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Are you

keeping pace
with color?

Virtually all ’66-’67 prime
time programming will
be in color. With color TV
commanding the attention
of millions of everybody’s
best customers, color
commercials are becoming
~ an essential competitive
weapon. Shoot in color—
give your product a prime
chance in prime time,
greater viewer impact all
the time.

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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Don' get caught
without this Guy
thisNewYear’s Eve.

Guy Lombardo live from New York’s
Waldorf-Astoria! Last year’s historic
first live syndication of this New
Year’s Eve special was so big, so
successful, that this year 50 stations
have already booked him—and it’s
only the beginning of November. So
don’t get caught without this New

Year’s Eve date. Make

your reservations now.

SABC

This Guy knows how to FEMS

start a NewYear right.

Reservations already accepted from:

KGGM-TV. Albuquerque
KCNC-TV, Amarillo
WLOS-TV, Asheville
KHFI-TV, Austin
WABI-TV, Bangor
WNBF-TV. Binghamton
WNAC-TV, Boston
WKBW-TV, Buffalo
KCRG-TV, Cedar Rapids
WBBM-TV, Chicago
KRDO-TV. Colorado Springs
WTVN-TV, Columbus
WBAP-TV, Dallas/ Ft Worth

WHIO-TV, Dayton
WAND-TV, Decatur
KBTV., Denver
WOL-TV, Des Moines/ Ames
W JBK-TV. Detroit
KTHI-TV, Fargo
WANE-TV, Fort Waync
WHP-TV, Harrisburg
WISH-TV, Indianapolis
WKZO-TV. Kalamazoo/
Grand Rapids
WLYH-TV, Lebanon
KABC-TV. Los Angeles

WKOW-TV, Madison
WTV]-TV. Miami
WTMJ-TV, Milwaukee
WCCO TV, Minneapolis
WQAD-TV. Moline
WNHC-TV, New Haven
WABC-TV. New York
WIRL-TV, Peoria
WFIL-TV, Philadelphia
WMTW-TV, Portland
WAGM-TV, Presque lsle
WLVA-TV, Roanoke/
Lynchburg
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WHEC-TV, Rochester
WREX-TV, Rockford
WBOC-TV, Salisbury
KUTYV, Salt Lake City
KGO-TV, San Francisco
WDAU-TV, Scranton
WSJV-TV. South Bend
KMOX-TV, St. Louis
WIBW.-TV, Topeka
KVOA-TV, Tucson
WMAL-TV., Washington,D.C.
WWNY-TV, Watertown
WSBA-TV. York
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TELEVISION

COVER. The mystery me-
dium for 1966 has to be
spot television. Why hasn’t
it moved ahead this year as
fast as it has in the past
few years? That’s the $800
million question.
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1,326 editorials per year.

1,326 is the number of different television editorials presented on Corinthian stations
during the past year. Their subjects ranged from traffic congestion to Communist aggressions,
from race riots to lunar landings, from police protection to Presidential politics.

Sensitive, time-consuming, important... editorializing is a major tesponsibilty of
top management at each Corinthian station. Helping to ensure balanced editorial judgment
are editorial boards, experienced writers, careful research, and a high degree of
community involvement.

Our editorials question, clarify, praise, criticize, encourage, analyze, prod, and inform.
They seek to crystallize community concern and, where necessary, suggest a course

of community action. You can see it’s Corinthian.
Represented by H-R/Corinthian Responsibili e

in Br

@ KXTV, Sacramento — KHOU-TV, Houston — WISH-TV, Indianapolis — WANE-TV, Fort Wayne — KOTV, Tulsa

E..
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TV and movies Sign
big deals; pay TV
legitimatized,
Sarnoff honored

ETWORK television and the mo-

tion-picture industry last month

entered into agreements sure to have
far-reaching implications for both.

ABCG-TV’s presentation ol the three-
hour long Bridge on the River Kwai,
which was sponsored by Ford Motor
Company for $1.8 million and which
overwhelmed its program opposition,
set the stage for announcement by ABC-
TV and CBS-TV of feature-ilm pur-
chases between them totaling almost $93
million. - B

ABC revealed that it had acquired
the broadcast rights to 32 Paramount
features for approximately $20 million,
and the rights to 17 20th Century Fox
pictures for some $19.5 million. Cleo-
patra, one of the films ABC bought for
two showings, reportedly cost the net-
work $5 million. An agreement with
Metro-Goldwyn-Mayer for the rights to
63 films cost CBS an estimated $52.8
million.

There were two unusual aspects to the
CBS-MGM deal, both of which auger
fundamental changes in the relationship
between television and the film indus-
try. One clause of the agreement speci-
fies that 18 of the 63 MGM films will be
completely new features, yet to be pre-
pared and distributed theatrically. In
effect, CBS is underwriting the produc-
tion of a number of MGNM movies.

Another aspect of the deal specifies
that CBS has the option to broadcast
from six to nine MGM films that have
already been Dbroadcast by NBC-TV.
This means that a number of films will
lrave been shown four times nationally
(twice by NBC and twice by CBS) be-
fore they ever enter syndication and are
shown locally.

Should this trend continue and ex-
pand, local stations may find they have
smaller and smaller audiences for the
films they buy and televise. Local broad-
casters are becoming increasingly con-
cerned over the mounting reliance

 networks place on feature films to

strengthen and flesh out their prime-
time programing. Understandably, local
stations are reluctant to buy and broad-
cast films that are reruns of reruns of
films that have been shown throughout
the nation in movie houses. The Late
Show could turn into a graveyard ol
overexposed flicks; only the commercials
would have any freshness.

At present, the networks show feature

films during prime time on five evenings -

of the week and ABC is planning to
broadcast a feature on Wednesday even-
ing beginning in January, making Mon-
day the only night in the week without a
movie.

Television’s tendency to broadcast
films during prime time on five evenings
[act: What delivers the audiences will be
shown, and movies have consistently
carned respectable ratings. Their higher
production values, the skill with which
they are made, their length and the
publicity that accompanies their thea-
trical release, almost guarantee a respect-
able share of the audience. In short, the
product is generally better—and usually
more mature—than the on-going series
that still continue to dominate prime-
time broadcasting.

Last month’s developments were a
natural alliance between two similar but
distinct aspects of show business. In a
sense, it was a marriage of convenience,
not made in heaven certainly, but of
mutual benefit to both parties. And
although the showing of feature films
may not be television in the strictest
sense of the word, audiences don’t seem
to mind.

® January, a month traditionally ap-
praised as a period of low buyer interest
caused by the preceding month’s Christ-
mas spending spree, has once again
stimulated the efforts of Harrington,
Righter and Parsons Inc, New York-
based station representatives.

Six years ago, HR&P contended that
January is the top television viewing
month and that instead of capitalizing
on the high number of sets in use (and
the concomitant rise in advertising dollar
efficiency and choice of top spot availa-
bilities) advertisers generally reduced
their budgets. At the time, HR&P
pitched the need for strong investment
in advertising during January 1961, and
as a result, billings climbed. In later
years, after the firm’s initial promotional
effort abated, billings fell off.

This fall, the firm is at it again, at-
tempting to stir the interest of advertis-
ing executives who have not, according
to HR&P, grasped the implications of a
January spot-TV drought during a period
of viewership bloom.

In this season’s presentation, HR&P
points out that January 1965 and Jan-
uary 1966 were two of the lowest billing
periods in the past six years. In January

1965, for example, there were 60%,
tewer dollars spent by advertisers than
in the following October, even though
219% more television sets were turned on
in the preceding January.

