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HIT OF THE SHOW

Once again the Norelco exhibition was outstanding in attraction and performance
... and the Norelco Plumbicon* is now firmly acclaimed the pickup tube for modern
caneras.

The new Norelco PC-70 Color Camera introduced at the NAB, features operational
simplicity, short warm-up time, stabilized deflection circuits, built-in test functions
and newly designed solid state camera controls utilizing both transistor and inte-
grated circuitry.

The Noreleco PC-70 Plumbicon Color Camera permits hours of “hands-off” operation
and precise color matching between cameras . . . even for close-up flesh tones and over
wide variations of light levels—including highlights and shadows.

Performance at the show was obvious. The Norelco three-tube Plumbicon cameras
functioned faultlessly throughout . . . clearly demonstrating the advantages of the
three-tube system in producing unmatched resolution, sharp and snappy pictures in
both color and black-and-white. The color was magnificent under an array of textures
and hues and lighting conditions. It can be magnificent for you too! That’s why we
‘say, “Color it Faithful”—with Norelco Plumbicon Color Cameras.

*PLUMBICON 1is a registered trademark

STUDIO
EQUIPMENT
DIVISION

NORTH AMERICAN PHILIPS COMPANY, INC.
900 South Columbus Avenue, Mount Vernon. New York 10550

WWW.americanradiohistorv.com
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[0 Take 132 hour-long episodes of
exceptional dramatic eéntertainment

[J add the continuing top appeal of
Richard Chamberlain to millions of
women [J stir in its unbeatable
four-year network rating of 23.1
average audience [] blend with the 82%
of regular viewers this year who will
miss the series if it goes off. POW!

- The perfect tonic to pick up women
viewers at critical times...and it’s
guaranteed to produce extensive
spot business!

Call these numbers now for fast, fast

relief in your market: _
New York (212) JU 2-2000
Chicago  (312) 467-5756
Atlanta (404) 873-4000
Culver City (213) UP 0-3311

NEW YORK /CHICAGD. /GULVER GITY / ATLMTR
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TELEVISION

VIETNAM: TELEVISION'S CRUELEST TEST Out in the combat zone U.S. ielevision news crews visk Lheir necks—and
their repulalions—giving the American audience its first closeup of a distant war, almost before the echo of the fire fight
dies. Back home viewers, and U.S. government officials, don’t always like what they see. And there’s continuing debate about
whether TV is giving the U.S. the big picture or the small one of a war that itself has kept the nation puzzled and disturbed.
Stll, T1's news coverage and TV’s troubles continue to escalate L 23

THE PIGGIES ON TELEV|S|ON’S BACK A couple of years ago the broadcasters rose in protest when advertisers

started carrying an extra message for a second product in minute commercials they had bought for a primary brand. But

things have changed. Piggybacks are swarming over television these days as though every broadcaster was hollering “sooeee.”
RS 28

But not everybody is pleased ... .o Lo L L L

CO-PRODUCTION: READY WHEN YOU ARE, TV fuade owl: the traditional movie made for thealrical release with no
thought of Lelevision in mind; there averi’t many left. Fade in: the picture backed by TV money and produced for showing
in both theaters and the home. Can the new sysiem be counted on to turn out anything betler than “Horror ai (he Beach

Party A-Go-Go”? IU's a good question .. .. ... ... .. ... 30

GETTING THE KIDS ON THE COFFEE KICK 7The problem McCann-Erickson faced was to produce commercials

That would make the 17-25 age group start drinking coffee (which ihey've been ignoring by the millions). The solution was
a sel of commenrcials thal puls coffee where the action is, as the saying goes these days .. .............. ... ... 32

WHAT TV NEEDS: AN OUTSIDE CONSCIENCE A distinguished edilor revives an old ghost dressed up in a new

shroud—suitable for sending a cold chill down the lelevision business. His proposal: a permanent commission to needle

TV into doing something more than serving the pop culture ... .. ... ... ... ... ... ... ... .. ... 34
DEPARTMENTS

T Moxiin s Foous . 7 Focus oN FINANGE I ¥ | Prover ..o o000 0L . 18
PLAY BACK 8 EDITORIAL ... 62

Cover o TV newsmen cover-
ing the war in Vielnam arve
bemg shot atl from all angles.
Sometimes the aim hils home,
as in this mondls cover: Lay-
ry Johnson, ABC-TV camera-
marne (ry and Wally Oakes,
ABC-TV soundman, ave hit
by exploding  grenade [rag-
menls. Jim Pickerell, Black

TELEVISION MAGAZINE

NEW YORK: 444 Madison Avenue, 10022; lelc-
phone {212) 755-0610,

Albert R. Kroeger, editorial director,

Stantey White, arl dircclor,

Ralph Tyler, senior editor,

Bruce Edwards, associate cditor,

Susan Jo Rich, ediforial assistant,

WASHINGTOM:  1/95  DeSales  Street, NW
W telephone  (702) 6381022,

Sol Taishoff, ditor and publisher.

Edwin H, James, vice president evecutive editor,

Gearge W. Darlington, wenior editor.

Maury Long, vice president-general manager,

Ed Sellers, adverfsing director; George L,

Dant, production manager; Harry Stovens,
trathe matiager.
John P. Cosgrove, direcior of publications,
Richard B. Kinssy, subscrigtion manager,
Irving €. Willer, Lomptraller,
Lawrence B, Taishoff, asaistant publisher

Frank Chizzini, national sales manager; Robert
Moran, sales representalive; Eeen Monros,
advortiging agsistan!.

CHICAGO: 360 North Michigan Avenue, 60601,
tlaphone (317) Contral 64115,

Lawrence Christopher, sunior odifor,

Star photograpler on assign-
ment with ABC, Look plioto,

Published monthly by Telavision Magazino Corp., o sub-
sldiary of Broadcasting Publications nc. Executlve, edi-
lorlal, clrculation and advertisin hond%uarlors: 1736

David ). Balley, Midwest sales managor, DoSalos Stroot, N.W., Washington, b.C. 20036; telephone
J - ) (702) G38-1022. Singlo cop ,'%-.1.00. Yoarly subscriptlons ot e e
HOLLYWODOD: (640 North Vi Streat, 90078, Ip the Uniled Stutes and Jis possossions, $5.00; in S /4 w7,
il 719 Holl 18 Cannda, $5.60; wlsewhore, 36,00, Printing Office; Thiid Ly \)o
wephiony (718 Nollywood S 3148 gnd l~:unlllnu Pn‘rk /\vmlulm, Phlladelphia, Pa,, 1‘9140. 14
. aeond-cliss postago pald at Phlladelphin, Pa. Fditorlal o x
Murris Gelman, sonlor oditor, :‘(::lrtl:n(l Jy ol t)ul n"pm((l)m:ml In gny ‘lornTb wllllulml “» .r'fo
¢l e on purmission. y i -
Bill Merritt, wastern salog wanager, aghzing Corp, ot e Cupnt

PELEVISION MAGAZINE / MAY 1966

wWWW americanradiohistorv com


www.americanradiohistory.com

It Has:Been Our

Privilege To Be
. AMember Of The &=
NBC.NETWORK-FAMILY! [

‘We Can Hardly
Wait To See What
The Next 40 Years a°*

Bring!

