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Paul Bryan. A

gl

ge 36.

Three Years of His Life. For Sale.
“Run For Your Life.”
85 Hours.
In Color.

This s the big one. Big, bold and splashy.
The way women like to sec a man ]ive, any-
time. The way young adults think about
]iving, right now.

All in color. Each and every one. Bril-
liant production values. Exotic locales.
Big-name guest stars.

Starring Ben Gazzara. Yours from a

smash network run. In style. Pulling a
w]mpping share of the audience.

Add it all up. You get unmatched audi-
ence loyalty. Plus genuine sponsor appeal.
Both in spades.

Buy it.

For the full-color run of your life.

mcatv
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CHICAGO’S FAVORITE SWINGERS

That’s the Cubs. And WGN Television has

'emfor144 games this year.We've been tele- ‘
vising baseball so long, so well, that stations
everywhere ask us for baseball-TV lessons. = — ]

TELEVISION -CHICAGO

There’s no TV station like our TV station.
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Volume XXV |
Number 4 l

IS TELEVISION AIR SPACE SHRINK-PROOI?

Every ecommunicator on the airwaves is demanding elbow room. Government;
industry ; common carriers; satellite systems; police; air, maritime

and land-transport systems ; the military ; educators; citizens—all look

at the frequency spectrum with a covetous eye. Can TV hold its own?

THE UNEASY ALLIANCE OF ADVERTISING AND COMPUTERS
Ever since computers came to TV advertising. promise has outstripped
usefulness. Interazency cooperation in computer programs spreads, but falls
short of full confidence. Stations and sales representatives have mixed
feelings. Networks like “the machine.” TELEVISIoN tells why.

THE NETWORKS OFF AND RUNNING AT 68 RACES

The three-network investment in 1968 politieal coverage may reach
$30.5 million—news succeess in a national election year earries a
four-vear prestige prize. The competition for audience takes a new
turn as ABC cuts back from gavel-to-gavel convention coverage.

THE LENGTIS STATIONS GO TO FOR PROGRAMING

From prepurchasing series before they finish network runs to loeal produetion,
TV stations are sowing new fields against program famine,

As the shortage of syndieateable network material grows acute some
stations look inward, others make bets on program futures.

82 OLYMPIC SPORT ALL BUSINESS AT ABC
Shuck the costs from the eross take and ABC stands to mmake between
$1 million and $2 million from its coverage of Winter and Summer
Olympic games in Franee and Mexico. Constdering the logistical nightmares
involved that’s a professional return from the ultimate in amateur athleties.

DEPARTMENTS

6 'I'mruvistoN on Joeation
18 P’Jayback

22 ],etters

24 (loseup

27 Yocus on Finanee

88 T[incountor

90 Tocus on Counnereials
92 Telostatus

98 Fditovials

Postmasters Ploase wend, Torm 3870 o 'NPeLRVIRION, 1735 DeSalos Straet, N.W., Washinghon, D. €. 20036,
/ FELAVISION MACAZING
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Look what
- your cameras

- “

candowith
display units like this

CBS Laboratories’ Digital Display Units are part of
a low cost, compact system that works daily wonders in any size TV studio!

Foonsones 6 6 6.4 7
VOLUME 9,564,500

STOCK REPORTS -Excellent for the long pull.

Rugged electro-mechanical operation is fool-proof and built to
last. No bulb burn-out or the other problems of rear-illuminated
displays.

£

53%
Nomne: 2 6, 4 8 0

ELECTIONS-No contest.
These modular units were designed specifically for TV use to
% give optimum clarity up to 70 feet — from any camera angle
! up to 145 degrees.

E3 xrm
2 [ 06 O

2 WEATHER-Cool operation. SPORTS-An easy set-up.
" Only 2.7 watts required per unit, with no power between post- Just stack these units in a flat to suit any requirement. Custpm
" ings. Glare-free even under the strongest lighting conditions. designed matrix wiring also available for complete flexibility.

il And all operated by one Controller that can handle
® 192 units — as many as 12 groups of 16 units each.
" This means up to 12 two-candidate election races;
" or runs, hits and errors for all major 5ague teams;

O

Or 40 local stock issues plus volume arld Dow Jones

 closing. A one-time ipvestment for the professional Akt e helelriefefe
wayw a YSplag needs. -
Our s will even glesigp, yaur suM%‘ e
Don't take our if, &&r call gs, collg
(20 yand let ug ou.
» ¢ PROFESSIONAL
PRODUCTS
L ’| ' %ﬁ# LABORATORIES

|

§

~ Stamford, Connecticut. A Division of
Columbia Broadcasting System, tnc.
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Welcomed weekly in mil-
lions of TV homes, William
F. Buckley, Jr., syndicated
in over 200 newspapers,
author of five books and
Editor of National Review,
now begins his third year
| as provocative host of
FIRING LINE, weekly color
TV confrontations with
advocates of the opposite.

“Far and away
the best talk

on television”

—Life Magazine

William F. Buckley, Jr. will ap-
pear as a special correspond-
ent for ABC News at the 1968
national political conventions.

“His fans and they in-
clude many liberals —
tune in to hear Buckley
performverbal mayhem.
More and more viewers
are coming to see him
as the best act on tele-
vision.”

George Gent, New York Times

“Far and away the best

talk on television. The
quality is swift, literate,

informed, often witty.”
Shana Alexander, L IFE Magazine

“My choice for the most
fascinating regular per-

former on television.”

Terence O’Flaherty,
San Francisco Chronicle

“Delights both conserv-
atives and liberals. Irre-

sistible.”
Dean Gysel, Chicago Daily News

“What sets FIRING LINE
apart is largely Buck-
ley’s personality, his bit-
ing wit, his charm, his
erudition, his polished
stage business and his
talent as a merciless
debater.”

Paul Jones,
The Atlanta Constitution

“Thedialogueisthelive-
liest and most literate

on the air.”
TIME Magazine

]jecent Guests: Percy, Reagan, Dulles, Spock, Wallace, Goldwater, McKissick, Hefner, Preminger, Nixon,and Hatfield.l

Sorry, FIRING LINE is sold in Atlanta, Boston, Charlotte, Cincinnati, Denver, Fort Wayne,

Hartford, Houston, Jacksonville, Los Angeles, Miami, Milwaukee, Minneapolis, New Orleans,

New York, Omaha, Phoenix, Pittsburgh, Reno, Rochester, Sacramento, San Antonio, San
Diego, San Franclsco, Seattle, Spokane, Springfleld, Syracuse, Washington, D.C.

TH+b68

SUITE 516 HILTON

For other markets, contact:

SHOWCORPORATION

10 EAST 49 STREET, NEW YORK, NEW YORK 10017 /(212) 421-8830

www americanradiohistorv com



www.americanradiohistory.com

TELEVISION’S LOST AUDIENCE.

They're not standing

in line to see a
television show.
They're waiting to see
an exciting movie.
They're the 18 to 35
group that wants the
best in films. They are a
powerful market and
our films deliver them.

WORLD OF FILM FOR A NEW GENERATION

O EAST 49 STREET, NEW YORK, NEW YORK 10017/ (212) 421-8830

The Endless Summer &
Morgan! R ..
One Potato, Two Potato #xxix
Nothing But A Man #x#%, ...
Rotten To The Core R4, ve.s
Nobody Waved Goodbye »¥:% v..

- The Hours Of Love *t4,,.....

The Soft Skin ***ux ...
Model Murder Case **'%., v
The COOI World moally News

OWCORPORATION national Sales Agent for Cinéma V Distributing, Inc.

WWW.americanradiohistorv.com
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| water-pump

TELEVISION

Where the girls at NAB conventions come from.

OGATIO)

]

7|

In New York, the agonies of making mod films.
Washington: a visit to TV’s complaint department.
The Hollywood touch in local news programing.

CHICAGO:

The pretty girl is as traditional a
fixture at annual conventions of
the National Association of Broad-
casters as the delegate badge, the
handshake and the
platitudinous speech. A hospitality
suite without a hostess will be
lucky to attract a UHFer from
Butte. An equipment exhibit with-
out a sexy model will play only to
square engineers.

Last month, in anticipation of
this year’s gathering of broadcast-
ers (March 31-April 3), Chicago’s
model agencies were busy hlling
about a hundred orders for girls 1o
sit before color cameras, girls to
hand out promotion pieces, girls to
steer delegates to wailing salesmen,
girls to show broadcasters the way
to the bar and girls 10 be, well,
girls. There was no dearth of can-
didates. Most models look forward
to NAB assignments. As one agent
explained: “They think it's a fun
show.”