Moreover, HR&P notes that 829, of
all products sold via spot TV are low-
cost items such as food products, toi-
letries and the like, items usually
purchased regardless of what shape the
family budget is in.

® Subscription television made news
again last month as the result of a
Supreme Court decision and the resump-
tion of hearings on the subject by the
FCC.

Last month’s refusal by the U.S.
Supreme Court to review a California
pay-TV decision has apparently given
the green light to subscription-television
operations in that state and elsewhere
as well.

In 1964, Calilornia voters supported
a referendum that effectively banned
operations of pay-TV systems in that
state. Suit contesting the resolution was
brought against the state by pay-TV
interests, and subsequent decisions by
state courts ruled the resolution as a
violation of the First and 14th Amend-
ments to the Constitution. This year,
a petition for review of the court’s
decisions was filed by the California
secretary of state, who sought to reverse
the lower court rulings. In essence, the
Supreme Court dismissed the appeal, and
in effect called the California law un-
constitutional.

Still, pay TV is not soon in sight for
California viewers since Subscription
Television Inc., which had pay systems
in Los Angeles and San Francisco, ap-
parently has no funds to start anew a
pay-TV operation in the state. Moreover,
Shasta Telecasting, Inc., of Palo Alto,
STTI's heir-apparent in the state, is also
far from ready to move into pay-TV
operations. Negotiations that would re-
sult in acquisition by Shasta of 259,
of STI, and absorption by STI of
Shasta’s UHF station in Fresno and other
interests are still unresolved and the
financial conditions of the agreement
remain uncertain.

In other pay-TV developments, the
FCC was asked to abandon its proposal
to authorize a nationwide system of over-
the-air subscription television on the
grounds that a pay-TV experiment in
Hartlord, Conn., underway since 1962,
demonstrates that subscription television
offers little that is not available on {ree
television. In another, and seemingly
contradictory argument, the commission
was asked to abandon its proposal on
the grounds that over-the-air pay TV
would seriously endanger free televi-
sion’s ability to maintain its current
standards of service.

It was with these arguments that the

TELEVISION MAGAZINE / NOVEMBER 1966

WWW americanradionisiory com



www.americanradiohistory.com

THE CRAFT THAT GAVE BIRTH TO AN ART

In the early days of television, most music was tfuly incidental.
Hastily assembled, it was intended to be unobtrusive. .2~ Today,
the creation of music for television is an art. The makers of tele-
vision programs have learned that(muéic is as much a part of
comedy as funny lines, as moving or exciting in drama as visual
action, as important to romance as a close-up embrace. Original
music, which is so thoughtfully integrated into virtually every
phase of television, is the product of men of talent, skill and

a

taste. 2> Most of the music created for television is licensed
through BMI. The themes-and/or scores for 40 series produced for
this season’s prime-time viewing are written by BMI-affiliated com-
posers.'And the music of BMI composers also is used regularly an
21 other prime-time programs. .27 What began as a craft is now!a

recognized art that transcends the television screen to become!a

major factor in the music of our time. BM I -

BROADCAST MUSIC, |N|c.

ALL THE WORLDS OF MUSIC
FOR ALL OF TODAY’'S AUDIENCE
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How do

we know
how a

quarter-
million
Americans
feel about
teen-age
marriages?
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They told us!

It was the largest poll of its kind
ever conducted on a highly-explosive
subject. And one of the most dramat-
ic demonstrations of the true mean-
ing of two-way communication ever
achieved by a mass medium.

On a recent Tuesday evening, the
five CBS Owned television stations
presented “Feedback: Marriage—A
Game for Kids?~a searching look at
the pros and cons of teen-age mar-
riages, as seen mainly through the
eyes of young marrieds themselves.
Inthe concluding portion of the hour-
long color program, home viewers
were asked a series of sixteen ques-
tions to determine how they felt on
the subject,to be answered via special
ballots which appeared in newspa-
pers and TV Guide on the day of the
broadcast. No prizes. No premiums.
Nothing was offered but a unique op-
portunity to be heard on a matter of
major public concern.

The response was overwhelming,
At final count, a quarter of a million
viewers cared enough to register their
opinions painstakingly and to mail
their ballots to us.

Returns were analyzed and re-
ported on a special follow-up broad-
cast. But one fact was apparent al-
most immediately: how strongly so
many people feel about what they see
onthe CBSOwned televisionstations.
It is this deep sense of active involve-
mentthat,year-inandyear-out,makes
such a vital difference to our audi-
ences, to our advertisers, and to us.

CBS Owned wcas-Tv New York,
KNXTLos Angeles,wBBM-Tv Chicago,
wCAU-Tv Philadelphia and KMOX-TV

St.Louis. @ CBS Television Stations

——— e WYY ST C AN adicnictorvEmo

— -
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MONTH IN FOCUS continued

networks, the National Association ol
Broadcasters,  motion - picture - theater
owners, and for the first time, the Asso-
ciation of Maximum Service Broadcast-
ers, resumed a l2-year-old fght against
pay-TV.

Proponents of the FCC proposal were
drawn [rom the ranks of the pay-TV
operators, manufacturers of subscription-
television systems, the Screen Actors
Guild and the American Civil Liberties
Union.

Opponents and  proponents were
gathered at the behest ol the FCC, which
last March asked for comments on pro-
posed rules lor regulating over-the-air
pay TV on a vegular basis. The FCC at
the time said subscription television
“may well be in the public interest.”

But ABC, CBS, NBC, NAB, AMST
and the Joint Committee Against Toll
TV (representing the theater owners)
disagreed and argued last month that
the Hartford test was too limited to
prove anything, since the maximum
number of subscribers to the system hus
not exceeded 5,000 and since the average

)
Beverly Wilshire
Hotel

Beverly Hills, Calx"fomia

Minutes to the business heart
of Los Angeles or Hollywood
and the exciting new
Cultural Centers
—Slightly longer to the
magic of Disneyland or the
marvels of Marineland
~Only seconds to California’s
most fashionaﬁle shops,
(right outside our door)

one
The A Hotel that does more for you!

.Qms ANGELES CR 5-4282 + IN NEw vork LT "7‘9

12

audience for the subscription system’s
programs was less than 1/50 of 19, of all
television homes in its area. Further-
more, antipay-TV forces contend, over-
the-air subscription television constitutes
a waste of precious frequencies and that
programing as carried by the Hartlord
system duplicated that broadcast by free
television.

Although, as one spokesman put it,
pay TV’s promise is “more myth than
reality.” opponents of the FGC proposal
said subscription television could sound
the death knell [or free television, since
pay TV could outbid advertiser-sup-
ported television lor such progran
staples as movies and sports events.

Another argument contends that the
FCC is not authorized to rule on pay TV
since the Communications Act ol 1934
defines broadcasting as the dissemination
ol radio communications intended for
the public, a definition that pay TV does
1ot meet.

On the other hand, supporters say
subscription TV is no threat to free
television since it (pay TV) would have
no choice but to present programing
different [rom that now offered. “No
sane viewer will want to pay [or present-
day programs,” said one proponent.

SAG told the commission that pay
television is needed as an alternative to
the present advertiser-supported system
whose “‘inherent limitations seriously
restrict the quality, variety, scope and
diversity ol the programs which it is cap-
able of offering.” The limitations, SAG
said, stem from the lact that commercial
television is an adjunct of the advertising
business; it is not pure entertainment.