"‘j

&

& .
o

§

I, [

TATIONS

IN HOUSTON, TEXAS

Edward Petry & Co., National Representatives

www americanradiohistorv com



www.americanradiohistory.com

Portrait by
Gittings-Neiman Marcus

Curiosity—Texas style

Bobbie Wygant’'s first word is a question — and she asks them all the way
from Texas to Wyoming, from Hollywood to Rome. And gets answers from
Bob Hope, Carol Burnett, John Wayne, Bette Davis, Jerry Lewis, James
Stewart, Olivia de Havilland, Perry Como, Richard Chamberlain, The Beatles,
Gary Player, Red Grange, diplomats, authors, eiephants and ironing board
covers . . . all with equal enthusiasm and a sense of humor.

\/\/BA:’E;TV ‘

Fort Worth Dallas

Peters, Griffin, Woodward, Inc., National Representatives

www americanradiohistorv com


www.americanradiohistory.com

Henry heads home
after plea for guts;
affils contain 4th
spot; 50-50 put down

“I’M going to spend a little more
time on replenishment of my capi
tal —both inner and outer,” E. (for
Emil) William Henry said in one of his
last public appearances as chairman of
the FCC. He spoke at Yale University
a few days after submitting his resigna-
tion to President Johnson. Henry has
served 34 months in the post that he
assumed at age 34 as the youngest man
ever to be FCC chairman.

Henry said he was going back to his
home state of Tennessee and. as his first
job there, assist the campaign of liberal
Democrat John Jay Hooker Jr. for gov

g R 1

HENRY

ernor. At the Yale banquet, Henry em-
phasized that he left the post becausc
he wanted to, not because he was
pressured in any way.

Before his speech there had been
speculation in some quarters that the
FCC inquiry Henry launched into the
earnings and rate structure of AT&T
had made enemies for him in high places,
enemies strong enough to see that he
didn’t stick around. Some others con
jectured that Henry, who came to office
in the days of John F. Kennedy's New
Frontier, was like a guest who had out-
stayed his welcome in Johnson’s more
permissive  (to broadcasters) and less
regulatory-minded Great Society.

The banquet was held to celebrate the
230 anniversary of the Yale Broadcast
ing Co. Henry, a member of Yale's class
ol 1951, worke:d! on the student radio sta
tizam when he was an undergraduate. He

o vamm_\ MAGAZINE / MAY 1966
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servedd as a Navy officer during the
Korean War and then went on to Van-
derbilt School of Law where he received
his LLB in 1957. He joined the Mem-
phis firm of Chandler, Manire & Chand-
ler, leaving five years later as a Kennedy
appointee to the FCC. (Both Henry and
Hooker, the Nashville attorney running
for governor, were classmates at Vander-
bilt and active in Kennedy’s 1960 cam-
paign) .

Eight months after Henry joined the
FCC he was nominated to succeed New-
ton N, Minow as chairman. His stance
at the top generally has been based on
the theory that the agency’s first job
is to. protect the public, a public often
unaware of what is going on within
the industry and usually in no position to
present its views to the FCC.

Henry met some deleats. Perhaps the
most important was his inability to swing
enough support behind his efforts to
police over commercialization by rule.
But his victories were impressive. He is
credited with proposing the compromises
that smoothed the path for commission
approval of a new program-reporting
form for TV and also steering contro-
versial CATV rules through a divided
and argumentative commission. He
sparked the commission policy statement
calling on broadcasters to tone down “ex-
cessively loud” commercials and spurred
the aforementioned AT&T inquiry.

He leaves some causes he supported
unfinished, most notably the measure
that would limit network ownership or
control over TV programing to 509,
ol thgir nonnews, prime-time material
and another that would limit multiple-
station owners to three TV outlets, no
more than two of them VHF’s. Votes
on these issues will be close, so the sort
of successor President Johnson picks may
well be decisive.

The National Association ol Broad-
casters convention in Chicago was the
third—and last—to be addressed by Chair-
man Henry. He took the occasion to
challenge broadcasters to greater daring
in their use ol the medium. He denied

~that the FCC wants to “lay the dead

hand of government” on the broad-
casters. This apparently was in reference
to speeches delivered earlier by Sol Tais-
hoff, editor and publisher of TELEVISION
and Broadcasting magazines (see page
i1y, and NAB President Vincent Wasi-
lewski. Both had urged opposition to
undue government interference.

Henry said broadcasters “too olten
siwrender to popgun complaints as if
they were the crack of doom.” Noting
that some TV stations blooped out the
word “whore” in their presentation of
“Room at the Top,” a word vital to the
sense of the story, he said: “This bloop-
blip technique may be fine for selling
razor blades, but is scarcely appropriate
in an adult film on a controversial issuc.”

Henry also tackled the cigarette prob-

wwWwW americanradiohistorv com

lem, calling for standards on cigarette
advertising that would reflect the “great
bulk of medical opinion” that a causal
relationship exists between smoking and
ill health. Henry said the steps thus far
taken by the broadcasting industry are
inadequate. TV viewers, he said, “are
led to believe that cigarette smoking is
the key to fun and games with the oppo-
site sex, good times at home and abroad,
social success and virility.”

B ABC-TV had a showdown with its
affiliates over expanding its fourth com-
mercial spot beyond Batman I and I1I.
The outcome was that the network
delerred a decision on the controversial
question, but warned that the economic
pressures that triggered the plan still
exist and will have to be met one way
or another. One alternative ABC-TV
suggested was reduction of station com-
pensation. The afhliates were unmova-
ble in their opposition to a proposal to
put a fourth commercial minute in all
7:30 to 8 p.m. periods. The fourth-min-
ute concept was introduced in January
in each of the two weekly Batman epi-
sodes. As an outgrowth ol their confron-
tation with the network, the affiliates
independently set up a broad, profes-
sional study of “the contractual and
economic relationship between the net-
work and the affiliate.”

B The FCC learned that advertisers,
upon whom the commission would have
to rely to make its proposed network
program control limitation work, are
mostly against the scheme, as are most
agencies. The American Association of
Advertising Agencies and the Associa-
tion of National Advertisers filed com-
ments with'the FCC making it clear that
their members generally are against the
proposal, although there are some things
about their present relationships with
the networks that disturb them. The
4A’s comments were based on a survey of
30 member agencies that were unidenti-
fied but described as leading in TV bill-
ings. The ANA statement said its
members support the stated objectives
ot the proposal (that is, to promote
diversity of sources of network program-
ing), but oppose the means the FCC
would use.