Jut opinions of how and where
to have fun vary with the models.
Some prefer to work in the ex-
hibits, posing for cameras, where
there is always the hope (however
faint) of being scen at work by a
delegate who can give a girl a job
in a commercial or, wonder ol
wonders, a television show. Also,
despitc the discomfort of posing
long hours under studio lights,
there can be less wear and tear for
the girl in the glare of an exhibit
than for the one in the crowded
hospitality suitc. As another agent
said of duty in the suites: “Some-
times thosc broadcasters come on
pretey strong.”

L'he girls set their own fees. A
model with talent and a hot NAB

| track record will command up to

$100 a day posing before the color

caneras. Most, though, will make

$55 to $75 per day. Out of that

FELUVISION MAGAZINL

they will have to pay their agent
and hair dresser and amortize their
wardrobe of miniskirts and boots.

Principal suppliers are Playboy
Models, Shirley Hamilton, Central
Casting-Patricia Stevens, Seaman,
Sabie and A-Plus. Hamilton quick-
ly sold Betty Carole to a program
firm for the show after her full-
page color picture appeared in Ad-
vertising Age. In the ad she wore
only her naval and three falls ol
auburn hair. The costume has been
pieced out for her duties at the
NAB.

Other spectal talent suppliers
are Frank Hogan and Jack Russell.
Russell, head ol the Chicago talent
agents’ association, has provided
bands, musical groups and club-
date entertainers and acts, popular
lor receptions and hospitality
suites. His NAB bit has been hurt
some, though, as more and more
star talent is imported to the NAB
by networks and producers. Hogan
again places the Tonettes, strolling,
girl trio, in Metromedia’s suite and
notes that musicians, like girls, are
in demand.

The television film exhibitors re-
ception this year, for instance, is
taking 20 men from the Chicago
Symphony to make up an orchestra
for dancing. Les Baxter will hold
the baton.

Model-agency sources note the
cquipment floor action is getting
more splashy this year as the manu-
facturers compete with one anoth-
er in lavish entertainment-type dis-
plays to demonsirate their wares,
especially the ‘color gear. They
note too an increase in “book”
shows, or pitches with a script as
well as beauty and entertainment.

General Flectric is to have a
humorous drama format using
male and female actors instead, of
the wsual song-and-dance staging.
RCA and Sarkes Tarzian are said

www americanradiohistorvy com

Canything."”

to be going the fashion-show route
this year, a format repeat for S-T.
The RCA production is to feature
the latest in pop paper dresses, a
natural for color TV.

What “look” are the exhibitors
buying in girls this year? The look
that is sparkly, scrubbed but still
with the hint of sex. The look this
year will include Negro girls. When
bids for model auditions are filled, |
the agents are forbidden to make
any distinction in race, color or !1
creed, and Chicago’s top Negro
models have been vigorous in pro- [}
tecting their rights. i

LARRY CHRISTOPHER

e

NEW YORK:

Nobody (or at least very few out-
siders) knows the trouble he sees at
a creative agency making some of [/ |
those with-it contemporary com-
mercials.

Whipping up a 30- or 60-second
spot that aggressively displays its
subject’s awareness of the latest
youth-generation fads can be
fraught with hair-tearing technical
obstacles, unexpected fringe prob-
lems, and even calls for the em-
ployment of some pretty peculiar
specialists.

An example is a new commercial
mm a scries for Fresh deodorant |
createdd by Doyle Dane Bernbach.
It was shot in one day recently at
Stage 54, a commercial studio on
West H4th Street here.

Called “Discotheque,” the latest
antiperspirant installment was shot
in the fish-eye lens technique
that has been the hallmark ol the
Fresh  campaign—a  successfully
popular bit ol visual trickery that
in itself has caused more than its
share of sweat and tears on the set.

The commercials are meant to
appeal to young people and the
use of ofl-beat photographic tech-
nique is intended to appeal to the
supposed cinema-awareness of the
new generation. The 180-degree
lish-eye lens gives a sort of gold-fish-
bowl view of a whole room—
providing a much larger held of
vision but bending and distorting
most of the images.

“It seems to give us a wonderful
vehicle Tor talking about a young
serson  being nervous,” said Sue
Brock, writer on rhe Fresh account
who thought up the lens idea
along with art director Bill Tau-
bin. “When people are nervous,
things seem out of focus to them.
Ihe technique has to be meaning-
ful-—the lens alone wouldn’t mean

eaningful as the technique
may be, it also can be troublesome,
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WBBM - TV

knows

CHICAGO,

a city of style...

And there’s nothing
quite so stylish on the
syndication scene as

U.N.C.L.E.

WBBM-TY snapped up the smartest
‘put-on in local TV programming

for a key early-evening time sleot.
They recognized that every program
has a life-style that’s reflected in '
the audience it attracts.

U.N.C.L.E. is a stylish show. It
attracts equally stylish viewers—
viewers with a marked preference
for the better things in life,

. for convenience foods, for products
and services that are new as

| well as different. It’s a modern

- audience. ..a modern market for the

look-ahead station.

WBBM-TYV saw it. Chicago will
see it. U.N.C.L.E.~the style-setter
for syndication.

®

M@
TELEVISION

New York, Chicago, Culver City, Atlanta, Dallas, Toronto

5 )
-

N

‘At the AB, Chicago, visit us at the
Executive House—38th Floor—every evening after 5:00 P.M.
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phone (202) 638-1022.
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ON LOCATION

from page 6

Depending upon the visual quali-
ties of the shots to carry the story
means most of the writing must be
done in the editing room—when
the writer can actually sec the
images he has to work with. This
does away with the traditional
story-board.

“A good deal of it is accidental,”
admitted Taubin. “We experi-
ment. One of the big problems was
that there wasn’t a viewfinder to go
with the fish-eye lens. So we
couldn’t see what we were shoot-
ing.”

For the cameraman on the “Dis-
cotheque” set it meant climbing
down from a stepladder shooting
blind, holding the 40-pound Ar-
riflex camera over his head as he
descended into a tightly packed
crowd of wildly twisting go-goers.
The idea is to convey the feeling of
a nervous girl walking into a
swinging party at which the dis-
torted faces of dancers slowly turn
on the fidgety newcomer with all
the attention presumably then
bathing her in nervous perspira-
tion (unless, of course, she’s taken
the precaution to wear Fresh) .

The dozen male actors dancing
on the set were dressed in tuxedos,
so they were little trouble. But the
women were something else again.
Doyle Dane’s product styling de-
partment had to tour the collec-
tions of several young people’s
stores to get an idea of what was
going to be popular in six months.
Since the Paris spring fashion
showings were on at the same time
the commercial was being shot, the
agency’s Paris office was asked to
send in daily reports of what was
new.

“Normally we wouldn’t worry
about this sort of thing,” said Miss
Brock. “But since the fashions are
changing this week we have to be
ahead of them or we would look
old-fashioned by the time the com-
mercial goes on the air. There are
a lot of ruffles on the dresses of the
girls on the set that you won't see
in the stores now, but we hope will
be in the stores later in the
spring.”

As part of the teen fad, the agen-
cy also thought some of the girls
should sport elaborate psychedelic
designs painted on their faces. For
this they called in an outside “ex-
pert,” Lydia Saltzman, a sort of
22-year-old dean of New York City
body painters (“I can do a whole
body in an hour”) .

Miss Saltzman is the ofhcial body
painter at the Llectric Circus, one

WWW.americanradiohistorv.com

ol the more popular and publi-
cized discotheques. Miss Saltzman
arrived on the set at 8:30 in the
morning to improvise a series of
flowers and other designs on the
faces and arms of the actor-dancers,
“Each subject and situation sends
out its own vibrations,” she ex-
plained of her technique.

Miss Saltzman came to New
York last June from Memphis,
where she had spent three-and-a-
half years at the Memphis Academy
of Art. She came to the city be-
cause she was secretary of the
Memphis Country Blues Society, a
group that didn’t get any bookings.
So, after four hours working in a
lactory that made plastic pillows,
she answered an ad in a Greenwich
Village newspaper for help at the
Electric Circus. There she put her
artistic talents to work and quickly
pyramided to success. “It's a joke,”
she admits. “It's very funny that I
could have fallen into something
like this.”

Miss Saltzman admitted that al-

though artists from the ad agency |

could paint the discotheque sub-
jects, “they’d run into problems
that T've already solved. I've tried
all the paints and know which ones
work.”

How long does such a creative
consultant plan to continue aiding
in the making of commercials to
inform and sell America’s youth?
“As long as there’s a market for it.
It’s a very funny joke.”

