Shreveport, La.;
KTAL-TV ~ Shreveport, La.-Texarkana,
Tex.; xvrv (TV) Sioux City, Iowa; KELO-
Tv and Ksoo-tv, both Sioux Falls, S.D.;
WNDU-TV, WSBT-TvV and wsJv (Tv), all Elk-
hart-South Bend, Ind.; wspa-Tv Spartan-
burg-Greenville, S.C.; xMQ-Tv Spokane;
WHYN-TV and wwLP (1v), both Spring-
field, Mass.; wNys-Tv Syracuse, N.Y,;
WFLA-TV, WLCY-TV and wrvt (1v), all
Tampa, Fla.; wrar-tv Terre Haute, Ind.;
wiBw-Tv Topeka, Kan.; KGUN-Tv and
KvOA-Tv, both Tucson, Ariz.; KVOO-TV
Tulsa, Okla.; wcrr-tv  Tuscaloosa,
Ala,; kLrv (V) Tyler, Tex.; wMAL-Tv,
wre-Tv and wtop-Tv, all Washington;
KwwL-Tv Waterloo-Cedar Rapids, Iowa;
wwNY-Tv  Watertown, N.Y.; wsau-Tv
Wausau, Wis.; wIrrF-Tv Wheeling, W.

WTAR-TV, both Norfolk, Va.; woay-Tv
Oak Hill and Beckley, W. Va.; xosa-1v
Odessa-Midland, Tex.; kwTv (TV) and

KMTV (TV) and wow-Tv, all Omaha,
Neb.; werv (1v) Orlando, Fla.; wesp-Tv

KCPX-TV and KsSL-Tv, both Salt Lake
City; KENs-Tv and KONo-Tv, both San
Antonio, Tex.; KFMB-TvV San Diego; kco- N.D.; wsys-tTv Winston-Salem, N.C.;
WKY-TV, both Oklahoma City; KETV (TV), TV, KPIX (1v) and KRON-TV, all San
Francisco; kNTV (TV) San Jose, Calif;
wsav-Tv and wtoc-Tv, both Savannah,

Va.; KAKE-TVv Wichita, Kan.; KTvH (TV)
Wichita-Hutchinson, Kans.; wcMmc-Tv
Wildwood, N.J.; xkumv-Tv . Williston,

KIMA-TV ~ Yakima, Wash.; WKBN-TV
Youngstown, Ohio; Kiva (1v) Yuma,
Ariz.; wHiz-Tv Zanesville, Ohio.

material. Four stations plan to add woman’s service shows
to their schedule. Eleven stations, most in the South and
West, will expand their sports programing. Eleven will pro-
duce more children’s shows. One station—wcau-Tv in Phila-
delphia—has progams in the mill aimed at what it calls the
“thinking” audience.

Table 6
Highest rated local program type

1964-65 1965-66
News ....iovvvviiinniinnes 123 stations 130
Music-variety-dance ....... 28 17
Children’s shows .......... 28 17
Sports ... .ciiieiien 20 18
Feature films ............ 18 9
Game-quiz-miscellaneous .. 14 12
Off-network series ........ 7 2
Travel-adventure ......... 4 3
(Note: 10 stations did not report their highest rated local program type

in 1966.)

For the second consecutive year in TEeLEvisioN Maga-
zine’s survey, stations were asked to list their highest-rated
local program type. Table 6 shows the results. With 130 of
the respondents (599,) identifying news as their most
popular local shows, it is obvious why stations are plac-
ing more and more value on this type of programing,
As a corollary, it also is evident why a significant number of
stations plan more public-affairs programs. Music, variety
and dance shows and children’s shows came in even for the
second straight year, but the number of stations that list
them as highest-rated has fallen off considerably. Sports,
game programs and feature films were next in line on the
popularity list, with the movies losing 509, of the stations
that last year listed them as highestrated.

News, therefore, for the third consecutive year has grown

TELEVISION MAGAZINE / AUGUST 1966

and now appears to be the core around which most broad-
casters build their local programing. Although the past sea-
son did not witness any major alterations in the relationship
between local TV and other program elements, it is obvious
that within the context of local programing, broadcasters
have continued to devote more of their resources to news.
If, as it has been observed, local programing imparts a
certain personality to individual stations, then local TV
has assumed the character of a being increasingly thought-
ful and interested in is own world. END

TELEVISION Magazine, August 1966

“I's described as ‘a tedious bore, familiar and obvious.’ Let’s
watch it. It sounds like the best thing on right now.”
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EDITORIAL

Is this system ASSUME that you are just another citizen

really necessary? living in just another American com-
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munity in a year not so many calendars
away and that you are offered the fol-
lowing television services:

1. A number—three, four, five, per-
haps more—of channels delivering com-
prehensive schedules of programing of
all kinds from New York, Hollywood,
London, Paris, Tokyo, or almost any-
where else.