B Also in the month that was: ABC
filed applications with the FCC asking
approval of the company’s multimillion
dollar merger with International Telc-
phone & Telegraph Co. The move will
assure more competition in  network
broadcasting, ABC said. ’
Telpex, a company that combines tape
production of rough commercials with
consumer research, opened offices in New
York. Parent company of Telpex is the
London Press Exchange, a major adver-
tising agency in Britain where the process
was pioneered. FND
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In the first week in April, the National
Educational Television Network’s At
Issue program took a critical look at
television’s past, present and future
through the eyes of network executives
and others associated with the medium.
Some of their views follow.

SCHNEIDER

John Schneider, broadcasting group
vice president of CBS Inc.:

I think we’'re in a commercial art
form. And as such, operating this com-
mercial art form in a cultural democ-
racy . .. then I would like to have most
people, I would like to be most popular.
... I want to be best. . . . When the re-
port cards are issued I want to get an A,
And, as long as I'm striving for an A,
then the public is served. If 1 only strive
for a C, I don’t know who's served by
that.

. . . Television programing should be
looked on as a mix. There is the head of
the household who acquired a television
get for his home as an éntertainment
medium. He hought it to he entertained.
Incidentally, maybe as a by-product,
mayhe subconsciously, maybe acciden-
tally, he wants to he informed. And we
inform him . in many, many ways.
We inform him clearly in news and
wealher and sports and information pro-
grams. But we also inform him and his
family in programs like Caplain Kan-
poroo. We inform him in many ways in
a program like Password.

The golden age was perfectly dreadful,
Some of the Lthings that were done . | .
simply  wouldn’t stand np today. DPro-
grams go off the air hecause they fail,
Studio One was not, popular and {hat
woent off Lthe aiv. And Playhouse 90 was
nol popular and it went off the air, 11
didn’t go off the uir bhecanse it was suc-
cessful, Our goul 8 to bave a successful
program, Lo bave a populary program. . . .

The critics have been teeribly shopt-
memaoried, .. .1 would be delighted o
reat gome of Lhe old criticism Lhat these
very critics who now say: “Give me bhuck
the  wonderful  Plughouse 507 They

rapped it and rapped it and drove it off
the air, along with the lack of audience.

Worthington Miner, former producer of
“Studio One’’:

How and why did [*Studio One’'] end?
Oh, it's a very simple thing. Up until the
time when | left and went over to NBC,
the control of that program was entirely
in the hands of the network. The moment
the advertising agency got control . . . it
began to go downhill and never stopped
until it just disappeared. And clear evi-
dence of the fact that what they believed
was going to increase the appeai and in-
crease the rating . . .turned out to be a
cumulative disaster. And | think this
happened to a good many shows, not per-
haps that a person left as | did, but the
fact that advertising agencies put the
screws on and got their hands in the con-
trol. And at that point, programing began
to decline in quality and in excitement.

MOORE

DANN

Mike Dann, CBS-TV vice president for
programing:

I do not personally think that most pro-
grams on the CBS Television Network are
to my tastc, but that goes for most books,
for most newspapers and for most maga-
zines. They're not to my taste . . . 1 have
five or six favorites that I look at very
regularly. And I look ai the others for pro-
fessional reasons. But 1 do not look on the
hasis of enjoyment or for the information
oF communications from the medium itself,
1o most programs . . . .

I think ratings have a real function, just
as the circulation reports for a newspaper
or the books-sales numbers by bookstores.
we're a financially supported medium that
comes from private enterprise, who under-
write most of our hills, They have cvery
right to expeet and to know how muny
people are being serviced, to move their
goods and services, and the ratings are a
very good way.

The thing we mustn't do is to determine
everything we do by the ratings. But they
certainty  have a genuine function and ]
think are going to be here always,

www americanradiohistorv com

A MONTHLY MEASURE
OF COMMENT '
AND CRITICISM
ABOUT TV

Thomas W. Moore, president of ABC-TV:

But | think our fault comes in our aver-
aging the ratings and saying that ABC is
at this position this week, NBC is at this
position this week, and CBS is at this posi-
tion, because, | think, such figures are
meaningless. | know they’re meaningless.
But to the public and to the people who in-
vest in and back us up in stock buying, they
seem to be out of proportion in interest. |
think that we must find some way in our
industry to be more cautious in our use of
ratings. And | believe that there’s a con-
sciousness of this spreading through the
top of our industry. 1 hope that ratings,
in the future, will be less of a factor.

We are in a development stage of tele-
vision and have been since our very in-
ception. We are adolescents. We have not
reached a maturity, and it will take a long
time for us to do so. But we have come
a long way in our programing, and it has
changed.

PINKHAM

SCHERICK

Richard A. R. Pinkham, vice president,
media and program department, Ted Bates
& Co:

The main problem for my money, right
now, is that the direction or thrust of tele-
vision programing is counter to the main-
streain of -the thrust of American society.
We are, after all, increasingly an educated
nation . . . And yet, television, the direction
it's going now, to programns like Batman,
which is a big hit, is exactly counter to
this. . . . I think this is a sickness for tele-
vision and it should be corrected.

The objective of television is not to sell
products. The objective of television, from
the point of view of the television people, is
to put on programs that will be attractive
to advertisers so that they can sell products.
From the point of view of the advertiser,
of course, it is to buy programs which will
sell products. . .. As far as the lowest com-
mon denominator iy concerned, that's one
of those wonderful catch phrases with which
the intellectual tends to demean the taste of
the American public, . . .

Kdgar Scherick, ARBC vice president in

TELEVISION MAGAZINE / MAY 1966
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PETRY

Color Television has come into its own. The number of
Color TV sets and viewers is soaring to new heights.

. _ : Let the Television stations we represent present your
@ W “% @ S “@ t products to full sales advantage—with Colorspot.

COLORSPOT—FOR FOUR DIMENSIONAL SELLING

. PETRY & .

THE ORIGINAL STATION REPRESENTATIVE 3

THE TV MEDIUM FOR '66

NEW YORK « CHICAGO « ATLANTA - BOSTON « DALLAS « DETROIT + LOS ANGELES + PHILADELPHIA + SAN FRANCISCO - ST.LOUIS
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When to

This can be a tough decision for a deskman...but
not for Lederle’s Emergency Coordinator. Her
jobis 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 reccived at Lederle Labora-
tories at any hour of day or night sets emergency

cover?

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 <@

www americanradiohistorv com
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charge of programing (at the time the
program was produced) :

Qur needs are to provide the most
variegated entertainment schedule our
talents and the creative talents of the
people we work with will allow. We have
operated against a maxim in evaluating
every program: does it contain a touch
of singularity?

As far as liking shows that go on the

air, I think it would be suicide to put
any show on the air you did not like.