WALT SPENCER |

WASHINGTON:

The FCC’s complaint
which has frequently been used to
deliver a scolding thunk to the
broadcaster’s skull, has always been
more of a noodle whip than a legiti-
mate instrument of corrective disci-
pline. And like the two-by-four in
the story of the reluctant Missouri
mule, it has had more influence as
an attention getter than as a valid
indicator of
should react.

Hearing that the mailbag has a
new heft, we undertook an investi-
gation of the contents, supposing
that if the bag is again swung in
the direction of television stations
they will want to know whether
they need to duck.

According to William Ray, chief
of the complaints and compliance
division of the FCC’s Broadcast
Bureau, the commission is indeed
getting more complaint mail about
broadcasting than it used to. This
in spite of the fact that it hasn’t got
a chairman calling for the public
to commit its feelings about radio-

mailbag, |

how broadcasters |
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| DISTINCTIVELY DETROIT

Photograph by Kirsch Studios

NOTEWORTHY WEATHERMAN. /f there is a more popular attraction in
Detroit than Sonny Eliot's pun-packed weathercasts on WWJ Radio and WWJ-TV,
it must be his annual appearances with the Detroit Concert Band. Over the years,
Sonny has narrated such charming fantasies as ‘'Peter and the Wolf,” "' Tubby
the Tuba” and Allan Sherman’s ' Peter and the Commissar.”

© Just as Detroiters regard these delightful concerts as distinctive of Detroit, so they have regarded The

© WWJ Stations as distinctively Detroit for 47 years. Why ? Because of programming that reflects the

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

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

WWJ st WWJI-TV

OWNED AND OPERATED BY THE DETROIT NEWS. AFFILIATED WITH NBC.
NATIONAL TELEVISION REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « NATIONAL RADIO REPRESENTATIVES: McGAVREN-GUILD-PGW RADIO, INC.

WWW.americanradiohistorv.com
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'ON LOCATION
from poge 8
TV to paper and pose them to the
commission as did a former chair. | ,"
man, Newton Minow. '

The DBroadcast Bureau’s corre-
spondence is now running at the
rate ol 60,000 complaints, inquiries
and comments a year, (excluding |
phone calls, including telegrams)
ihout 35,000 ol which are com-
| plaints. The bureau’s compilation
goes by numbers ol itemis men-
tioned, not by letter count. Thus | 11|
when 3,000 citizens of Brady, Tex. l_'
scandalized by a phonograph rec |
ord’s “dirty” lyrics, sign a protest
to the FCC, their objection is regis-
tered as one complaint. But if a
single Ietrer writer lists three points ||
of protest, his feelings will show up | &4
three times in  the multi-item
breakdown kept by the Broadcast
Bureau.

Take January 1968 as an ac
counting period. A complaint-

R —

See your Katz man now. 583 [rom December, but the pre-

cise number of complainants js still

wmg-m ” camoulflaged behind the accounting

BASIC AsC method. |
Not so surprisingly—considering I
the relative audience attention
paid the two media—television pro-
gram and advertising complaints
run well ahead of radio gripes. In
the January accounting TV was
the target ol 640 of the 941 pro-
gram-associated ~ negative  com-
ments, and 176 of the 244 directed
at advertising. |
To examine the totals more | 2
closely is to sufler the inevitable
embarrassments of reading other
people’s mail. Checking down the
list of television’s alleged program-

| comment-inquiry count of 6,546 | 81
I items resulted {rom 4,649 actual | *|
/i F”HFI/”F// TAKE THE ”/I” FFE | pieces of mail. That letter count | ||
| represented an increase of 583 1 1|
See your message get through to more young spenders. from the previous month.
See your spots in color, surrounded by color. Complaints numbered 2,880, up | l
I

(-

Put the middle
of the mitten...
in the palm of

| Ing transgressions in January— ?
YOUI' hand conveniently split into 17 catego- &:m
1

ries—we find there were 88 com-

ments ol general criticism, two

- worried about misrepresentation or ﬂ
faith healing, 160 vented spleen at I
specific programs, 19 troubled with
Communistic or un-American ten- r

dencices, 75 mentioned their con-
cern with TV crime and violence,
63 bespoke varying degrees of
outrage at program cancellations
or substitutions, three worried
about cruelty to animals. Only two | =1

1. More efficient distribution
of circulation.

2. Dominates southern half of

circulation. (Lansing and south) WILX-TV complained about news coverage.

3. Puts more advertising pressure ichi i i So it went. - - |
where it’s needed most. 1048 I\:I_'Chl_gan N?tlh(’,nal e Of the 176 January complaints

4. Gets you more complete coverage !’ ansing, Michigan 48933 about TV advertising the biggest
with less overlap. RAGIO THLEVIBION BALES, INC. category by far was “falsc

& | mislcading” which gathered 42

10 TELEVISION MAGAZINI
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Serendipity

That’s the plus you get with every
Reeves Color Videofilm* tape-to-

" film transfer. It’s that little extra

that makes the difference. True
blues, real reds, white whites, and
all. Excellent color rendition and
absolutely consistent quality that
assures vou of exuact, uniform re-

~ production in every market.

Everything that you've come to
expect from Reeves.

Especially the unique Reeves
crew, committed to muking your
job the finest. They've got 35
vears experience preparing
broadcuast materials. They're ded-
icated.

Funny about these guys. Thir-
ty-five vears in the business and
they’re still not satisfied. They're
still finding new ways to do things
better.

REEVES

SOUND STUDIOS

A DIVISION OF REEVES BROADCASTING CORPORATION

And yet, prices and delivery
schedules will surprise you. With
the best tools to do the job, work
gets done most efficiently.

Serendipity? That’s hard to
find these days. Skeptical? We've
got a demo reel that’ll prove our
point about Reeves Color Video-
film* transfers. See it and you’ll
experience a little new, old-fash-
ioned serendipity.

304 EAST 44TH STREET, NEW YORK, N.Y. 10017. {212) OR 9-3550 TWX 710-581-4388

www americanradiohistorv com

*TM Reeves Sound Studios
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WLBW-TV personalities take more interest in
local activities than their counterparts at other
stations. Whether it’s a talk by the manager to a
ladies’ organization; welcoming foreign students
to Miami; receiving a Civitan Plaque; taking for-
eign correspondents to a Junior College inter-
view, or riding a float in the Junior Orange Bowl
Parade. WLBW-TV gets involved, and interested
in community affairs.

™) WLBW-TV &
MIAMI .FLORIDA % chdin o il STS :

B0 KW CINCINNATI OMIO

TELEVISION MAGAZING
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ON LOCATION

from page 10

protests, second was “bad taste”
with 27 and the rest were a buck-
shot scatter among nine other cate-
gories from program interruption
to tobacco. No one in January
thought he had been subliminally
corrupted by TV advertising, al-
though in other months that has
been a complaint.

No social scientist worth his hon-
orary degree would base a viewer-
attitude study on the projected re-
sults of unsolicited FCC mail. But
TV might take notice that letter
writing to the FCC is on the
upswing.

Complaints  and  compliance
chief Ray says: “Only a minuscule
number ol our complaints are sub-
ject to FCC sanction, but that
doesn’t mean thev're not valid.”
Ray’s division comprises 17 profes-
sionals and 14 clerical assistants.
The table of organization calls for
six held investigators, but only two
are currently in the field. A consid-
erable part of his stail’s efforts are
turned to answering complaints. In
January they composed 1,205 re-
plies and sent another 765 form
letters. The Broadcast Bureau
mailbag is not loaded with brick-
bats alone. In the same month 192
of the comments received were lau-
datory of TV stations, not to men-
tion five that found FCC TV regu-
latory policies commendable.

For letters that seem a bit far out
there is a category under a list of
miscellaneous items called *“pos-
sible mental problem.” That’s for
the ones who think the networks
are hiding microphones under
their mattresses according to Ray,
“for those who scem to us to be
nuts.” JOHN GARDINER

HOLLYWOOD:
To be sure, Hollywood is the home
of the stars and the location for

[ TV and film studios and produc-

tion. This is what makes it unique,
usually the only reason it's news-
worthy. But Hollywood, or the
greater area known as Los Angeles
of which Hollywood is just a part,
also is a local television market—
the most competitive one in the
country. With a total ot seven VHF
and five UHF stations (one of the
latter noncommercial)  banging
heads for attention, news program-
ing becomes all-important. For the
three network-owned stations in the
market, news, certainly, is the sur-
est way of establishing a local iden-
tity.

The image of KABC-TV is a 1l)m.z|e.
Mauy viewers don’t know whether

&
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Nothing illustrates so vividly
he attention television gets fromits
rewers as the time and money they

" pend watching it.