Other proponents ot the FCC proposal
claim that pay-TV operations would be
available as revenue producers [or hard-
pressed UHF aud nnaffiliated VHF sta-
tions. Their assumption is that broad-
casters would be able to operate their
stations part free and part fee, an idea
tacitly opposed by the ACLU, which
claims pay TV and free TV should be
operated separately so that each would
have the greatest [reedom to develop.

So went the latest round in the 12-
year-old fight between ‘“see [or free”
and “see for fee” interests. Whatever the
immediate effect of the Supreme Court
decision, the FCC opinion is not ex-
pected for months, maybe years, to come.
Both sides still have many arguments to
nuster.

® Tighter curbs may be placed on the
ability of television, radio and mnews-
papers Lo cover criminal proceedings as
a result of a 226-page report issued last
month by the American Bar Associa-
tion’s advisory committee on Iree press
and fair trial.

The ABA report recommended that
such information as the accused’s prior
criminal record, the existence or contents

of any conlession, the identity or testi-
mony of witnesses, and other statements
relating to the case be withheld from the
media. The tentative proposals would
serve to tighten the rules of legal ethics
so as to prevent prosecutors and detense
attorneys from divulging potentially pre-
judicial information between time ol
arrest and completion of trial.

Similar restrictions would apply to
police and court officials, who, like
attorneys, would be subject to contempt
of court proceedings or other discipline.
The news media apparently would be
exempt Lrom such charges, except when
a reporter publishes or reports anything
during a trial that may prejudice the
outcome.

Reaction to the proposals from broad-
casters and newspapermen came sharply
and quickly. All generally agreed that
the report was an open invitation to
police, judges and attorneys to withhold
information and deny the media access
to important news. It was felt that the
ABA rules also would enable corrupt
police to cover up secret arrests, and in
some cases secret trials, since sonie
lawyers also wish to bar the public from
preliminary hearings and any portions
of trials that do not take place in the
presence of a jury.

Some ol the most hard-hitting criti-
cism came {rom Dr. Frank Stanton,
president of CBS Inc, who said the
report’s recommendations were based
largely on assumptions, and not in-depth
facts.

B It was an extraordinary occasion; a
gathering of leaders from all walks of
lite, assembled to honor one man, and
no one described the event more gra-
ciously than did the person who was
honored:

“Nark Twain said he could live two
months on a good compliment. Tonight,
you have given me a banquet for lile.”

Thus spoke David Sarnoff, 75, long-
time head of RCA, at a dinner marking
his 60 years in communications.

Colleague and competitor alike praised
the man who rose from office boy to
leadership of one of the largest broad-
casting and communications comnplexes
in the world.

One of his longtime competitors, CBS
Chairman William Paley, speaking on
behall of the National Association of
Broadcasters, told the gathering that he
spoke “lor my radio and television col-
leagues throughout America” in paying
tribute “to a great pioneer in the world
ol communications.

“From the beginning,” he said,
“David’s unflagging energy and vision
have set the pace for broadcasters all
over the land.” Referring to Sarnoff’s
leadership of NBC, Paley added: “He
never relaxed in his efforts and I've got
the scars to prove it.” END

TELEVISION MAGAZINE / NOVEMBER 1966
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Courtesy of The Coca-Cola Company

PETRY You'll find today’s most dramatic sales gains
obtained through Color Television. And the most
dynamic approach to this medium is via Petry

”' s g t Colorspot. All the impact of Color plus all the
@ ”? . S H@ advantages of Spot. Count on the Stations we represent.
They fead in this kind of effective selling.

FOR FOUR DIMENSIONAL SELLING

PETRY &

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK ¢ CHICAGO + ATLANTA + BOSTON ¢+ DALLAS + DETROIT ¢ LOS ANGELES ¢ PHILADELPHIA « SAN FRANCISCO + ST LOUIS
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Announcing...
for color and
black and white,
the new family of P
RCA image orthicons
with a big difference here
that shows up big here

Now RCA brings you the “BIALKALI
PHOTOCATHODE?” in the new RCA-8673 and
-8674 Image Orthicons. This major engineering
innovation has greatly improved compatibility
with its non-stick target, maintaining resolution
and sensitivity over an extended tube lifetime and
improving performance of existing color or
black-and-white cameras. A simple change in a
resistor chain provides proper voltages for a trio of
these new Bialkali Photocathode Tubes. Wide-range,
the 8673 and 8674 fit spectral requirements of all
three channels...eliminating the need for another
tube type for the blue channel.

Another big difference: the re-designed image section
provides reduced distortion and freedom from “ghosts.”
These new tubes are available singly or as matched
sets—a trio of 8673/S or 8674/S types for color service...
types 8673 and 8674 for black and white. Main
construction difference is in the target-to-mesh spacing.
The closer-spaced 8673 enhances S/N ratio for quality
performance under sufficient illumination. The 8674
has greater sensitivity under limited illumination. For
complete information about the new RCA Bialkali
Photocathode Image Orthicons, ask your RCA
Broadcast Tube Distributor.

RCA Electronic Components and Devices, Harrison, N.J.

The Most Trusted Name in Electronics

@
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USE THIS CHART TO SELECT REPLACEMENT
TYPES FOR THE TUBES YOU ARE NOW USING

UNDER SUFFICIENT LIGHTING LEVELS

For color pick-up,
If you're now using. .. You can feplace with:

4513/8
7513/5 CBHS
For black & white pick-up,

If you're now using....You can replace with:

8673
8093A/L

UNDER LIMITED LIGHTING LEVELS

For color pick-up,
If you're now using ... You carn replace with:

44158
44165 86748

For black & white pick-up,

If you're now using ... You can replace with:

7293A
7293A/L 8674

AVAILABLE FROM YOUR RCA
BROADCAST TUBE DISTRIBUTOR
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WILLIAM BERNBACH Doyle Dane Bernbach commer-
cials often are like little old ladies; you want to help them
across the street. Whether it’s a pint-sized Volkswagen, forlorn
among brassy limousines; or Avis, fallen short of the driver’s
seat, your heart goes out to them. The mastermind behind
this ploy, the man who made being second more winning than
first, is agency President William Bernbach, who last month
picked up the Man of the Year award from the Pulse Inc.
Unlike client Avis, Bernbach is a notch up from number two,
having made it already to that remote pantheon, the Copy-
writers’ Hall of Fame. Much of the advertising of the sixties
bears his stamp, including stuff from rival shops. For a man
that important, some details are as off hand as a DDB copy-
line. He commutes to Brooklyn’s Bay Ridge section, not West-
port, Conn. And his evenings ave likely to be spent at home
reading or listening to records. He married Evelyn Car-
bone back in June 1938 and she’s been his wife ever sifice.
Born in the Bronx in 1911, Bernbach graduated from New
York University in 1933. He went to work in the mailroom
at Schenley’s and because of an idea he had for an ad, he won
a place in the Schenley advertising department. From then
on it was up: posts at William Weintraub and Grey advertising
agencies and cutting loose in 1949 to form DDB with Ned
Doyle, Maxwell Dane and the Orbach’s department-store ac-
count. TV billings last year were some $54 million. Bernbach
knows jazz well and there’s a quality of jazz in DDB commer-
cials: They look easy to do but they’re not.