! A

WERNER SMITH

Mort Werner, NBC-TV vice president;
programing:

We discuss our over-all strategy. We look
at our competition. We program against
other networks. We select the programs we
think have the best-organized staff and
the best possibility of doing well. In some
cases we go after high ratings, and in some
cases we know we're not going to get high
ratings. But the program department
makes its recommendation. And it's either
approved or disapproved. It is g’ene‘rally
approved.

Howard K. Smith, ABC News corres-
pondent:

Basically the standard TV documentary
today misunderstands the meaning of the
word objectivity. Objectivity does not mean

. . balancing each thought or statement
with its opposite. If you find a man who
says the world’s round, you better find a
man who says the world’s flat. . . .

FRAN

CRONKITE

Walter Cronkite, CBS News corre-
spondent:

With all due respect to my colleague, I
happen to think he’s absolutely wrong. . . .
We have not pulled punches. . . . Objec-
tivity, I think, is not a bad word. . . . I don’t
think that we self-cancel.

Reuven Frank, NBC News vice president:
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Brinkley [editorializes] ‘very rarely.
Huntley does it a little oftener. But |
think if they did it all the time they [wouid]
wear - out the tolerance of the audience.
They're not always looking for an editorial

page. Television at its best is a narrative

medium. Television does one thing that no
other medium can. it transmits experience.
It tells people how a situation feels.

Accepting the 1966 Distinguished Service
Award of the National Association of Broad-
casters, Sol Taishoff, editor and publisher
of TELEVISION and
Broadcasting maga-
zines, decried the
erosion of freedoms
and responsibilities
in broadcasting. Ex-
cerpts of his accept-
ance address:

I do not pretend
to know whether the
broadcast station of
the future will be :
orbiting in space or TAISHOFF
carried in a man’s vest pocket, whether it
will transmit its signals in the frequencies
we use today or by laser beams or wire. I
do not pretend to visualize the shape and
size of the home receiver that the station of
the future will serve. We would all be un-
imaginative indeed, however, if we assumed
that the transmission and reception system
of 1966 is going to stay just the way ‘it is,
however earnestly we will it.

One year ago, during the annual conven-
tion of. this same NAB, television followed
a live camera to an impact on the moon. At
some point in the 1969-70 or 1970-71 sea-
son regular programing will be interrupted
for coverage of an astronaut debarking to
set a human foot upon the moon. And with-
in the life expectancy of most delegates to
this convention television will journey with
man to a planet.

By the time our spacemen fly to Mars
we earthlings will be equipped with home
information and entertainment centers that
will deprive us of any excuse to remain
ignorant or bored. We will be able to record,
store and retrieve for replay at our con-
venience a much wider range of intelligence
and diversion than is available in any home
or any hall today. There is no doubt in my
mind that the newspaper of the future will
be delivered electronically.

Now who is to feed these versatile ma-
chines that will make the American home a
library, theater, newsstand and crossroads
of the universe? The assignment can be
carried out only by a new breed of com-
municators whose versatility of production
can match the capabilities of the machines.
This new breed must be incubated in the
broadcasting system of today. It will not
emerge from the egg, however, unless it is
given the proper stimulus.

It saddens me to say the current climate
of the broadcasting business is not especially
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conducive to imaginative ventures and risky
progress. The dominant attitude in the power
centers of television is conservative. All
across the country broadcasters rally to the
cry: “Don’t rock the boat.”

But if it is comfort and complacency that
you're after, you’re in the wrong business. *
For journalism is your business. Yours is a
type of journalism that has never before
been seen on this earth. It presents more
opportunities for public enlightenment than
have ever been offered to any other medium.

Forgive me if I suggest that not all of the
opportunities have been fully exploited.

You have let [the First Amendment] be
ignored by government officials who decided
long ago that [it] afforded less protection
to broadcasting than to other information
media.

Its time that broadcasters mounted a
meaningful resistance movement to turn
back those neutralizing federal controls. It's
time that broadcasters developed a sense of
miission as large as the opportunities that
new technology is certain to present. I'd like
to think that the future generation of com-
municators who supply that profusion of
art, of culture, of divertissement, of knowl!-
edge to the electronic center of the American
home will descend from this generation of
broadcasters.

But if those things are to come about, the
deadening hand of government must be
lifted from the nontechnical controls of our
broadcasting structure. Eventually the Com-
munications Act of 1934 and all its patch-
work of amendments must be scrapped and
replaced by a law that takes its thesis from
that First Amendment.

Idealistic? Certainly.

Possible? Definitely.

Worth it? The answer must come from
you.

On his comedy special on April 13, come-
dian Bob Hope, in his opening monologue,
had some comments to make about Rex
Sparger's statement that he had rigged
the Nielsen ratings of Hope's Vietnam
Christmas special. Mr. Sparger has been
charged in a suit filed in an Oklahoma
federal court by the A. C. Nielsen Co., Chi-
cago, with attempting to rig the ratings of
a Carol Channing special on CBS-TV.
Among Mr. Hope’s comments:

Yessir, here | am back again for Chrysler
—Thanks to the Acme Rating Rigging
Service. Did you read about that?

It takes nearly a hundred people, work-
ing very hard, to get this show on the air.
And several million of you viewers to make
it successful. But good news, now we can
all relax. Somewhere in America there's a
guy standing in a phone booth rigging our
rating . . .

I'm sure my sponsor, Chrysler, doesn’t
believe my high rating was influenced . . .
But 'm worried . . . Yesterday, | sent my
Imperial in for a checkup and a Plymouth
came back.
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The Greatest Audience Attractnon .
in the History of Syndicated Television “i |

Offices in New%’ork ,Chicago,San Francisco, Dallas,AtIanta . CB S F]LMS
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FOCUS ON

FINANCE

Merger for Seven
Arts-Filmways;
new look for STV

ur 1966 stock market has turned into
I a regular trampoline. In March it

dented way down; in April it again-

twanged into high flight. Traders pro-
claimed themselves puzzled, and dis-
turbed: too uch speculative activity
overshadowing significant evidence- that
the great economic.boom is still rolling
in high gear, with inflationary pressures
mounting.

Although trading volume on the major
stock exchanges reached record levels,
there was no general upward movement

in securities prices and no great progress.

in market averages. In mid-April the
“glamour” selections were soaring bt
the highly capitalized investment-grade
issues. continued to drift down.

Stocks in the TvM index, a mixed
bag of “glamour” selections, enjoyed the
April Dbounce-back. Where only seven
of the 70 listed issues showed a gain
in points between Feb. 15 and March 15,
and the list was off an aggregate of 220
peints, March 15-April 15 saw 55 of
the 70 issues on the rise, an aggregate
point gain (subtracting 13 losses) of
258 points.