Incredible as it may seem, the
“wverage family has its set on more
% han five-and-a-half hoursaday. The
“iverage manwatches 3.1 hoursaday;

" he average woman, 4.0; the teen-
lager, 2.9; the child, 3.3. Altogether,
Sadults spend four times as much

Iwant to show it

to people who are

paying attention.’

time with television as they do with
newspapers,eight times as much as
with magazines.

To watch television, the Ameri-

can peoplespend three hillion dollars
a year (more than for newspapers
and magazinescombined).In the last
20 years people have bought some
135 million sets, of which 77 million

are still in use in 56 million homes. In-

deed, they enjoy television so much

they can hardly do without it. When
television sets get out of order, 26 per
cent of theirowners have them fixed
within 12 hours; 47 per cent within a
day. In other words, life without tele-
vision is almost unthinkable. Televi-
sion is far and away the medium
people enjoy most.

And within television the net-
work people enjoy most,and pay the
most attention to,is...

The CBS Television Network

lours of viewer-use based on Nielsen Audlence Composition data, November 1966-April 1967 (9 A.M. to midnikht) ndjusted to NT1 household-use (24-hour day)
\uary-December 1967. Estimates subject to qualitications avallable on request.
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from page 12

| to laugh or be impressed. The rea-
ison for the indecision is Baxter
Ward, a dark-haired, somber-faced
newscaster who has worked for a

tions across the country and for the
BBC in England. Five days a week,
for an hour at 4:30 p.m. and a
half-hour at 11 p.m., Ward delivers
the news for KABC-TV.

That's where the commonplace
ends. Viewers may chuckle over
Ward, tell anecdotes about him,
sometimes rub their eyes in disbe-

You’re only

HALF COVERED
in NebrasRka...

if you don’t use

KOLN-TV/KGIN-TV

No matter how diplomatic you may be,
you can't persuade Nebraska until you
cover Nebraska. And you can’t cover
it unless you cover the state’s ofher big

market:

And to reach that, you've got to have
KOLN -TV /KGIN -TV — the official
basic CBS outlet for most of Nebraska
and Northern Kansas. Let Avery-

Knodel document it for you.

~ o~ ] .
She Yolyer Salions
RABIO

WHIO  KALAMAZOM-IATIT CRETK
Wi GitalD Karts

WIEM - GHAHI RAIIDS-KAT AMAZGG
WWAM/WWIVIM  CADILLAC

TELEVISION
WHIG.TV  GRANG RAFIHYKALAMAZOD
WWIY/ DADILLAC HEAYLIRI DITY
L g MAKIE
lmndv/ nl!«;o N, HENIARKA
RUTNTV At Jolants, 1l s,

TELEVISION MAGAZINYK

half-dozen radio and television sta-

Lincoln - Hastings - Kearney.

lief. But it's doubttul that he's ig-
nored.

In a sketch that must have been
somewhat of a puzlement to the
national audience outside of Los
Angeles, the Carol Burncit Show
satirized Baxter Ward's news pro-
grams on her CBS-TV show a lew
months ago. The Los Angeles
Times, through one of its colum-
nists, has been carrying on a run-
ning feud in print with Ward and
his news cohorts. And when KHJ-TV
Los Angeles changed its format
for presenting local news late last
year, the station ;xcknowle(lge(l that

KOLN-TV | KGIN-TV

LINCOLN, HEARASKA
1300 FY, TOWER

GRAND I3LAND, NEBRASKA
tosy rr. TOwER

Avary:Knodel, inc,, Bxclusive Natlonal Representative

it would try a free-form, personal-

ized approach in the Ward style.
A recent random sampling of a

late-night Ward program gives

some indication of why the KABC-TV |

news, third in homes delivered in
the market behind the CBS and
NBC stations, has such a dispro-
portionate rmpact.

Ward doesn’t believe in elabo-
rate, self-important openings for
his newscasts. Instead he comes on
camera without any introduction or
credits and wades right into the
lead story.

“Dawn is just 90 minutes away
in Vietnam. American ground ac-
tivities consist of mainly border
skirmishes along the demilitarized

zone. Fighters and bombers are

most active.”

This is the way he came on one
night last month. He gives scant
notice to national and internation-
al happenings. He leaves this for
the network newscasters to cover.
Vietnam—not at all unusual—got
65 seconds of his time during the
program sampled.

Local news is his meat and how
he loves to chew it over. Ward’s
speciality is uncovering obscure,
but interesting, local items, most of
them involved in a legal situation.

“You know about San Fran . . .
ahhhh California’s implied
consent law,” he began relating
during the sample program last
month. He seemingly hardly ever
reads from his written reports,
mostly extemporizing, using many
hand gestures. Hence, his frequent
stuttering and false starts. “If
you're picked up on the suspicion
of drunken driving and you refuse
to accept the chemical tests to see if
you have alcohol in vour blood-
stream then you could lose your
driver’s license for six months,” he
said, continuing the report. “Well,
on Oct. 16th, let’s see, on Oct. 13th
of last fall, at 2:20 a.m., in the City
of Commerce, a voung, 23-year-old
housewife was picked up. She’s also
a schoolteacher. And she was
charged on suspicion of drunken
driving. And, indeed, she was later
tried by a jury and convicted of
drunken driving. She refused the
chemical test that night. A judge
now has restored her driving li-
cense (o her on the suspicion that
perhaps she was so drunk she
didn’t understand the question.”

The syntax could be improved |
| but the emphasis, instead, is on

communication. Ward aims to
reach viewers on a personal level,
eye to eye. He concentrates on
what he believes most people seek
out in newspapers: sports, gossip,

i
I; 1
b1 %
Mg
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“This is what I sell.

Iwant people
tounderstand
whatitcando’”
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Your Blair Man Knows...

WHO’S RUNNING THE SHOW? The RF in
call letters could well represent Robert
Ferguson, President of WTRF.TV, Wheel-

ing, West Virginia. What kind of a guy
leads a TV station in a lucrative market?
A nice guy, a dedicated man who just
completed a second term as Chairman of
the TV Board of Directors of NAB, who
was recently appointed Chairman of the
TV Code Review Board for a two year
term, who served as a member of the
Code Review Board 158-1962, who is the
first Vice President of Broadcast Pioneers,
and is ¢ member of the West Virginia
Broadcasting Educational Authority. Sooo?
A well-programmed TV station in the
public interest abides by the better ethics
and codes of an industry and enthusi-
astic, loyal audiences result. Another
reason why your ad schedules bring re-
sults you want when you buy WTRF-TY,
serving the Wheeling-Steubenville Market
from Wheeling.

BLAIR TELEVISION

Representative for

WTRF-TV

Color Channel 7 @ NBC
Wheeling, West Virginia

MANHATTAN
ESCAPE
ROUTE

Proceed by cab, car or foot
to 30 East 65th Street.
Prepare to enjoy famed

Voisin cuisine
in an atmosphere
of unrushed elegance.
“Superb” is the password.

Prix Fixe Luncheon—$6.00
Reservations LE 5-3800
Dinner, Cocktails, Luncheon
Closed Monday only

Open Sat. and Sun.
for Lunch and Dinner

One of the great restaurants
of the world

VOISIN

30 East 65th Street

TELEVISION MAGAZINE

ON LOCATION
from page 14

stories about graft, corruption,
divorce, murder, sex; ordinary peo-
ple being exploited, deeds of good
Samaritans.

Somewhere after his third news
item of the night, which was his
story about the lady drunk, a
voiceover simply announces: ‘“News
final. Sports from Jim Healey.
Rona Barrett looks at Hollywood.
And the news reported by Baxter
Ward.”

On most nights this completely
takes care of credits. There’s usual-
ly no crawl at the end of the pro-
gram. Ward’s delivery is tast, some-
times too fast to make any sense.

His newscasts use film footage
extensively. Ward, who also is news
director for the station, never hesi-
tates to buy footage from another
station (not necessarily an ABC-
TV affiliate) . He arranges elabo-
rate and complicated film transfers
at the last minute, consequently
sometimes showing film he hasn’t
even had time to edit. A frequent
feature of the late-night program is
an exchange of news stories on film
with Roger Grimsby, newscaster
for kco-Tv San Francisco.

Ward likes to do long stories or
series, breaking them into parts
and carrying them over from night-
to-night. During one five-night
serial last month, he presented
both sides of the now famous case
of Lieutenant Commander Mar-
cus Arnheiter, the U.S. Navy officer
who was abruptly relieved of his
command of the U.S.S. Vance. The
station shot its own film and did its
own interviewing in ferreting out
the conflicting stories in the case.

Ward editorializes constantly and
sometimes picks sides in what critics
feel is an outrageously biased man-
ner. His comment at the end of the
Arnheiter presentation is only a
mild example: “The Navy remains
reluctant to order a new hearing
for Arnheiter. They would simply
like to forget about the man.”