NORMAN MACDONNELL Somehow, in the strange ways of show busi-
ness this gentle, silver-haired, conservative Scotsman and son of a Pasadena,
Calif., banker, learned his way around a western program. Possibly nobody in
Hollywood knows better than Macdonnell how to achieve human values in a west-
ern and still maintain continuing audience interest. His programs are always
more concerned with péople than pistols. Gunsmoke, which he cocreated and pro-
duced for nine years, is to TV westerns what marriage should be to youth:
the difference between wild fancy and maturity. Last season, Macdonnell held
the weekly reins of NBC-TV’s The Virginian and this year the overall production
of the same network’s The Road West is in his hands. Reflecting back over his
career and concerned about the season ahead, Macdonnell does not lean towards
flip cliches. “The whole bloody business is based on a word called compromise.
I’'m constantly trying to evaluate the juice of this whole thing but there are no
rules to it. All we can do is sell people and human predicaments and always hope
that before the jury comes in we’ll have a chance to show what we can really
do.” Perhaps there’s a sound reason for a man of Macdonnell’s unlikely back-
ground and quiet personality to become involved with the seemingly simple and
often violent western form. The reason has to do with identification. For like
the western hero, he is fighting to escape with dignity and individuality intact.

JOHN F. WHITE The president of the country’s only edu-
cational TV network could be forgiven if he were determinedly
uplift, contemptuous of money and indifferent to commercial
TV. But there is no need to forgive White, whose National
Educational Television last month received a Ford Foundation
grant of $6 million. He. is a realist about programing (“We can
do fun things, too.”), knows more than most people the value
and urgency of money and considers himself one of commer-
cial TV’s interested viewers. In fact, White is quick to admit
that he spends a great deal of his time finding money. He
likens this chore to the sales activities of the commercial net-
works: “They sell, I raise money.” His money-raising track
record is impressive. When he started as NET president in
September 1958, the annual budget was $1.5 milllon and the
staff numbered 27. Today a $9-million budget and 160 people
service more than 100 noncommercial stations. White began his
career in 1941 at Lawrence College in Appleton, Wis. He went on
to Illinois Tech and Western Reserve in Cleveland. From 1955
to 1958 he was general manager of WQED(TV) Pittsburgh ETV,
He watches commercial TV as much as ETV. “My viewing
patterns are what I hope all Americans’ will be some day. I go to
the TV schedule the way I would go to a row of books: I select
what I’'m currently interested in, Unless baseball interferes.”
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Forget, for just a fleeting minute, avails and
neilsens and catv and sets-in-use and high-band
low-band videotape and the fcc the mst the nab
the tio...and all your day-by-day worries.

Remember, all your days as a broadcaster,
what a great instrument you have at hand
for transmitting the sights and sounds and ex-
perience of your vital young community, and
enjoy the privilege.

This is the look of a high school football game
in Bakersfield, California, where KERO-TV

does more than its share.
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__________________

In Bakersfield, as in the other Time-Life
Broadcast cities, it is company policy to
cover the community, first and foremost.

Who else but a group
broadcaster?

KERO-TV Bakersfield
KLZ-TV-AM/FM Denver
lIFE WOOD-TV-AM/FM Grand Rapids

WFBM-TV-AM/FM Indianapolis
BROADCAST | KOGO-TV-AM/FM San Diego

WWW.americanradiohistorv.com
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San Franciscans
catch 29 of the
top 30 advertisers
on KTVU

29 out of the top 30 advertisers
bought schedules on KTVU in
this past year.” Why? Because
KTVU continues to deliver re-
sults in this vast, rich TV market.
Sales results keep the important
advertisers on KTVU year after
year. One more reason why
KTVU is the Nation's LEADING
Independent Television Station.

KTV
2

SAN FRANCISCO-QAKLAND
Represented by H-R Television

(f - [= CoxBroadcasting Corporation stations:

WSB AM-FM-TV, Atlanta; WHID
AM-FM-TV, Dayton; WSOC AM-FM-TV, Charlottg;
W00 AM-fM, Miami; WHC-TV. Pittsburgh;
KTVU, San Francisco-Oakland

*Based on
TV estimates of top natignal spot adverasers m 1965.
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FOCUS ON

FINANCE

TV market drops
$5 billion
in valuation

BEAR HUG continued to grip

Wall Street last month and most
broadcasting stocks were caught in the
squeeze. The total market valuation
dropped almost $5 billion since last
month’s listing. No one seemed certain
when the market would bottom out,
but there was plenty of speculation that
when the upturn comes there’s bound
to be a boost for the stock of feature-
film production companies.

What has made motion-picture shares
more than a little interesting was the
early season ratings coup of Bridge on
the River Kwai on ABC, and the sub-
sequent purchase early last month of
MGM, 20th Century-Fox and Para-
mount features for lavish sums.

One of the things that made investors
so skittish about movie stock in the past
was its tendency to jump arouni accord-
ing to the box-office appeal of a com-
pany’s latest picture. Now the prices the
networks are willing to pay for features
are building a solid floor under the pic-
ture business, so that a film brought in
for about $1.5 million will get back most
of its negative cost via television alone.

The shares of both MGM and 20th
Century-Fox rose modestly from closing
Sept. 13 to closing Oct. 13, but this rise
occurred when the generality of stocks
were heading the other way. CATV
shares were off an average of 9%;
TV with other major interests were
down 89%,; programing (including the
film companies) also closed 8%, lower;
service stocks were off 109, and tele-
vision shares averaged a decline of less
than 19%,. Among the motion-picture
stocks, Columbia Pictures showed the
healthiest gain: a 249, rise. This fol-
lowed on the heels of a favorable net
earnings report by Columbia for the
fiscal year ended last June. The company
attributed the gains to the success of
several feature films and the continued
high earnings of its TV division, Screen
Gems. Columbia’s 1966 earnings per
share were $1.11, compared with 97 cents
for the previous fiscal year.

Television income continues to domi-
nate the annual reports of Seven Arts
Productions Ltd., although its percen-
tage of the gross has declined somewhat.
For the fiscal year ended June 30, gross
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to 70 television-associated stocks

TELEVISION
ABC

CBS

Capital Cities

Cox Broadcasting
Gross Telecasting
Metromedia

Reeves Broadcasting
Scripps-Howard
Subscription TV
Taft

‘Wometco

CATV

Ameco

Entron Inc.
H&B American
Jerrold Corp.
Teleprompter
Viking Industries

TELEVISION WITH
Aveco

Bartell Media Corp.
Boston Herald-Traveler
Chris-Craft

Cowles Communications
General Tire

Meredith Publishing
Natco Broadcasting Inc.
The Outlet Co.

Rollins Inc.

Rust Craft Greeting
Storer

Time Inc.

PROGRAMING
Columbia Pictures
Desilu

Disney

Filmways

Four Star TV

MCA Inc.

Medallion Pictures
MGM Inec.
Paramount

Sereen Gems

Seven Arts

Trans-Lux

20th Century-Fox
United Artists

Walter Reade-Sterling
Warner Bros. Pictures
‘Wrather Corp.

SERVICE

John Blair

C-E-I-R

Comsat

Doyle Dane Bernbach
Foote, Cone & Belding
General Artists

Grey Advertising
MPO Videotronics
Movielab Inc.

Nielsen

Ogilvy & Mather Intern’l

Papert, Koenig, Lois

MANUFACTURING
Admiral Corp.

Ampex Corp.