The TyM-listed manulacturing stocks
dominated the advance, stacking up a
whopping 217-point gain (versus a Feb.-
NMarch plunge of 92 points). All 12
companies in the manufacturing cate-
gory weighed in with gains: 46 points
for Motorola, 87 for National Video,
36 for Admiral, 3% for Zenith, 30 for
Magnovox, 12 for RCA.

For the Sarnoft empire it was partic-
ularly sweet. RCA closed on April 15 at
G, just off its high for the year of 62,
five points over jts 1965 high of 56. For
the first three months ol 1966, RCA’s
sales were 219, ahead ol last year and
its profits were up 24%.. 'The NBC divi-
sion for the first quarter saw its profits
climb 20,

Sales of color TV sets and color cam-
cras were given a major shave ol credit
for the advances hy RGA and the com-
pany says thar it will manulacture and
ship over 600 color"I'V. cameras worth
$10 million during 1966, RCA also in-
creased s estimate of industry sales of
color receivers Tor the year upward from
1.5 million to 5.5 million units,

(The Lleetyonic Industries Associa-

14

THE TELEVISION MAGAZINE INDEX
to 70 television-associated stocks

Grand Total

N-New York Stock Exchange
A-American Stock Exchange
0-Over The Counter

Clos- Clos- Change
ing ing From
Ex- April March March 15
. . change 15 15 Points 9,
TELEVISION
ABC N 8254 7334 + 9% 13
CBS N 5334 4274 410l 25
Capital Cities N 303 313 -1 3
Cox Broadcasting N 3515 353 — Y 1
Gross Telecastling 0 20% 30 - 9% 3]
Metromedia ) N 5414 49 + 5 10
Reeves Broadcasling “A 6 5% + Y 2
Seripps-Tloward O 28 29— 1% 5
Subscription TV 0 434 3% + Y 13
Taft N 30y  21% + 2% 9
Womelco N 27%% 26 + 134 6
Total
CATV
Ameco A 2674 243  + 21 10
Entron Inc. 0 . 10 10 + U 2
H&B American A 7Y% 6% 4+ 1% 13
Jerrold Corp. (0] 1934 22 - 3% 14
Teleprompter A 1714 144 + 3Y 23
Viking Industries 0 1914 14 + 5% 39
Total .
TELEVISION WITH OTHER MAJOR INTERESTS
Aveo N 293 24 1+ 534 24
Bartell Media Corp. A 5Y 6% — 1% 24
Boston Herald-Traveler 0 56 54 + 2 4
Chris-Craft N 26 23 + 3 13
Cowles Communications O 1954 17 + 2% 15
General Tire N 3474 29% 4+ 5 17
Meredith Publishing N 3314 28% + 434 17
Natco Broadcasting N 1374 13% + 1 4
Outlet Co. N 184 17 + 1Y 7
Rollins Inc. A 3534 33+ 2% 8
Rust Craft Greeling (0] 2814 253 + 21 10
Storer ‘ N 45 379 4 714 19
Time Inc. N 10614 9234 41334 15
Total
PROGRAMING )
Columbia Pictures N 2514 24 + 14 5
Desilu A 974 9% — .
Disney N 58 52 4+ 5% 10,
Filmways A 25 1814 + 634 37
Four Star TV 0 334 4f - 15 12
MCA Inc. N 5934 555 -+ 414 7
Medallion Pictures. 0 614 5 4+ 3% 14
" MGM Inc. N 5734 18 4+ 915 20
Paramount N ° 1313 69% + 3% 6
Screen Gems A 2134 23 — 114 6
Seven Arts A 3054 21 + 95 46
Trans-Lux A 1074 103, + Y 1
20th Century-Fox N-  351% 32 + 2% 9
United Artists N 30 . 2604 4 4lg 16
Walter Reade-Sterling O 27% 2 + % 28
Warner Bros. Pictures N 1434 15 — 3% 2
Wrather Corp. (0] — 414 — =
Total
SERVICE
John Blair 0 23 25y - 2Y 9
C-E-1-R O 13 1214 - 3. 6
Comsal N 4534 3754 + 8 22
Doyle Dane Bernbach [8) 65 57 4+ 8 14
Foole, Cone, & Belding N 1584 16y — L 3
General Artists 0 434 s 4+ Y 6
Grey Advertising O 2754 2514 4+ 214 8
MPO Videotronics A 133 13Y, 4+ 1 4
Movielab Inc. A 9 914 - 13 5
Nielsen 0 30 2614 + 3 13
Papert, Koenig, Lois A 1184 11 + 5% 6
Total
MANUFACTURING
Admiral Corp. N 127% 91  436% 39
Ampex Corp. N 2174 Y 4+ % 3
TEmerson Radio N 39 2814 + 8% 30
General Electrie N 11034  107%% + 274 3
Mugnavox N 122y 92 4301, 33
3M N 74 6514 + 814 14
Motorola 1nc. N 22414 178Y 446Y, 26
National Video A 112 74y, 43783 51
RCA N 6lY 49  t12i4 25
Reeves Tudustries A 4y 3 4+ 34 21
Weslinghouse N 6014 593 4+ 34 1
Zenith Radio N 171 138 +33, 24
Total

Approx.
1965-66 Shares
Highs- Out
Lows (000)
8318 4,682
55-33 20,464
35-15 2,746
45-21 2,655
33-27 400
56-30 2,094
8- 4 1,480
35-21 2,589
7-1 3,029
36-18 3,295
33-27 2,224
45,658
38-16 1,200
11- 4 617
9- 3 2,583
24~ 4 2,131
27- 17 820
20~ 3 840
8,191
3114-19 13,758
- 4 1,837
58-36 540
29-12 1,583
21-11 2,944
35-19 16,719
38-18 2,662
15— 8 706
22-13 1,017
52-25 3,087
30-11 727
49-39 4,129
106-58 6,560
56,269
30-20 1,914
11- 7 1,124
1 62-43 1,936
22-11 690
8- 4 666
62-35 4,707
12- 5 632
60-33 2,517
80-49 1,601
29-14 3,974
35~ 9 2,472
13-10 718
39-23 2,886
33-18 4,210
3-1 1,583
21-13 4,878
38,261
26-20 1,067
15- 7 1,555
67-36 10,000
65-27 997
20-14 2,146
6~ 3 600
28-16 1,231
18- 7 469
13- 5 908
30-20 5,130
14— 8- 791
24,894
135-16 2,501
29-13 9,343
40-10 2,247
120-91 91,068
125-31 7,684
76-54 53,386
234-63 6,089
120~ 8 2,760
62-31 58,372
5- 2 3,327
67-41 36,996
178--63 9,354
283,127
456,400

Tota}
Market
Capital-
‘ization
(000)

$386,900
1,099,900
83,400
94,300
8,300
114,100
8,900
72,500
13,300
99,700
61,400
$2,042,700