Rona Barrett, his girl gossip re-
porter (a character named Rhoda
Rumor appeared in Carol Burnett’s
satire) , freewheels her tidbits with
apparently little regard for cuck-
olded husbands and gentle sensibil-
ities.

“And tonight the answer to Mae
West’s beauty secrets,” she in-
formed viewers recently. “Mae at-
tributes her youthful firm face and
figure to what midwesterners de-
scribe as a purge . . . a daily purge.
Furthermore, Louis Armstrong sub-
scribes to the same routine.”

www americanradiohistorv com

Jim Healey, Ward's plain-talkiz
sportscaster, is never satished wi
reciting scores and traditional pu
licity items. Instead, he's forev
smthng about, hoping to find som
thing rotten about sports.

Doing a report on the use
spithalls in baseball last mont
Healey showed an action film cli
of a pitcher whose face was black
out (but still looking remarkab
like Don Drysdale of the Los A
geles Dodgers, and described
Healey as a local fellow, who
“one of the most famous names i
baseball”) and noted that this gu
doesn’t do anything so obvious :
blowing on his hand when |
throws a spitter, “he has a litt
Vaseline under the bill of his cap.

It there’s a sporting event of an
importance taking place in th
Los Angeles area, sportscast
Healey is out covering it persona
ly, often comes rushing into t
studio breathless and with fil
footage that’s only a half-hour
so behind a game or event that
still in progress. As a result th
footage seemingly comes on upsid
down as frequently as it does in th
prescribed manner.

Ward is decidedly against dupl
cating news, either from networ
sources or from his own program
He (ries to make his late-nig
newscast completely different fro
his late-afternoon program. A basi
difference is that Carl George,
resourceful reporter, does featur
on the early edition, while Mi
Barrett looks at Hollywood on
during the late-night version.

“What we're trying to do,” e
plains Ward, an impassioned, forc
ful man on screen, surprisingl
self-effacing at other times, “i
reflect the problems of the day an
of the life in the West. We try t
get into as many situations as w
can.”

That Baxter Ward gets into a lo
of different situations, some O
then lively and strange indeed,
there’s no question. Consider, for|
example, this excerpt from a series |
of interviews with Los Angeles kg
Mayor Sam Yorty's hippie-oriented Ij
son: _uw

Q: “Still, there could be many|
advantages I would think to being
the mayor’s son. Did you take ad-

vantage of them? Enjoy yourself2 {1,
Have a good time?” ¥
A: “Oh, yeah, sure [giggles], If *i
mean, you know, you've got O
have something to talk about [gig: ,%_}
gles]. So I'm the son of the mayory i,

and you know, a politician. That's

my thing [giggles].”
MORRIS GELMA

.
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The businessman who invests
‘n television can be sure he isin good

tompany. America’s biggest adver-

tisers confirm his choice. Year by

rear they rely on it more and more.

Back in the old days of Arthur
Murray, Herb Shriner, and Lucky
P’up—in 1950—-national advertisers

Hut just three per cent of their bud-

“ets into television. By 1966 (the
Ratest year forcomparable data) they
vere spending more on television

“This is what I sell.

than on newspapers and magazines
combined! In the same year the 100
largestadvertisers,who byand large
have had the most experience with
television, were putting into it six
dollars out of every ten. In 1967 all
advertisers together spent nearly
three billion dollars in this medium
of sight,sound, motion and color.

If you are selling food products,
you doubtless know that your indus-

tryallots71percent to television.For

Iwanttoadvertiseit
wherethe

biggest advertisers
spend mostof
their money.”

drugs, television’s share comes to 80
per cent. For toiletries, 72 per cent.
For soaps, cleansers,and polishes, 89
per cent. The biggest advertiser in
this television-sold industry, Procter
& Gamble, weighs in at 91 per cent.
For 20 years more and more of
thesmart money has been goinginto
television. And within television, for
the past 14 years, the smart adver-
tisers have been spending the big-
gest share of their budgets on...

The CBS Television Network

la advertising volume and proportions from data compiled by TVB; expenditures by industry in 1966 from LNA/BAR for network television, LNA-Rorabaugh
Rat, spot television, PIB for magazines, Media Records for newspapers, and LNA for outdoor,
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A monthly measure of comment
and criticism about television

The ball game is on

In the only article in the March
issue ot The Atlantic Monthly,
titled “Supernation at Peace and
War” (it will be published in ex-
panded book form this spring by
Atlantic-Little, Brown) Dan Wake-
field writes:

“In the course of my own travels

' through the country, I never met

anyone who had come to oppose

the [Vietnam] war because of hav-
ing seen it ‘live’ on television, Of
course it is possible that such influ-
ence is subconscious, and the citi-
zen may have unknowingly come
to oppose the war because of such
an experience. My own feeling,
however, is that a more realistic
analysis on the influence of televi-
sion on the public was made by
some TV cameramen in the White
House Press lobby. The photogra-
phers were bemoaning the fact that
they were going to have to cover
the antiwar demonstrations at the
Pentagon scheduled for the coming
Saturday. It was argued and agreed
that the networks were crazy to
think that the general public was
interested in-such stuff, and in fact
most viewers would surely get mad
if the alternoon’s college foothall
game of the week were in any way
interrupted by such nonsense . . .
““I'he very idea was absurd,
“Whatever complaints the gov-
ernment may have ahout television
[and its coverage of the Vietnam
war], it should recognize that
medium as one of the most stabiliz-
ing influences in the society, an-
swering many of the needs of the
leisure-time pressures brought on
by shorter working hours. For a
while ‘the problem of leisure’ was a
»opular concern of social thinkers
in the society, and fears were ex-
pressed about what the man accus-
tomed to work would do when

TELEVISION MACAZINE

faced with the burden of free time
on his hands. The problem is no
longer much discussed, because it is
obvious now what this man will
do. He will get settled in front of
the TV, put a six-pack of beer in
the icebox, and turn on the ball
game. For every hour of ‘live cover-
age’ of the Vienam war on televi-
sion, there must surely be a thou-
sand hours of the ball game.

“For all practical purposes, the
ball game is never over. In the
spring and summer it is baseball,
and winter and fall it is football,
beginning shortly after lunch on
Saturday and going into a second
game that runs to dinner or after,
and then the roundup of the games
and the recaps and replays on the
news, and then the whole thing
again on Sunday, a vast swirl of
bats, swings, passes, kicks, touch-
downs, stolen bases, shown again
on instant replay, slow-motion,
split-screen, and isolated camera.
There is no need to think, speak,
or move. The bhall game is on.”

A melancholy fact

U. S. televiewers aren’t the only
ones who complain when The Bev-
erly Fillbillies or The Flying Nun
is pre-empted for a news special or
a documentary. Lord Hill, chair-
man of the BBC, in an address to
the Newspaper Conference in
London, said:

“Television, radio, and the press,
have a duty 1o inform the public
about what’s really going on, so
that people stand a better chance—
I put it no higher—of identifying
the nation’s problems as their own.
At the time of devaluation, you
probably remember, we had a good
many complaints (from the public
as well as the parties) about which
politicians should be allowed to

broadcast and so on [“On l.oca- |

WWW.americanradiohistorv.com

| tion,” TELEvIsION, February 1968].
But the melancholy fact is that we
had a great many more complaints
because a special program on deval-
uation meant the cancellation of
| Sooty.”

| A few jolts for ETV

Unorthodox commercial maker
Stan Freberg, in an interview in
the program guide of noncom-
mercial kCET(Tv) Los Angeles was
asked: “Is there still what you once
called a national apathy with re-
gard to ETV? Or 1s 1t like the
dullness slowly getting less
dull?”

A: “The problem is that there i§
an apathy toward everything in
America. People want to pass up
educational  television  because
they're  afraid of involving their
minds in something that looks lik
it'’s going to be too much effort . ..
too much concentration. People
just don’t want to curl up with
‘War and Peace’ when they can
skim through Harold Robbins. . .

Q. “Do you advocate ETV giv-
| ing people a few jolts of Harold
Robbins?”

A. “No, but it wouldn’t hurt t
give them a few jolts of something.
Watching a small dance company
in leotards leap about in a ban
New York rehearsal hall to rais
money, for 30 solid minutes on th
PBI. might have been a jolt t
Martha Graham but sure bored m
out of my skull. And that’s jus
what people looking at Bonanza
are scared witless they are going to
be trapped into on ETV. Some
faggy guy jumping around in leo-
tards in front of a $12 backdrop,
followed by a two-hour David
Susskind-type  ‘discussion’  show
with script by Henry James and
‘additional, easy-to-grasp dialogue’
by Marshall McLuhan. The prob-
lem with ETV is that they’re afraid
to put the candy coating on the
pill—they want people to just swal-

low the medicine in its natural :_|0
state. If T ran an ETV station, I "..m
would once a week run a line of [ 10
chorus girls in and out just to wake | %
the audience up . . . or empty a .38 | ‘&
once a night just to jolt people on [ i

their feet.”