General Electric
Magnavox

3M

Motorola Inc.
National Video

RCA

Reeves Industries
Westinghouse
Zenith Radio

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

Ex-
change

22007202222

OoT

220>2222220>2: OP OO

OZOZZrppr22020pr27> 2

POOPPOOZ0Z00

22p 2% 222227

Clos- Clos- Change Approx.
ing ing From 1965-66 Shares
Oct. Sept. Sept. 13 Highs- Out
13 13 Points % Lows (000)
693 763% —7 — 9 86-62 4,682
53/ 5634 —2% — 4 6242 20,825
277% - %% —3 3823 2,746
29/ 2974 — Y —1 43-29 2,655
2414 25 — 3 —3 33-25 400
27% 32/ —43%% —14 56-25 2,094
4// + % +3 8-4 1,617
26%1 24/ +1% 4+ 6 35-23 2,589
2V 2 + % +28 5- 2 3,029
2214 237 — g -3 36—13 g,%gg
193 20 -1 — 5 301 f
A : ® Total 46,155
7% 10 —2% —24 38-8 1,200
515 5/ = S 15- 6 617
415 - % -11 9- 4 2,588
17%% 16/ +1% + 8 28-15 2,135
1214 1534 —-3% —-20 28-11 822
1014 1014 - % -1 13-10 1,260
Total 8,622
R MAIJOR INTERESTS
221 2354 -1% -6 32-20 13,810
374 435 — 3% — 8 7~ 4 1,909
70 4 —4 — 5 7654 540
16 18% —-2% -—15 29-15 1,583
15 151 - % —3 20-15 2,944
321 32/ — 1 -1 37-28 16,719
2534 —13% —5 36-22 2,662
17%4 18/ -1 -5 19-12 706
1414 14%4 - 3% —3 22-14 1,033
1854 24/ —5% —23 47-18 3,087
2214 —214 —10 43-24 727
31 34/ —33 —11 49-28 4,145
79 8534 —63{ — 8 107-73 6.560
Total 56,425
32 25% +6% +24  30-23 1,962
7 834 -1% —-16 11-7 1,047
45 45% - % 2 6241 1,940
1334 -1% -13 27-12 696
215 2/ - % -18 6- 2 666
2974 3414 —45% —=13  62-28 4,707
3 29 — 1 —4 1-3 632
27% 26 +134 + 7 31-25 5,034
7114 7454 -3% — 4 82-62 1,612
1974 185 +13%¢ + 7 29-18 4,002
1534 1814 —234 —15 3413 2,536
13 1334 — 3 -5 16-10 718
2994 28% +1% + 5 39-25 2,886
2214 2574 3% -—13 33-21 4,240
1% 2 — % -6 3-1 1,583
1234 133 —13 -10 18-12 4,878
2 2 — e 7- 2 1,753
Total 40,892
17Y 16 +1/ + 8 29-15 1,056
6 7 —14 15- 6 1,555
3814 4534 —7/ —16  65-35 10,000
244 2434 . 36-23 1,994
1134 13 —1/ =10 19-11 2,146
37%% 3% o e 6— 4 600
16 1814 -2l —12  30-15 1,231
614 % —-1% -15 17-6 469
884 8% — — 11-7 908
2434 24 + ¥ +2 31-24 5,130
8% 10 —-1% -19 23-8 1,087
634 v 1% —-15 146 791
Total 26,967
32y 45 —123/ —-28 56-28 5,061
18%4 2234 —4}% -—18 27-17 9,343
8854 83% +43 + 6 120-80 91,068
43%4 541y —107% —20 55-38 15,400
T1%4 76 —47l4 — 6 8461 53,466
9917 1524 —5314 —35 23492 6,097
4834 45 —2614 —35 12041 2,760
41%% 448 —23f — 6 62-37 58,372
21 254 — 3% —14 5- 2 3,327
43 44% -1% =3 67-40 37,571
5114 645 —1334 —21 88-46 18,751
Total 301,216
Grand Total 480,277

Data compiled by Roth, Gerard & Co.

Total
Market
Capital-
ization
(000)

$326,600
1,121,900
74,100
78,700
9,800
58,400
7,700
68,000
8,700
73,300
43,900
$1,871,100

$84 000

$305,500
, 100
37,800
25,300
44,200
537,100
68,200
12,400
14,600
57,500
16,400
128,500
518,200
$1,773,800

$62,800

87,300

3,500
$941,700

$18,200
385,000
48,900
25,200
2,300
19,700
2,900
7,600
125,700
,800
5,000
$658,600

$163,200
174, 000
8,070,900
668,000
435,200
605,100
133,500
2,444,300
7,500
1,615,600
961,000
$15,278,300

$20,607,500

WwwWwW.americanradiohistorv.com
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mt]:le COlmtl'Y :

But we don't just |
give you a good time.

That’s only the beginning. To be number
one in the station representative business,
you have to offer more than high-quality
broadcast time.

So we do.

We start with an outstanding sales team.
Then we provide more research facilities,
more service, and more tools and informa-
tional aids than any other representative
company does.

And we’re innovators, too.

Take the restructuring of television rate
cards, for instance.

Or the new Blair Radio Plans, that bring
a whole new concept of flexibility and econ-
omy to buying multi-market radio.

In these and many other ways, we're con-
stantly working to give broadcast advertis-
ing greater impact.

So if you’re out for more than just a good
time, call your Blair man. That way, you
don’t have to make a choice between quality
and service. We see that you get both..

S John Blair &Company

o of |~r04,

Sley,
e 4
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STATEMENT OF OWNERSHIP, MANAGEMENT AND
CIRCULATION (Act of October 23, 1962: Section 4369,
Title 39, United States Code).

1. Date of Filing: October 3, 1966
2. Title of Publication: TELEVISION MAGAZINE
3. Frequency of [ssue: Monthly

4. Location of Known Office of Publication: 3rd &
Hunting Park, Philadelphia, Pa. 19140

5. Location of Headquarters or General Business
Offices of the Publishers: 1735 DeSales St., N.W.,
Washington, D. C. 20036

6. Names and addresses of the Publisher, Editor
and Managing Editor

Publisher—Sol Taishoff, 1735 DeSales St., N.W.,
Washington, D. C. 20036

Editor-—Sol Taishoff, 1735 DeSales St., N.W., Wash-
ington, D. C. 20036

Managing Editor—Art King, 1735 DeSales St., N.W.,
Washington, D. C. 20036

7. The owner is:
Broadcasting Publications Inc., 1735 DeSales St.,
N.W., Washington, D. C. 20086

8. The known bondholders, mortgagees, and other
security holders owning or holding 1 percent or more
of total amount of bonds, mortgages, or other securi-
ties are: (if there are none, so state.) None.

9. Paragraphs 7 and 8 include, in cases where the
stockholder or security holder appears upon the
books of the company as trustee or in any other
fiduciary relation, the name of the person or
corporation for whom such trustee is acting; also
the statements in the two paragraphs show the
affiant’s full knowledge and belief as to the circum-
stances and conditions under which stockholders and
security holders who do not appear upon the books of
the company as trustees, hold stock and securities in
a capacity other than that of a bona fide owner.
Names and addresses of individuals who are stock-
holders of a corporation which itself is a stockholder
or holder of bonds, mortgages or other securities of
the publishing corporation have been included in
paragraphs 7 and 8 when the interests of such indi-
viduals are edquivalent to 1 percent or more of the
total amount of the stock or securities of the pub-
lishing corporation.