$32,300
6,500
19,400
10,800
14,400
16,400
$129,800

$109,300
9,600
30,200
41,200
57,800
583,100
88,200
9,800

18,600

110,400
20,500
185,800
698,600
$2,263,100

$48,100
11,100
112,300
17,300
2,500
281,200
4,000
145,400
117,700
85,900
75,700
7,800
101,400
127, 400
4,600
72,000
18753*
$1,214,400

524,500
18,300
457,500
64,800
33,800
2,900
34,000
6,400
8,200
153,900

9,200
$813,500

$319,200
204,400
87,600
10,085 800
939,400
3,950,600
1,367,000
309,100
3,575,300
14,100
2,238,300
1,599,500
$24,690,300

$31,153,800

, Data compiled by Roth, Gerard & Co.
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Yic Skaggs, WIIC-TY Program Director, chats
with Philip Baskin, Chairman of the Public
Auditorium Authority, outside the office of
Pittsburgh’s .Civic Arena and Exhibit Hall.

world’s largest
hardtop
convertible

When the world’s largest mov-
able domed roof dramatically
opens to let in the summer sky,
audiences in Pittsburgh’s Civic
Arena gaze in awe.

clEics

wwWw americanradiohistorv com

You can open the lid on the
Pittsburgh market with top spot
avails on WIIC-TV, Pittsburgh’s
#1 Color Station. Get with
General Sales Manager Roger
Rice or your Petry-TV man.

Get your
Pittsburghers on

wi/c -7v7ys.

Basic NBC Television Affiliate

Cox Braadcasting Corporation stations: WIIC.TY, Pittsburgh; WSB AM-FM.TV, Atlanfa; WHIO AM-FM-TY, Dayfon; WSOC AM.FM.TY, Charlotte; WIOD AM-FM, Miami, KTYU, San Francisco-Oakland.
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STORY
BQARD
~—] HAIR CONDITIONING! Mister,

if "she strokes your hair—it's
your scalp she’s after.

WTRF-TV

REP wtrf-tv Wheeling
BLAIR® | IRIMMING! Even back in the
wm—! Stone Age when women wrote
down their ages, they chiseled.

Wheeling wtrf-ty
HOME REPAIRS! For fixing things around the
house, nothing beats a man who’s handy with
a checkbook.

Ninth USA Color Market
HIS AND WHOSE? This bachelor apartment
has two towels marked "His’’ and ""To Whom
it May Concern.”’

159,100 Color Sets

MOSCOW FACTION! Ivan to his factory boss
lady, “Madam Director, 1'd like the afterncon
off to go to the opera.” “Madam Director,’”
roared the woman, "How dare you address me
like that. You will call me Comrade Directar.
What opera do you want to see?’’ Ivan; “Com-
rade Butterflyl’”

Color Film, Tape, Slides
THE SQUELCH! There was something cbout you
| liked—but it’s been spent.

NBC Network Color
ACTION! Two-thirds of promotion is motion.
(And if\)'ou want to see a pro in motion, have
WTRF-TV’s Promotion Manager, Mary Neal give
your next schedule the activated zing.)

ALL COLOR SOON
P.ASS[NG FANCIES! Men never make passes at
?n[s that wear glasses? It all depends on their
rames.

Wheeling-Steubenville TV
*YOUR BLAIR TV MAN has all the good figures
that add up to why WTRF.-TV's Wheeling-
Steubenville Market should be included in your
next spot schedule. WTRF-TV's 159,100 color
sets make us the nation’s ninth color market
(ARB Nov. ‘65).

CHAMRNEL [‘g WHEELING,
SEVEM WEST VIRGIMIA

prime time in a

media transaction
bhegins when you
consult Blackburn first

The decision of buyer or seller to
call on our experience and vast
knowledge of the market well ahead
of actual negotiations is time well
spent. Not (o avail yourself of

all the facts, both pro and con,
could result in the loss of much
maore than time. Rely on Blackburn,

the reliable broker,

BLACKBURN

& COMPANY, INC.
Radlo = TV - Newspaper Brokers

WASHINGTON, D.C.: RCA Building, T 39270
CHICAGO: 333 N. Michigan Avenus, F 6-6460
ATLANTA: Mony Building, 87345676
BEVERLY HILLS: Bank of America Bldg., GR 4 815
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FINANCE continued

tion recently reported that total sales of
color-TV receivers by distrinutors hit 2.7
million units last year, an increase of
101% {rom sales of 1.4 million in 1964.
EIA also noted that total TV-=set sales
last year, color and black and white,
reached a record volume of 10.8 million
units.)

CBS came in with a fine April show-
ing, pushed up its stock to 5334, a gain
of 107 (25%) over the March-April
period, and is now at a level surpassing
its 1965 high of 48.

ABGC, with apparently nothing but
FCC approval standing in the way of
its merger with International Telephone
& Telegraph, is trading around its 1966
high of 83. It picked up better than
9 points, 13%, during the March-April
period.

ABC, in its 1965 stockholder report,
proclaimed its most success{ul year ever—
revenues were up to $476.4 million with
profits at $15.7 million. In a first-quarter
1966 report issued last month ABC was
continuing to climb. It listed earnings
of $4,680,000 or $1 a share compared
with $4,206,000 or 91 cents a share for
the like period of 1965.

Metromedia, a solid gainer in recent
months (up five points, 10% on the
current index period), was feeling some
of its oats on FCC approval of its $2.5
million purchase of kewe Oakland-San
Francisco from Crowell-Collier Broad-
casting. This brings Metromedia up to
its maximum seven radio holdings. The
company still has room to grow on the
TV station side. It owns four VHF out-
lets, has an option to purchase for $1
million the construction permit for now-
dark ksaN-Tv, a San Francisco UHF and
a likely companion for krws.

Subscription Television Inc. perked
up only slightly (14 point, 13% to 434
on April 15) on the news of a “tenta-
tive” arrangement wich Shasta Telecast-
ing Corp. which would have STV acquire
Shasta’s KJFO, a Fresno, Calif,, UHF sta-
tion, and its Shipstads & Johuson Ice
Follies, plus certain related assets and
ltabilities. In return  [or these Prop-
ertics—valued at about $8.6 million—
Shasta would receive $500,000 in cash
toward the purchase ol 500,000 shares
ol newly issued STV common ar §1 a
sharce. Shasta in addition  would get
about $5 million in STV subordinate
debentures, and zome  $3  million in
Shasta’s debts would he assured by the
pay-"I'V organizatian,

As part ol the agreement, it was re-
ported that Leay Siegler and  Reuben
IL Donnclley Gorp, (o division ol Dun
% Bradstreety, the big initiad backers
ol STV, would invest an additional $5.8
million in STV in retaen for 400,000
shares ol its vewly  issucd  common,
Ahout the only thing firm on the neans.
action s that Sylvester “Pat” Wenver,

www americanradiohistorv com

president and director of STV, will re-
sign both posts. (Weaver recently has
been working as a program consultant
for CBS-TV.)