The LB] comedy hour

President Johnson, in an appear-
ance before the Veterans of For- [
eign Wars on March 12, the night
of the New Hampshire primaries
(see page 45) and the second day
of Secretary of State Dean Rusk’s
televised appearance before th
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L, “This is what I sell.

Iwanttosellit
in America’s busiest

. marketplace?”
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musIcC
stopped

Imagine that all music suddenly has ceased to
exist. Composers have stopped creating. Musi-
cians are silent. The phonograph record is gone.
People have stopped singing. A universal lan-
guage has disappeared in the flash of a moment.

All over the world, the blow is shattering. In
the United States the economic loss is beyond
belief. 5,000 radio stations, deprived of the ma-
jority of their programing, are reducing their
schedules or going off the air. Television pro-
ducers are converting every existing program and
every commercial with music to straight talk.
Many sponsors are simply cancelling. The juke
box is extinct. The recording industry has closed
down. The music instrument manufacturing busi-
ness is obsolete. 15,400,000 children who have
been studying music no longer have any use for
pianos or violins or woodwinds. The country’s
1,436 symphony orchestras and 918 opera pro-

ducing groups have disbanded. Most nightclubs,

theaters, dance halls, concert halls, ballrooms
have shuttered their windows. Hundreds of thou-
sands of people who earn their living because of
music are now unemployed. The tax loss is in-

calculable.
A fantasy? Yes, but it makes a point. Music is

vitally important in all our lives, in terms of sheer
economics as well as of culture.

We are proud that BMI, together with our
thousands of affiliated writers and publishers, is
one of the many organizations which play a role
in supporting and fostering the miracle of music.

If yesterday had been the day music stopped,
you wouldn’t be hearing about it from us. BMI
wouldn’t be in business. Nor, possibly, would you.

BMI

BROADCAST MUSIC, INC.

All the worlds of music
for all of today’s audience.

www americanradiohistorv com
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A NEW SWITCH ON REGIONAL
NEWS: You'll find it in every AP bureau

throughout the country: a new and exclu-

sive electronic device that does a vital job
for every AP member. Every time we
switch it on, we switch you ahead of your
competition with faster regional news.
When a regional bulletin reaches
your Associated Press bureau, flip goes

the switch and AP electronics is in action.

It breaks into the national tape, then
storesthe incominginformation. (Instead
of letting it go by.) And when the regional
item is over, the national tape picks up
right where it left off. That way you get all

ONLY:

the news, fast. Without waiting for a re-
gional split. And without missing a single
item of national news.

So if you're an AP member (and there
are now 3,000 of them in broadcasting)
remember, just the flip of an AP switch
gives you a regional competitive edge
that no other news service can deliver. If
you aren’t an AP member, maybe you’d
better pull a switch of your own. Contact
your nearest Associated Press representa-
tive for further details. Or call Bob Eun-
son at AP headquarters: 50 Rockefeller
Plaza, New York, New York 10020. (212)
PL71111. THE ASSOCIATED PRESS

FOR AP MEMBERS

“americanradiohistorv.com F
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PLAYBACK
from page 18
Senate Foreign Relations Commit-
tee, commented:
“Many of my political friends

~are home tonight watching TV.

There’s a special on tonight from
New Hampshire. It’s quite a con-
test. It’s the only race where any-
body can enter and everybody can
win. [It's] the only place where a
candidate can claim 209 is a land-
slide, 409, is a mandate, and 609,
1S unanimous.

“I heard on one of the unbiased
TV networks, they'd counted the
first 25 votes, and LBJ had zero. I
asked Lady Bird what she
thought. She replied: ‘“The day is
bound to get better, Lyndon.’

“I'm going home to look at The

Dean Rusk Show. That’s the show |

that was two years in production.
It had a great cast. No plot. We

-also had trouble picking a title.

Gunsmoke was taken. We finally
decided on Shoot-out on Capitol
Hill. Then we couldn’t find a spon-
sor. They all said: ‘Sorry, quiz
shows are dead’.”

The conservative view

Edward L. Morris, program direc-
tor for noncommercial WTTW-TV
Chicago, told Paul Molloy, in an
interview published in the Chicago
Sun-Times:

“I am a liberal, and I make no
bones about it. . . .

“The fastest way for public tele-
vision to develop acute hardening
of the arteries is to go always to the
same people and the same places
for ideas. Our establishment has
opted for the liberal message to
our society. . . .

“We hammer at the big issues of
the day, but in so doing we per-
haps hammer them into the
ground. We have engaged the lib-
eral mind without reaching the
conservative, or , for the most part,
the large segment of ‘nonthinkers’
who may still be won. . . .

“Isn’t it possible that some time
and effort should be taken to find
out what the thinking viewer is
really thinking and whether the
liberal, too, doesn’t want his mind
blown free from the usual warm,
friendly concepts that are easily at
hand [in many liberal magazines)—
even to the extent of having his
thinking abraded by more conserv-
ative and irritating ideas which
might have the germ of solutions (o
America’s huge social problems?

“The liberals are unusually ac-
tive with us. . . . But conservatives

TELEVISION MAGAZINE

aren’t keeping up. With a few ex-
ceptions—William' Buckley is one
—they lack ingenuity.

“If the John Birch Society comes
to me with an idea, say, for three
or four good, original programs,
I'll grab it. But they usually offer
us a propaganda membership
pitch. We don’t play that way with
anybody. I wouldn’t take a propa-
ganda film from the Americans for
Democratic Action either. . . .

“But you can’t get the really
sincere, eloquent conservatives to
appear on television. We just get
offers from the lunatic fringe.
There are lots of marvelous, bril-
liant conservatives who do nothing
about getting their message across.
We need them, but they turn us

~down.”

War coverage

Inez Robb in her syndicated news-
paper column wrote:

“I hold in my hand a wildly
indignant letter from a woman in
St. Paul who has reduced me to
the same state,

“Mrs, Pris, which is not her
name, wants to enlist my aid in
her campaign to bar news films of
the Vietnam war from the home
screen. Mrs. Pris doesn’t think it
is nice to show pictures of men
fighting, wounded and dying for
her and her country. And she has

already written the local TV sta-

tions, warning them to cease and
desist.

“I did not see this burial detail
to which Mrs. Pris objects so stren-
uously. But a young Marine did
die on the home screen in my living
room the other evening, and I wept
with the (wo medics on the battle-
field when they realized that the
man they had tried so desperately
to save was beyond their care.

“Like Mrs. Pris, I hate television
violence. But the violence that is
Vietnam is a part of all of us, and
we are a part of it, no matter how
much we refuse to admit the fact,
or how often we walk out of the
room or turn off the television set.

“Despite its presence in our liv-
ing rooms, this is a war that scarcely
seems to touch the lives of the vast
majority of Americans. There is a
terrible inequality of sacrifice to
which we remain indifferent.

“Far from petitioning television
to stop its brilliant coverage of the

war, I hope it doubles it. Perhaps

then we shall become as aware of
it as, say, The Virginian. The only
permissible type of violence on the
home screen should be that which
shows war as the horror it is.”

WWW.americanradiohistorv.com
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Turned on

I cannot let this day pass with-
out congratulating you on Roy
Huggins’s article, “It’s Time to
Turn Off McLuhan” [TELEVISION,
March]. I think what it says is im-
portant not only in direct refer-
ence to McLuhan but also as it
applies to much of the shoddy
thinking on university campuses
and elsewhere about the content
of history, art and life itself . . .
It is possible that, if we all work

together, we may succeed in turn- |

ing off not only McLuhan but the
whole batch of clowns who have
escaped from the circus and are
currently botching up the Ameri-
can scene.

George N. Gordon, PhD,

divector, communications

center, Hofstra University,
Hempstead, L. 1., N. Y.

Someone finally penetrated the

darkness of McLuhan’s “Electric

Age” with a bright shaft of light.
Hurrah for Roy Huggins.

Rich Steck, broadcast

coordinator, University

of South Florida, Tampa, Fla.

Qualification

I have just come across your article
on television commercials festivals
and my comment to the effect that
festivals generally are a drug on
the market and that many produc-
ers are not entering them [“On
Location,” February]. I think this
needs some elaboration.