10. Circulation:

Av. No. Single
copies Issue
each Nearest
issue during to
preceding Filing
12 mos. Date

A. Total No. Copies Printed (Net
Press Run) 12,383 12,000

B. Paid Circulation
1. Sales through dealers and
carriers, street vendors

and counter sales 175 175
2. Mail subscriptions 7,223 7,228
C. Total Paid Circulation 7,398 7,403

D. Free Distribution (including
samples) by mail, carrier or
other means 4,366 3,889

E. Total Distribution (Sum of
C and D) 11,764 11,292

F. Office Use, Left-Over,
Unaccounted, Spoiled
after Printing 619 708

G. Total (Sum of E & F—should
equal net press run shown
in A) 12,383 12,000
1 certify that the statements made by me ahove
are correct and complete.

LAWRENCE B. TAISHOFF
Assistant Publisher

22

FINANCE continued

income totaled $33,919,502, as compared
with $25,921,532 for the comparable
period in 1965. Income from television
distribution amounted to $28,504,487,
or approximately 84% of fiscal 1966's
total gross. In fiscal 1965, television in-
come was $23,583,835, or about 919,
of that year’s gross. In fiscal 1964, tele-
vision’s percentage of the gross was ap-
proximately 94% (reflecting that big
sale of Universal features).

The percentage decline in television
income for Seven Arts can be attributed
not to a reduction in television activity
(total dollars from TV actually went
up) but to an increase in theatrical
revenue now that the company is making
its own features.

The shares of advertising agencies
figure among the service stocks, and it
looks like the road from Madison Ave-
nue to Wall Street, although paved with
good intentions, can get pretty bumpy.
Both Grey Advertising and Papert, Koe-
nig, Lois are off about 50%, from their
1966 highs. Grey dropped from $31 to
$16 and PKL from $13.87 to $6.37 a
share. Ogilvy & Mather, once at $22 a
share, tumbled to $8.12, while Foote,
Cone & Belding slid from $19.13 to
$11.50. Doyle Dane Bernbach is off from
a $36 high for the year to $25.

Some experts attribute the decline to
uncertainty about next year’s advertising
budgets due to the lack of bounce in
the economy. It also has been suggested
that ad agency stocks tend to be held
by Madison Avenue people who are
more likely to sell in difficult periods
than investors for institutions and mu-
tual funds who have not been too inter-
ested in agency shares.

The biggest hike among television
stocks was registered by Subscription
Television Inc., up 289%,. This is a result
no doubt of the Supreme Court’s refusal
to review the California pay-TV dispute,

[]1 YEAR $5
[] LIBRARY CASES FOR 12 ISSUES $3
[] BILL COMPANY

[] PAYMENT ENCLOSED

NAME

thus giving the go-ahead for subscrip-
tion plans in that state. However, at
last report the company had no funds
to resume operations in California, al-
though possibilities of refinancing or
reorganization were being explored.

October’s most noteworthy acquisi-
tion news was RCA’s announcement that
it planned to get behind the wheel at
Hertz. This would involve the exchange
of each of the 3,794,328 Hertz common
shares for one-half share of RCA com-
mon and one-fourth share of a new §4
cumulative convertible preferred stock
to be issued. Also, each of the 523,234
outstanding Hertz $2 convertible cumu-
lative preferred shares would be ex-
changed for a half-share of the new RCA
preferred. The proposal has been agreed
to in principle, but awaits approval by
the directors and stockholders of each
company.

Hertz's closest rival in the car-rental
business, Avis, was acquired less than
two years ago by International Tele-
phone & Telegraph Corp., which is in
the process of taking ABC under its
wing. Thus two giant electronics com-
panies, each with a television network,
also will have a carrental concern to
foster. Both RCA and ITT also are
active internationally, and the two car-
rental companies, with money behind
them, are expected to move more exten-
sively into overseas markets. The Hertz
proposal is the second diversification
deal by RCA this year. Last spring the
company acquired Random House Inc.

The Outlet Co. (WJAR-AM-TV Provi-
dence, R.I., and wbpBO-AM-FM-TV Or-
lando, Fla.) reported sales and broad-
casting revenue of $20,299,704 for the
six-month period ended July 31. For the
comparable period in 1965 sales and
broadcasting revenue amounted to $12,-
706,066. Net earnings for that fiscal per-
iod rose from $331,871 to $556,074.
Earnings per share climbed from 33
cents to 54 cents. END

[ 2 YEARS $9

[ BILL ME

Add 504 per year for Canada
$1.00 for foreign

COMPANY

ADDRESS '

We’ll Be Pleased To Send You

TELEVISION S

Every Month STATE 7ZIP

|
Mail to Television Magazine, 1735 DeSales St., N.W., Washington, D.C. 20036 I
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ENTERTAINMENT VS. CULTURE

Julian Goodman, president of NBC, took
issue with some critics’ contention that
television overemphasizes entertainment
programs with broad audience appeal at
the expense of culture and enlighten-
ment in an article in GW: The George
Washington University Magazine. He
wrote:
“. . . the NBC Television Network
alone last season offered more than 700
hours of public-affairs broadcasting and
other programs of extraordinary inter-
est, including serious, original drama
and entertainment of extraordinary
character. Although not all of these
hours fell at mid-evening there was prob-
ably more on television appealing to
viewers with specialized interests than
they would have had time to watch.”

Pierre Salinger, in his book ‘“With Ken-
nedy,” quotes the late President as he
reminisced about the Kennedy-Nixon tele-
vision debates of the 1960 campaign as
saying: “We wouldn’t have had a prayer
without that gadget.”

SOMEWHERE BETWEEN EXTREMES

William Dozier, executive producer of
Batman, The Green Hornet and the
short-lived Tammy Grimes Show (all
ABC-TV), wrote in the Sept. 25 issue of
the New York World Journal Tribune’s
television section:

“With the new television season barely
under way, we are witnessing the mad-
dest scramble toward a renaissance of
‘culture’ since the opening of the Chero-
kee Strip. Pious pronouncements are the
order of the day.

“The so-called ‘golden age’ of televi-
sion has even been labeled dross by
many, so eager are We now to try to top
it....
“All three networks have been piling
on the rating getters—the circulation
builders. Yes, my Batman is undoubtedly
the worst, or best, offender—-depmding
on your point of view. And all of a sud-
den there is heard in the land (the
‘wasteland’ by Newton Minow out of
Larry Laurent) a faint rumbling of dis-
content. This mad race for ratings has
produced a gurgle of grumbling. We
want culture! We want meaningful-
ness! . .

“Of course, 'm for it. I would like
nothing better than to see television
dominated, permanently, by meaningful
shows. But T can’t blind myself to what

is upon us. We are rushing to Jordan to
wash away our guilt. We are trying to
atone for the high ratings, the big circu-
lations, the hefty profits. . . .

“Were F. W. Woolworth and ]. C.
Penney ever ashamed because they
weren’t Tiffany and Cartier? Has it ever
occurred to us that maybe network tele-
vision isn't supposed to be anything
other than a mass medium providing
economical mass entertainment for the
mass audience? Could be, you know. . . .

“Somewhere in between might lie the
answer. One pole is the anthological
drama, the opposite, the least common-
denominator comedy. In between is the
not-easy-to-come-by type of show, the
provocative, meaningful drama with
continuing characters, and with a dash
of glamour, a smattering of style. The
Defenders was on the right track, and
with more pizzaz in the casting and pro-
duction it could have hung in there
much longer. That’s the kind of show
we should be trying to do—that’s the
permanent answer, if there is one, to
wide audience appeal and meaningful-
ness. It's more difficult, but it can be
done. It’s the only permanent hope for
what everyone in his right mind wants
for television, including me.”