It was generally an up month for the
TV programing and movie companies,
with 12 of the 17 issues in the index
posting gains. An the top gains were
made by Seven Arts and Filmways, for
good reason: merger.

Under a consolidation plan announced
March 31, for each outstanding share
of Filmways, one share of a new Seven
Arts voting preferred will be issued, con-
vertible into 9/10 of a share of Seven
Arts common. The new preferred shares
will be entitled to receive cumulative
dividends at an annual rate of 80 cents
a share.

The proposed merger, a $20-million
deal, would form a strong TV-movie
production - distribution  organization
along all-purpose lines. Currently, Seven
Arts is strongest as a distributor of fea-
ture films to TV. Filmways is chiefly a
producer of network TV shows, includ-
ing Beverly Hillbillies and Petticoat
Junction. And both companies produce
major motion pictures. The head men
are Eliot Hyman at Seven Arts, Martin
Ransohoff at Filmways.

In their last fiscal years (Filmways’
ended Aug. 31, Seven Arts’ June 30),
the Ransohoff firm earned $327,434 on
revenue of $25.5 million; Hyman’s com-
pany netted $2,485,651 on revenue of
$25.9 million. Both companies are set-
ting record earning paces on the current
fiscal year. Seven Arts stock bounced
ahead 46%, on the March-April index.
Filmways was up 37%,.

Paramount  Pictures last wmonth
breathed a big sigh of relief. It had
nothing to shout about on earnings—
down from $4.22 a share in 1964 to $3.90
last year—but two long-imbedded thorns
in its corporate hide removed themselves:
dissident directors Herbert J. Siegel and
LErnest H. Martin.

Messers. Siegel and Martin had threat-
ened a proxy fight against Paramount
management. But on April 15 they an-
nounced that they had sold their Para-
mouant stock—some 143,000 shares, 9%
of the rotal outstanding—and resigned
lvom the board of directors. Sale ol the
stock  (for almost $12 willion), held by
the Baldwin-Montrose Chemical Co., of
which Siegel is board chanman, was
made to Gull & Western Industries.

Not vecorded in the current index is
Wrather Corp., whose stock was  sus-
pended frone trading for a 10-day period
(Aprit 11-20) by the Sccurities and Ex-
change  Commission. “The  suspeusion
applied to the AL G Gilbert Co. (having
“substantial inancial problems,” accord-
ing to the SECY, but Wrather is involved
because it owns about 50% of Gilbert's
stock, END
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Starring such outstanding performers as: (top row, left to right) Frankie Avalon, Richard Burton. Leslic Caron, Jeff Chandler, Angie Dickinson;
{second row) Troy Donahue. Greer Garson, Alec Guinness, Trevor Howard, Arthur Kennedy; (third row) Dean Martin, Diane McBain, David

Niven, Steve Reeves, Debbie Reynolds; (fourth row) Cesar Romero, Rosalind Russell, Frank Sinatra, Robert Stack, Connie Stevens and many others.

another great selection of feature motion pictures for television

WILL SOON BE AVAILA

N

mWARNER BROS.TELEVISION DIVISION 666 Fifth Avenue, New York 19, N. Y. Clrcle 6-1000
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BERN KANNER One way to go from
staff sergeant to VIP is to have shiny
shoes, win a battle single-handed—and
marry a general’s daughter. Or you can
get out of the army and go into advertis-
ing. That’s what Bern Kanner did, and now
he is senior VP in charge of media and
programing for Benton & Bowles. Like
millions of other lads, Kunner learned a
trade in the army by running a base
theater in Japan. Eighteen years later
he’s still looking for good shows, but as a
top decisionmaker in an agency that spends
about 75% of its clients’ ad budgetls in
television, and that has a tradition of suc-
cess in developing or buying into winners.
In his new post Kanncr heads o staff of
230 (140 media, 90 programing) whose joh
it is to maintain that tradition. B Kanner
doffed his khakis in 1948 and enrolled in

HUBBELL ROBINSON If there was a Golden Age in
television’s history, in many ways the era must be exemplified by
Hub Robinson, one of the men most closely associated with it.
Taste has been an indispensable ingredient in many of the things
he has done. He created Playhouse 90, Twentieth Century and
Ford Star Time. It is this reputation for creative taste that made
him the logical choice to take command of what may be one of
the brightest chances for a return to adventuresome TV produc-
tion—ABC Stage ’67. B He does not belie his creations, past
and future. His almost diffident charm tends to make visitors
forget that he is a successful producer keeping track of the thou-
sands of problems inherent in an enterprising project like Stage
’67. Robinson has benefitted from the experience of time without
showing the ravages of it. He was part of broadcasting before TV
was. He rose to VP in charge of radio in his 16 years with Young
& Rubicam. Then he went to the Blue Network; Foote, Cone &
Belding, and, in 1946, he joined CBS as programing VP. It was at
CBS-TV that he made his significant contributions to the Golden
Age. When he went to ABC-TV, it was to sell a series called
Hawk, about an American Indian on the New York police force.
He sold it, and got himself on the Stage 67 series. B He's ex-
cited about Stage ’67’s prospects. “We have the chance to see if
we can move out of the run-of-the-mill type of weekly pro-
graming. We want to be enough of a goad to make other people
do likewise.” What does he consider his goal? “Enough recogni-
tion by audiences to make [it] a good dollar buy, and enough
critical recognition to let us know that we accomplished what we
set out for. We're trying to marry class and mass.”- From where
he sits Robinson has a satisfying view: back on a long and dis-
tinguished radio and TV career, and forward to a programing ad-
venture with as much challenge and danger as anything he’s ever
done.

jowrnalism at New York University. On
graduating in 1952 he entered advertising
because a friend had. “There was really
no plan involved,” he admits. Since then,
his sense of direction has been somewhat
less casual. During 14 years with B&B he
has learned media from the bottom up.
Now, as media and programing top-kick,
he [aces such formidable problems as sky-
rocketing production costs. Kanner thinks
the lid will have to be put on costs soon.
“I don’t know who'll be the first to have
the guts to do it, but the pressure has to
come from the advertisers and agencies.”
®m Kanner lives in Chappaqua, N. Y., with
his wife and four children. The tasteful
colonial furniture in his home and office
reflects a disposition for the past, but
Bern Kanner’s thoughts at B&B are all
on the future.