I do believe that there are too |

many commercials festivals and
that in a number of instances there
is little reward for the producers,
even if they are prize winners.
However, this is not to say that
commercials festivals in and of
themselves do not afford a distinct
opportunity to the industry to be
educated to the creativity of the
agency art director, to new fhn
production  techniques, musical
scoring, new uses of color, and of
course, talent. Since success in any
field must nearly always be based
on the competitive factor, it is only
natural for prizes to be awarded
to commercials in various cate-
gories.

The professional, well-run festi-
val organizations should be en-
couraged to stick around. They're
necded.

Harold Klein, executive

e SR

divector, Film Producers
Associalion of New York.
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Join us in the Embassy Room on the First Floor of the Sheraton-Blackstone
(across from the Conrad Hilton).

We look forward to seeing you at the NAB. We'll be there on Sunday, March 31, from 12:00 noon until 10:00 p.m.;
on Monday, April 1, and Tuesday, April 2, from 10:00 a.m. until 8:00 p.m. Come on over!

{)
SCREEN GEMS

WwWwWw americanradiohistorv. com
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JOHN P. TAYLOR. 1f his only claim to an endurance

record is that he’s heen attending National Association of
Broadcasters conventions since 1939, the new division vice
president for marketing programs of RCA’s commercial
electronic systems division would have company in the
form of a handful of equally hardy conventioneers. But
Taylor's roots in broadcasting go back to 1920 in Williamn-
sport, Pa., where, as an eighth-grader, he built his first radio
receiver  (KpKa - Pitsburgh went on the air that year).
I'aylor went on to build ever more complex radio sets
throughour high school, then majored in radio commnnica-
tions at Harvard, where he was graduated with a BS in
electrical engineering in 1929. He joined General Electric
in Schenectady, N. Y., and then moved to RCA in 1980
Today he is known as one ol the most knowledgeable men
i the broadcast-equipment field, one who has lived with
RCA througlh its growth in radio, in televison, in UHFE, in
color. In his new job, Taylor will be more active in the
international field for his division as well as the andio-

TELEVISION MAGAZINE

visual arvea, closed-circnit TV and such things as two-way =,
mobile radio and microwave equipment. He continues to8

be responsible for the advertising, sales promotion, market it
research and funciional design of products and related =i 4
activities of the division. In that job he made his imprint I
on the style and the look of RCA broadcist-equipment 8
advertising and promotion as well as the general thrust of :
RCA's big exhibitions of equipment at the NAB and q
elsewhere. One of Taylor's major preoccupations now IS8

long-distance planning. “There are so many things on the i
horizon, and new competition as well, that we've got to do
quite a bit of looking forward and planning.” One of thé
things Taylor is looking ahead to in lh(? far futnre 1
integrated circuits, which, he says, “will give us a wl}ol
new generation of broadcast equipment.” In his ssare tim
Taylor likes to garden around his home in Haddonfiel
N.J., where lie lives with his wife, His specialty: azaleas an
rhododendrons, He has about 1,000 of them. Why ga
dening? Says this terse man: “Flowers don’t talk.”
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JINCENT T. WASILEWSKI. The
enures of presidents of the National
ssociation of Broadcasters have al-
ays been turbulent and rarely been
ong. When things go right in the
sroadcasting business, the NAB pres-
dent gets little credit. When things go
vrong, he is an easy target for hlame.
ight now things aren’t going as well
s they were, say, three years ago
vhen Wasilewski took over. Television
roadcasters see their spectrum space
threatened by land-mobile users (see
ead story this issue) . The government
making ugly noises about concentra-
lions of station ownership. Rigid ap-
blication of the FCC’s fairness doc
‘rine is putting the squeeze on ciga-
‘ette advertising and on broadcast
‘ournalism. The broadcasters and
‘ommunity antenna television opera-
‘ors are engaged in a bitter dispute
wer copyrights. The list of troubles in
Vashington Icngthens daily. So does
he list of problems on Wasilewski’s
llesk. It can’t be said that Wasilewski
lidn’t know what he was getting into.
1e’s never worked anywhere else. He
vas hired as an NAB staft lawyer in
949 upon his graduation from law
chool at the University of Illinois. He
secame the association’s general coun-
el in 1953, manager of its government
ffairs (for which read chief contact-
1an with Congress) in 1955 and ex-
icutive vice president in 1961. His
‘ppointment to the presidency was
nade in January 1965, after the office
ad been vacated by LeRoy Collins
now running for the U. S. Senate
irom Flordia) . There is some evidence
that Wasilewski’s choice was at least to
bme extent conditioned by the belief
f some NAB board members that it
yould be cheaper to pay him a pres
lent’s salary than to go on subsidizing
Iim informally in the gin rummy
‘ames at which he excels. Wasilewski’s
lalary, originally $50,000 a year, has
cently been raised to $75,000. The
crease bespoke an affirmation of his
rerformance in the job to date. It also
nggested at least a proportionate rise
n the responsibilities he is expected to
sume. As broadcasting’s principal
epresentative in Washington, he’s in
tharge of holding the hottest front in
‘1e country. Tunnelling in from every
'|:irection are the FCC, the Senate, the
“Iouse, the Federal Trade Commis-
‘on, the Justice Department and—
ferhaps most ominous of all—the Pres-
Mllent’s Task Force on Telecommuni-
tions, which looks upon broadcast-
g as just another occupant of large
Wieces of spectrum space that is in
ort and contracting supply. At the
e of 45 Wasilewski is still young
ough to relish controversy and ac-
Won. Chances are there’ll be enough of
.th to keep him satisfied. This month
asilewski faces an ordeal that con-
onts all NAB presidents each year
the association’s national conven-
on. It’s the one time that most NAB
embers get a chance to see their
resident in action.

L ——— —

FRANK PRICE. As do many production people in Holly-
wood, Universal Television’s Frank Price believes it's “ex-
tremely trustrating” to be stuck turning out an hour weekly
show in television about the same people doing essentially
the same thing. There’s an inherent boredom in the
continuing characiers and theme ol a series. He wonders if
television flm writers, limited as they are by format re-
quirements, can come up with enough good scripts to make
possible 26 shows a season of high quality. And the
pressures of time with a weekly filmed series are crushing,
he contends. No matter what—poor scripts, production
problems, all be hanged—the show must go on and be
produced in hopefully five days, week alter weary week.
He'd much prefer making six or so two-hour motion
pictures a season for television about a strong, identihable
character. He's convinced that this concept, just an-
nounced by Universal TV with its 90-minute The Name of
the Game entry for NBC-TV next season, is going to catch
on strong. It gives viewers something special within a
familiar framework, allows the creative people time to
polish and hone. As Frank Price looks forward to this new
pattern in filmed television, he remains thoroughly involved
in more conventional programing efforts. He’s the boss of
both the world’s greatest wheelchair detective and most
daring thief, executive producer of NBC-TV’s hour Iron-
side and ABC-TV's hour It Takes a Thief series (one of the
few production executives in TV film to have such dual
responsibilities) . Both shows are out of Universal City
Studios or off “the assembly line,” as some of Hollywood's
disenchanted refer to it. But 38-year-old Frank Price’s
credentials indicate a good deal more than a mere factory
hand. He was a budding journalist out of Decatur, Il
Michigan State University and the Flmt (Mich.) Journal,
but the New York newspaper pay scale in 1951 was not
particularly attractive. So he joined CBS as a reader for
Studio One scripts, moved to Screen Gems on the West
Coast as story editor of Ford Playhouse, among other shows,
before joining NBC-TV as story editor for Matinee The-
ater. Then he helped produce Rough Riders and Lockup
for Ziv Productions and finally joined Universal TV in
1959 as associate producer for Tall Alan. Since that time he
heiped develop and eventually was executive producer of
The Virginian, the first regular 90-minute series for televi-
sion. He also produced “The Doomsday Flight,” one of the
early two-hour “World Premiere” movies lor NBC-TV. His
background is replete with productions of substance, clear
enough reason for his trust and belief in the longer form.

APRIL 1968
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Last week your commercial
was seen 500,000 times by
Pittsburghers".

s

But . . . you failed to And 64,000 Pittsburgh
reach 320,000 other viewers like Jim Sloan
Pittsburgh viewers like don’t remember it!

Ben Burdulis.

You just can’t afford a buy that delivers limited reach and frequency!

TO HELP YOU SELECT SPOT PURCHASES THAT WILL PROVIDE THE BROADEST AND
MOST EFFECTIVE REACH OF THE PITTSBURGH TELEVISION AUDIENCE, WIIC-TV HAS
OBTAINED COMPLETE INFORMATION ON 250 DIFFERENT SPOT POSITIONS.