Negro author Ralph Ellison, testifying
before the Senate Subcommittee on Exec-
utive Reorganization on racial violence in
U.S. cities: ‘‘Everything is geared to test-
ing yourself against society—the televi-
sion, magazines and movies. There are just
as many Negro Batmen flying around Har-
lem as there are in Sutton Place. But they
learn they can’t be the heroes in real life
and accept the role of the villain they
think has been designated for them.”

A MONTHLY MEASURE
OF COMMENT

AND CRITICISM
ABOUT TV

“ABC struck at 2:30 p.m. with Clay
vs. Mildenberger live via satellite from
Germany. Then, barely pausing to con-
solidate its gains, ABC pushed the Baylor
and Syracuse football teams through its
electronics breach and crushed 10 mil-
lion women’s plans for the afternoon.

“Millions of men tuning to flee foot-
ball turned to NBC only to find that
this flank had been turned by veteran
elements of NBC's baseball forces. . . .

“As afternoon faded into dusk, CBS
swung its dreaded National Football
League into action for the first time and
paralyzed millons more. . . .

“. ... This is only the beginning. By
early October when the World Series
begins, saturation sport will be inces-
sant. . . .

“This year it became apparent that
the networks were so confident of vic-
tory that they could launch total sport
with impunity. A delegation of wives
pleaded with President Johnson to send
marines into the American home to keep
the TV sets turned off and thus save
the American family from falling to
sportism.

“The President refused. He gave no
explanation, but it is hardly necessary
to point out that 90 million men drugged
on sport are in no condition to worry
much about war, inflation or Charles de
Gaulle.

“Who says the United States is a coun-
try run by women?”

A “TV Guide”’ editorial citing the resurg-
ence of drama at the networks ended with
this comment: “‘So viewers, please look in.
And critics—including our own—refrain,
please, from the easy wisecrack. Give the
lads an even break.”

THE MARINES WERE WATCHING, TOO

Russell Baker, in his “Observer” columm
in The New York Times took note of a
“sportblitz” engineered by the TV net-
works on the weekend of Sept. 9-11:

“The radio-television industry
launched total sport against the United
States promptly at 7:30 o’clock last night.
Moving to a timetable worked out
months ago NBC hurled two powerful
units of football shock troops against
the flimsy defenses of the American din-
ner hour which crumbled with hardly
a struggle . . .

“‘We clobbered ‘em real good last
night,” a spokesman boasted, ‘but that's
nothing to what we’re going to hit ’em
with today.’

TELEVISION MAGAZINE / NOVEMBER 1966
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BEER VS. CHAMPAGNE

FCC Commissioner Lee Loevinger in
an address to the New Jersey Broad-
casters Association, had some comments
ahout television programs and the critics:

“A good deal of the criticism of tele-
vision programing seems to me to be
pretty pointless. Much of it seems to
be due to the fact that television is the
most popular pastime in the country
and that talking about it is a good way
to get attention. It seems to me that
there is more nonsense, garbage and
hogwash spoken, written and printed
about television than about any other
single subject with the possible excep-
tion of sex.

“If we are to be rational about this,
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| Your wife will tell you she watches
Merv Griffin because of his boyish charm.
Don't count on it..
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Husbands who
want to know the
truth, check
these stations.

WAST, Albany, N.Y.
WAII-TV, Atlanta, Ga.
WJZ-TV, Baltimore, Md.
WLBZ-TV, Bangor, Me.
KVOS-TV, Bellingham, Wash.
WBZ-TV, Boston, Mass.
WGR-TV, Buffalo, N.Y.
WMAQ-TV, Chicago, Iil.
WKRC-TV, Cincinnati, Dhio
WEWS, Cleveland, Ohio
WTVN-TV, Columbus, Ohio
KRLD-TV, Dallas, Tex.
KWGN, Denver, Colorado
WJBK-TV, Detroit, Mich.
KJEO-TV, Fresno, Calif.
WLUK-TV, Green Bay, Wis.
WFBC-TV, Greenville, S.C.
WHCT, Hartford, Conn.
WHTN-TV, Huntington, W, va.
WTTV, Indianapolis, Ind.
WJXT, Jacksonville, Fla.
WDAF-TV, Kansas City, Mo.
WFAM-TV, Lafayette, Ind.
WGAL-TV, Lancaster, Pa.
KTTV, Los Angeles, Calif.
WLKY-TV, Louisville, Ky,
WMTV, Madison, Wis.
WMCT-TV, Memphis, Tenn.
WTVJ, Miami, Fla.
WITI-TV, Milwaukee, Wis.
WCCO-TV, Minneapolis, Minn.
WSIX-TV, Nashville, Tenn.
WDSU-TV, New Orleans, La.
WNEW-TV, New York, N.Y,
KETV, Omaha, Neb.
WFTV, Orlando, Fla.
KCND-TV, Pembina, N. Dak.
WEAR-TV,.Pensacola, Fla.
KYW-TV, Philadeiphia, Pa.
KOOL-TV, Phoenix, Ariz.
KDKA-TV, Pittsburgh, Pa.
WCSH-TV, Portland, Me. '
WPRO-TV, Providence, R.I,
WOKR, Rochester, N. Y.
WTVO, Rockford, It
KCRA-TV, Sacramento, Calif.
KUTV, Salt Lake City, Utah
WOAI-TV, San Antonio, Tex.
KPiX, San Francisco, Calif.
WDAU-TV, Scranton, Pa.
KTNT-TV, Seattle, Wash.
KSD-TV, St. Louis, Mo.
WNYS-TV, Syracuse, N.Y.
WCTV, Tallahassee, Fla.
WFLA-TV, Tampa, Fla.
WSPD-TV, Toledo, Ohio
CHCH-TV, Toronto, Canada
KOLD-TV, Tucson, Ariz.
WMAL-TV, Washington, D.C,
KBLU-TV, Yuma, Ariz.

Produced by WBC Productions, Inc.
Distributed by WBC Program Sales, Inc.
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PLAYBACK continued

we must recognize television for what
it is and not denounce it for not being
something that it is not.

“Television is not and has no prospect
of being either the salvation or the
damnation of mankind. It will not and
should not take the place or perform
the function of the school, the church,
the home, or even the parents—though it
is sometimes a most useful babysitter.

“The significance of television is that
it is 2 mass medium; and it has become
a mass medium because it purveys pri-
marily entertainment, and secondarily
news and advertising. To deprive tele-
vision of its mass is to destroy its signifi-
cance.

“The more I see of television, the
more 1 dislike it and defend it. Tele-
vision is not for me but for many others
who do like it, but who have no time
for many things that I like. It seems
to me that television is: the literature of
the illiterate; the culture of the low-
brow; the wealth of the poor; the
privilege of the underprivileged; the
exclusive club of the excluded masses.

“If television is forced to admit the
elite, it will lose its exclusivity for the
masses and, as the clubby elite should
know, this will destroy its value for
those who now belong to it.
~ “Television is a golden goose that
lays scrambled eggs, and it is futile and
probably fatal to beat it for not laying
caviar. Anyway, more people like scram-
bled eggs than caviar.”

Roger Miller, star of his own show on
NBC-TV describes working on it as ‘‘some-
thing like swimming—if you panic you
drown.”

SAME SHOW?