SY DEVORE Who are television’s best-dressed men? One
authority is Sy Devore (shown at a Jackie Gleason fitting), a
nally, compaclt man who is to actors’ clothes what Max Asnas of
New York’s Slage Delicalessen is to the corned-beef sandwich.
Pick any well-known male siar on a TV show with a contem-
povary setting and the odds are that he got his duds from Devore.
B Here's how Devore handicaps some of TV’s fashion plates: Dean
Martin—"“shows to great advantage”; Jerry Lewis—‘very well-
attived man”; Bob Hope—*“always well dressed”; Danny Kaye—
“always looks good in a very conservative way.” W Hollywood has
heen Devore's home for 22 years, bul he grew up in back of his
[ather’s Brooklyn clothing slore, majoved in textiles at New York
University, then studied banking and worked on Wall Street.
The stock-market crash forced him into the clothing business.
He opened a store, Leeds Clothing, on Broadway, next door to
Loew’s Stale thealer and a few sleps from the Palace. Soon he
way selling to cverybody that was somebody in show business. In
August 1944, he traded Broadway [or Sunset and Vine. On his (irst
day he sold 93 suits out of the 110 he had in stock. Today, besides
the mother lode in Hollywood, the Devore shingle hangs above
stores in Palm Springs, Las Vegas, the San Fernando Valley and
Lake Tahoe, all a credit card away from any star’s needs.
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www americanradiohistorv com



www.americanradiohistory.com

W

"

This theology student learned This is Alex Barton, theology student, producing a documentary. And behind it is a
about ghetto hOllSil‘lg, unique internship program designed to give selected churchmen a working experience
. ) in radio-and TWV.
crime rates, Selected by the National Council of Churches, McCormick Theological Seminary stu-
racial prejudice, dent Barton came to the WOOD stations, Grand Rapids. His twelve weeks were under-
unemployment, written by Time-Life Broadcast and the NAB.
) Out of his learning came two documentaries, one for radio and one for television:
school dl’OpOlltS They demonstrated to audiences in western Michigan that the Negro’s problems are by
and riots. no means limited to the South or the big cities. And the communities are acting.

Journalism like this is our specialty, and our responsibility as a group broadcaster.
So did Grand Rapids. KERQ-TV Bakersfield
TlME KLZ-TV-AM/FM Denver
L'FE {1 WOOD-TV-AM/FM Grand Rapids

1 WFBM-TV-AM/ FM Indianapolis
BROABCAST | KOGO-TV-AM/FM San Diego
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television has
arrived.

Are you
with it?

Color sells. We’re selling
color. We say you’re ;
missing a major competitive
weapon if you’re shooting
your commercials in
black-and-white. Virtually
all prime-time programming
is now in color, reaching
an audience of millions,
scoring millions of extra-
impact impressions.
Shouldn’t those impressions
 be made for your product?
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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Excerpt from a memorable speech —
delivered at the National Association of Broadcasters convention by E. William Henry, Chairman
of the Federal Communications Commission, Chicago, March 29, 1966:

“Consider, first, the troublesome question of artistic integrity and good taste. ... Too often, | suggest,
routed by shadows, you break and run before a shot is fired in anger. Too often you surrender to pop-gun
complaints as if they were the crack of doom. Too often the record here shows not only a lack of courage,
but a lack of common sense....

“Let me give you but one illustrative example. ! recently watched an evening television movie called
‘ROOM AT THE TOP,’ a film that won many awards and received much praise....Those of you who saw
it may remember that at one point...the dialogue went something like this:

Father: And by the way, young man, | know your relationship with that
other woman, and I'm telling you straight: Get rid of that
(Bloop-Blip)!

Young Man: Don't ever use the word (Bloop-Blip) when you speak of her!

Father: When | have a word that fits, | believe in using it.

““And there sits the poor audience, wondering what in the name of all that’s artistically honest the bloody
word is! This bloop-blip technique may be fine for selling razor blades, but is scarcely appropriate in
an adult film on a controversial theme.

“Needless to say, | am not advocating a policy of ‘anything goes.’ But the alternatives to that extreme
do not stop at treating the adult American public as if it were dominated by the Ladies Auxiliary of River
City...who complained bitterly that the town library had books by Chaucer, Rabelais and Balzac....

““No one would suggest that your lives will be less complicated if you stop playing it quite as safe as you
have in the past. Any new departure in this contentious area will raise eyebrows and embroil you in con-
troversy. But more courage here will make your jobs more satisfying — and American broadcasting will
be the better for it."”

ROOM AT THE TOP is one of several hundred quality films for quality television programming
from the library of Walter Reade-Sterling, Inc.

241 East 34th Street

New York City

wwWw americanradiohistorv com
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Vietnam is a cruel war that television’s
newsmen endure on the scene, and it is an
endlessly preplexing issue that bedevils
television’s editors back home. It is

the first war to be covered day by day

by television and may become the first

to be broadcast live to the American home.
Television coverage has been damned,
feared and praised — but it is escalacting
with the war and the U.S. commitment.

wwWwW americanradiohistorv com
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VIE TNAM:

TELEVISION’S

CRUELEST
TEST

BY ALBERT R. KROEGER

MARINE Colonel Michael R. Yunck lay on an operating
table in a hot Vietnam hospital tent. As a surgical
team hovered about him —and an NBG camera recorded
the agony — Yunck talked, pain, despair, yet quiet courage
in his voice:

“I've got a lot of pain in that left ankle. I think it’s a good
sign. It’s that sharp pain that you get when you’ve got
nerves, you know. It's that sharp nerve pain . . . burning,
burning.”

A doctor spoke: “We'll do all we can to save that leg.”

“I know, I know there’s not inuch left hecause T was car-
rying that damn thing by hands all the way back. T was
afraid the whole thing was going to come off. T said, ‘Hell,
they can’t be right around in"here! So T didn’t ¢all hombs
and napalm on those people. But that’s where they were.
Pynsure now thar that’s where they were, Goddamnit, 1 hate
to pul nape on these women and children. T just didn’t
doit. T justsaid, “They can't he there!

“Well, we held the planes oo we held the six wings up ...
we held them up there, We ligured we'd call them if we
necded then 0 T swoopad down 100 or 200 feet over this
villuge, this hamdet arco. T thought T saw some people in
the hole, and T just hiomg avonnd there too long and 1 was
too low .7

Te wasn’ L pleasant 1o watcl, oy hear, as it was carried in
color Jast Dec 85 onthe fhinmtley-Byinkley Reporl.

Colone! Yandk, 25 yeavs o Marine, had been divecting air
support from a helicopier foy roops poving in on an
enemy-held village v the L Dyang valley, part of last
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December’s Operation Harvest Moon. He had spared the
village when it appeared the Vietcong were using women
and children as a shield. Then he was hit by machine-gun
fire from the village. His humanity cost him his left leg.

Much of the war in Vietnam, as television covers it, was
revealed in the three-minute film clip on Colonel Yunck.
The circumstance of the filming was unusual: It was shot
with the permission of the Marine Corps and of Yunck,
who personally wanted it shown to students of the Univer-
sity of California at Berkeley who were protesting against
U.S. brutality and involvement in the Vietnamese war.

On NBC’s part, there was the decision to run the film,
It was strong stuff, especially in color, and in its original
Lorm it covered the entire 25-minute operation. “There was
no question