2. A number of other channels deliver-
ing programs of nearer origin: sports
played at the college 20 miles away or
the high school down the block, local
weather, local shopping information, local
and regional news.

Assume also that these services are
offered at no more capital investment
than you were accustomed to put into a
television set in 1966 and no more over-
head than you bore if you were a CATV
subscriber back in those days. Would it
matter to you whether all those services
came to you by satellite relay, by cable
or by both—as long as the pictures on
your screen were sharp and the colors
faithful? Would you care whether broad-
cast stations in your area were made
obsolete?

If questions such as those are dis-
missed as trivial or academic by the
broadcasters of 1966, they may come to
have great pertinence within the next
decade. What is forecast by the hypo-
thesis above is the absolute minimum of
change that will be made possible by
technology that is already beyond the
laboratory stage.

THERE is little doubt that soon, probably
within 10 years, it will be possible to
build and launch a satellite containing
relay stations powerful enough to be re-
ceived on home antennas of simple and
inexpensive manufacture. Long before
then—within a year from now if someone
only gave the order—it would be possible
to launch a satellite with power enough
to be received by antennas costing per-
haps $50,000 or so. It is the latter system
that has been proposed to replace AT&T
cables and microwaves in the distribution
of network programing for broadcast by
conventional stations. In the more sophis-
ticated system of relaying from satellite
direct to consumer, there would be no
need for broadecast stations on the ground
in network operations.

Turning from the future, however near
at hand, to the here and now, it seems
hardly necessary to point out that some
1,600 CATV systems are now in opera-
tion and, despite new FCC restrictions,
more are on the way. Whatever else may
be said of it, wire has been proved to be
a feasible method of delivering a multi-

plicity of high-quality television signals
to the population centers of the country.

Among operators of CATV systems
there is a growing interest in the origi-
nation of programing of extremely local-
ized interest. They think that they have
found a gap in the service provided by
most television stations which, serving
an area of, say, 100 miles in diameter,
cannot disenfranchise most of their view-
ers by broadcasting neighborhood events
that nobody outside the neighborhood
cares about. The CATV people are talk-
ing of covering village council meetings,
small-school sports, that sort of thing.

If the U.S. television system were now
being started from seratch, a logical case
could be made for network service from
satellites and local service from CATV.
Such a system would represent, by com-
parison with the present system, an econ-
omy in spectrum use that a good many
nontelevision spectrum users—including
the U.S. military—would find attractive.
As things now stand, nontelevision users
are enviously eyeing the 82 six-megacycle
channels occupied by television broad-
casting, and some of them are making
a persuasive case for the transfer of
some of that broadcast space to other
services. Since CATYV does no broadcast-
ing, it needs no spectrum allocations.
A dozen channels would probably be
plenty to accommodate all the satellite
services the nation could use.

How can television broadcasters, the
proprietors of the present system, pro-
tect themselves against a future that con-
tains so many possibilities of convulsive
change? The answer would seem to be
that their only insurance is to develop
some kind of indispensability.

As network outlets, television stations
would not be indispensable if networks
could deliver programs to their audience
by satellite or by satellite relayed through
CATV. As nonnetwork outlets, they
would not be indispensable either—unless
they had developed programing of indi-
vidualistic character that could not be
duplicated by satellite networks and
CATV.

Ordinary prudence would seem to
dictate an infusion now of money and
manpower in the development of indi-
vidualized service by the broadcast sta-
tions now on the air. Is 15% of total
broadcast time—the proportion that local
programing now occupies — enough to
justify the retention of 82 channels for
television use? Is that 15% being put to
the most imaginative use that stations
are capable of making of it? TELEVISION
Magazine doesn’t pretend to have the an-
swers to those questions, but television
broadeasters had better have. O
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The famous “‘rude bridge that arched the flood”” stands in Concord,
Massachusetts, as a monument to the minutemen who defeated N
British troops there on April'19, 1775, the first day of the Revolu-

tionary War. ““Here the embattled farmers stood and fired the shot

heard round the world.” For an 18" x 24" copy of this original

watercolor by Robert Keenan, in full color without advertising,

suitable for {raming, write to WHDH.

Buy Boston like a Bostonian...Buy WHDH

TE\LEVIS‘{ON:CHANNELS@'RADIO A M 8 50 K C 50.000 WATTS@FM 9 4,5 M C

REPRESENTED NATIONALLY BY BLAIR TELEVISION-RADIO
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