Here’s how Carol & Company, a spe-
cial starring Carol Burnett on CBS-TV
on Oct. 9, was seen by two critics:

Harriet Van Horne wrote in the New
York World Journal Tribune:

“It was quick with life; blunt, raffish,
awfully slick and never for one instant
dull. Miss Burnett, like Lucille Ball,
seems to grow funnier with time. . . .
Last night was a triumph all the way
for Miss Burnett.”

Jack Gould wrote in the New York
Times:

“ ... the comedienne was deprived
of most of the essentials for such an
occasion, including direction, supporting
cast and material.

“Miss Burnett always has given in-
dications of having the potential of a
versatile performer, but she again en-
countered the difficulty of being asked to
mug, scream and fall for most of her 60
minutes.

“The routine is by now thoroughly
predictable . . .”

TELEVISION MAGAZINE / NOVEMBER 1966

In a column commenting on Red Bar-
ber's dismissal as the voice of the New
York Yankees, Jack Gould wrote in the “New
York Times': “. . . there is no longer any
reason for TV . . . to put up with club ap-
proval of personnel doing play-by-play ac-
counts or directives of what to present
visually. The sports Establishment cannot
do now without TV and its lavish economics.
Games should be covered like conventions;
let reporters freewheel and chase the story
wherever they find it. The half-time lull in
football could be a television sports page
in itself, and in baseball the time taken to
warm up new pitchers could be far more
interestingly employed.”

THE THREE-MAN THEME

President Lyndon B. Johnson, in a
speech in Wilmington, Del. in mid-
October seemed irritated with his tele-
vision coverage. He noted that between
then and election time “critics and com-
plainers” would be trying to influence
the public. He noted that President
Franklin D. Roosevelt used radio to ad-
dress what he called “my friends” to
counter his critics. He said:

“So I came here today to talk to ‘my
friends’ because I may not be able to
have the money to tell you over the
television, for there are two or three
men who determine what goes on the
television in this country. I may not be
able to tell you all that I want to tell
you by television. And the newspapers
don’t always publish everything I would
like them to publish.”

Later the same day, in an answer to a
reporter’s question in Washington, the
President continued his three-man
theme:

“I think that those of us who sit here
in Washington and watch what three
networks put on the air and three men
decide. . . . Sometimes we don’t get it
first hand and sometimes there’s a little
personal equation that gets into it and
sometimes personal opinions are sub-
stituted for facts, and I think it’s good
to get out and see the people and talk to
’em and I am convinced that the com-
plainers in this country and the critics
in this country and the prophets of doom
in this country and the fear artists in
this country are very, very much in the
minority.”

CBS News President Richard Salant com-
mented on the President's remarks: ‘““In
electronic journalism there is probably the
greatest dispersion of authority in the news
business. There is no one person to sit
down with a blue pencil. And besides, what-
ever we do at the network has 200 more
bosses—every one of our affiliate stations.”
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opportunities for you
on the West Coast

CAL-ORE TRIO
TELEVISION STATIONS

EUREKA—Ch.3 MEDFORD—Ch.5
KLAMATH FALLS—Ch.2

A
Portland
300 mi

KIEM-TV3

Eureka, Cal.
KOTI-TV2

Klamath Falls, Ore.

KTVM-TVS
Medford, Ore.
KRCR-TV7
Redding-Chico, Cal.
San Francisco

300 mi,

Y

A $873,826,000 EBI
market on the
California-Oregon
border reached only
from within

THE CAL-ORETRIO
adam young inc.

New York, Chicago, Atlanta, Boston, Dailas,
\ Detroit, Los Angeles. St. Louis, San Francisco /

N b

. ————— e

STORY
BOARD

TIGRESS TO TIGER: "'Where
have you been? You smell

like gasolinei’
wirf-tv Wheeling
JUDGE TO_INDIAN: ~ “Chief
WTRF-TV?*

Screeching Train Whistle, are
you sure you want to shorten
your name to ‘Toots‘?’!

WTRF-TV

COLOR ALL COLOR
DOCTOR: “I don't like the looks of your hus-
band.”” THE WIFE: “| don’t either, Doctor, but
he’s good to the children.””
ALL COLORcasting

DOI:I’T WORRY . . . you may not know when
you're well off but the Revenue Service will
soon clue you.

Wheeling-Steubenville

HE: “If you don’t marry me, I'll commit
suicide."”
SHE: ""Now, Sam, you know daddy doesn’t

want you hanging around the house.”

Upper Ohio Valley Empire
FAIR PLAY! Aware of the civil rights law and
sex discrimination in hiring, o western rancher
ran this ad:
““COWPERSON WANTED. Must be proficient in
profanity to avoid inferiority complex in the
presence of experts. Must share bunkhouse
with three cowboys who don’t bathe very
often.”
wirf-tv Wheeling
REMEMBER when boys dreamed of filling their
daddy’s shoes instead of their seat belts?
COLORcasting Availabilities?
THE SCRAMBLE for color TV sefs in this area
has been aptly called dementia peacocks by
one local psychiatrist.
Notional Rep BLAIR
*ASK your Blair man for o copy of the WIRF-
TV Ohio Valley Empire report and see why
your next spot_schedule ought to be seen by
the buyingest TV audience in the Wheeling-
Steubenville market. Check our colar set count,
too, it's amazing.

WHEELING
WEST VIRGIT:1A

CHAMNEL
SEVEN

LETTERS

TV'S LOCAL ROLE

The August issue of TeLEvisioNn (“The
Many Worlds of Local TV”) was not
only a polished and technically imagina-
tive publication, but a hard-hitting and
informative presentation of television’s
role in the local community.

Indeed the enormous national and
international potential of television as
an entertainment and communications
medium is constantly being exploited
and developed. Television has pooled
the resources of the cultural and political
capitals of the world and it has brought
“Gay Paree” down to the farm.

But as television shrinks the world and
condenses America, it must never lose
sight of the special and particular needs
of the communities it is serving. The
community—cities and towns, large and
small—is still the backbone of American
democracy and still the bulwark of in-
novative government and purposeful
public service.

Indeed you are to be congratulated
for so splendidly focusing and fostering
this objective by which television is
helping to insure the continuity of the
“community character,” which is Amer-
ica today. SENATOR JosepH S. CLARK
(D-Pa.y, Washington.

IDENTIFYING THE ISSUES

My commendation to Leonard Zeiden-
berg and TeLEvisioN for the article “Is
the FGC Obsolete?” (October 1966).

I neither approve nor disapprove of
the judgments he expresses. As he points
out, many involve matters now pending
or not yet before the commission.

But I wholeheartedly support and en-
courage the effort it represents to iden-
tify the issues, and ask the probing ques-
tions regarding the unfinished business
on America’s growing communications
agenda. How much of that agenda is
now, and will continue to be, the agenda
of the FCC is also a legitimate question.

It is relevant to note in this connec-
tion, however, that a brief four months
ago President Johnson called on the most
experienced commissioner in the FCC’s
history to serve as its chairman. Since

that time Rosel Hyde has indicated, by
his words and his actions, a desire to
keep the FGC in the forefront of the re-
sponse to our communications chal-
lenges.

In addressing the International Radio
and Television Society in New York City
on Sept. 23, 1966, Chairman Hyde said:

“The challenges of the FCC are awe-
some indeed. The agency’s jurisdiction
or area of responsibility is, as someone
declared, an expanding, demanding uni-
verse. The challenge to the agency is not
merely to keep abreast., To follow is not
enough. We are by design charged by
Congress to study and encourage the
larger and more effective use of radio.
This language I have always considered
a pearl of statutory wisdom—a stimulus
to imagina