THIS COMPUTERIZED INFORMATION INCLUDES DETAILED DATA ON TOTAL REACH,
UNDUPLICATED HOMES AND FREQUENCY OF REACH FOR ANY COMBINATION OF
SPOTS DESIRED. WE CALL IT “INSTANT CUME" ANALYSIS AND IT'S AVAILABLE FOR
YOUR USE NOW.

FOR SOME EYE-OPENING FACTS ON EFFECTIVELY REACHING PITTSBURGHERS, CON-
TACT WHC-TV'S GENERAL SALES MANAGER, LEN SWANSON OR YOUR BLAIR TELE-
VISION MAN.

*An exampie extracted from Instant Cume analysis. Any figures quoted or derived from audience surveys are esti-
mates subject to sampling and other errors. The original reports can be reviewed for details on methodology.

ey FULL COLOR WIIC TVII

FOR EFFECTIVE TV BUYS IN PITTSBURGH

Basic NBC Television Affiliate

Cox Broadcasting Corporation: WIIC-TV, Pittsburgh; WSB AM-FM-TV, Atlanta; WHIO AM-FM-TV, Dayton: WSOC AM-FM-TV,Charlotte; WIOD AM-FM, Miami; KTVU, San Franclsco-Oakland

www americanradiohistorv com
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FOCUS ON

BlNANE

felevision stocks register first

over-all gain since September 1967

After six months of decline, tele-
vision stocks finally turned the cor-
ner in March. For the first time
isince last September, the TELEvI-
istoN index of selected stocks did
not show an over-all loss.

The index average was up 2.99,
and four of the six divisions showed
increases. The other two—the pure-
ly television and television with
other major interests categories—at
least broke even. The over-all climb
was higher than that of the Stand-
‘ard & Poor Industrial average,
which was up 1.39,.

Programing stocks made the big-
gest leap, almost 79, followed by
CATYV stocks, which climbed 4.99,.

The purely television category
performed the poorest, with virtu-
ally no movement (actually, a neg-
ligible drop of less than one-quar-
ter of a percentage point). ABC
climbed 29, despite 1ts report on
its 1967 financial results. It re-
ported substantially lower profits
on increased revenue. The official
accounting showed operating earn-
ings of $2.50 a share compared to
$3.81 a share the year before. Total
revenue was $574,952,000, up from
$539,972,000 in 1966. Increased op-
srating costs from converting to col-
or, the delay in a decision in its
oroposed merger, two labor strikes
ind news coverage of the Arab-
[sraeli war were cited as major rea-
sons for the profit drop.
© ABC also proposed and then can-
‘celled a public offering of $75 mil-
lion in convertible subordinated
dlebentures. The proceeds were to
{be used to pay off a series of loans
P otaling about $53 million, with
" he remainder of the money to be
added to working capital. Cancella-
ion of the offering only three
weeks after it was announced was
‘aid to “unsettled market condi-

CBS stock during the reporting
period fell to 4614—its lowest level
in recent years. By the March 13
losing of the reporting period, it
as back up to 4714, still down
19, from its Feb. 13 level. The de-

cline came as CBS also announced
its 1967 financial returns, which
showed its earnings for the vear
down to $2.14 a share from $2.09
for the previous year. CBS Inc.
| Chairman William Paley and Presi-
| dent Frank Stanton sent stockhold-
[ ers a letter with the annual report
saying they felt the company is “in
an exceptionally promising posi-
tion” and predicting higher sales
and earnings for 1968 “in all major
businesses in which the company is
engaged.”

Among the group broadcasters,
Corinthian was down 79 even
though it reported the highest earn-
ings in its history [or the third fiscal
quarter and for the nine months
ended Jan. 31. Earnings for the
nine months were $2.830.768, com-
pared with $2,797,069 for the same
1966  period. Per-share earnings
were down slightly because of the
greater number of shares outstand-
ing this year.

Gross Telecasting was down 39,
as it reported annual income up
but earnings down. Per-share earn-
ings were $2.02 for 1967, compared
with $2.37 in 1966.

Metromedia was down 197, al-
though it reported all-time high
revenues and earnings for 1967.
Earnings were $3.15 a share com-
pared to $3.07 the year before.

Reeves Broadcasting was up 29
as it also reported record results for
1967. Net earnings for the year
were up 129, to $784,701. Earnings
increased {rom 42 cents a share for
1966 to 43 cents for 1967, despite
a larger number of shares outstand-
ing. Reeves also announced plans
to create a new class of 100,000
shares of preferred stock to he used
primarily for growth and acqusi-
tion.

Scripps-Howard remained un-
changed for the month, although
it reported 1967 earnings down
slightly on increased revenue. Earn-
ings for the year were $1.85 a share,
compared to $2.11 in 1966.

The strong gain registered by the
CATYV stocks as a category was the

www americanradiohistorv com

result of a marked surge in only
two ot the six stocks. Jerrold was
up 169, and Teleprompter was up
119, Of the others, Ameco was
down 897 as it reported lower net
sales for the six months ended Dec.
31, 1967. At the same time, how-
ever, losses were down. Per-share
loss was only 9 cents for the halt-
year, compared to 24 cents in 1966.

H&B American was oft 129, even
though it reported increased reve-
nues and earnings for the six
months ended Jan. 31. Earnings for
the period were 14 cents a share,
compared to 10 cents in 1966.

The television with other major
interests category made a minimal
gain (about one-third of a percent-
age point). Avco was down 897 al-
though it reported improved earn-
ings tor the fiscal vear ended Nov.
30, 1967. Consolidated earnings be-
fore an exiraordinary capital gain
were $3.71 a share, compared to
$3.30 a share in the 1966 fiscal vear.
Avco also announced it is negotiat-
ing to buv all class A voting stock
of the Carte Blanche Corp., the
credit-card company,

Bartell Media was up 149 fol-
lowing the private sale of 100,000
shares of common stock. Boston
Herald-Traveler was down 29, as
it reported depressed earnings on
slightly increased revenue in 1967.
Earnings tumbled from a profit of
$3.50 a share in 1966 to a loss of
19 cents a share in 1967. Officials
laid this* to "“heavy nonrecurring
expenses,” including consolidation
of the Boston Herald and Boston
Traveler into one morning news-
paper and including Entron Inc. in
its figures. The Herald-Traveler
Corp. owns 539 of the CATV sys-
tem, which showed a $420.135 loss
for the year. (Entron was down 597

for the month in the CATV cate- |

gory.)

Cowles Communications was
down 69, as it reported a loss for
the year ol $!1 a share compared to
earnings of $1.12 in 1966. This was
ascribed to heavy starting costs for
several new publications, including
the Suffolk (county, N.Y.) Sun,
newspaper,

Chris-Craft was off 297, although
its annual report for 1967 showed
earnings up slightly—$1.75 a share
compared to $1.73 a share the year
before. The directors of Chris-Craft
and the Baldwin-Montrose Chemi-
cal Co. approved the proposed
merger of the two companies.

Gannett was down 29, although
an unaudited report by the com-

pany claimed a net profit for 1967 |

of $7.4 million, an increase of 5.99,
over 1966.
Continued on page 30
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The Television stock index bocs on
. /e \ =\
A monthly summary of market movement in the shares Jl \\] /A U\ \ﬂ
ol 69 companies associated with television. IN/AUNY
Approx. Total Market
Er- Closing Closing Change from Fel. 13 1967-68 Shares Out Capitalization
change Mareh 18 Feb. 13 Points % High Low (000) 000)
Television
ABC N 4914 4814 + + 2 102 48 4,682 $230, 600
CBS N 47y 478 - 3 -1 75 46 23,300 1,100,700
Capital Cities N 4915 48 + 134 + 3 60 35 2,746 135,900
Corinthian N 2374 2534 - 1% -7 30 23 3,384 80, 800
Cox N 477%% 4714 + 34 + 1 59 35 2,866 137,200
Gross Telecasting (6] 28 29 -1 -3 34 24 400 11,200
Metromedia N 52 5214 B -1 64 39 2,294 119, 300
Reeves Broadcasting A 1134 114% + Y + 2 13 5 1,809 20,600
Seripps-Howard (0] 2514 2534 — S 34 24 2,589 65,400
Sonderling Broadcasting A 2514 26 — - 2 34 13 800 20,400
Taft N 333% 34 - 5% - 2 49 32 3,363 112,200
Wometco N 1915 2034 — 1Y — 6 25 14 3,339 63,900
Total 51,572 $2,107,200
CATYV
Ameco A 834 914 - 3 - 8 14 7 1,200 10,500
Entron o] 4%, 5 - Y -5 8 5 617 2,900
H&B American A 11 1214 - 14 —12 28 4 2,637 29,000
Jerrold (0] 32 28 + 414 +16 52 21 2,318 75,300
Teleprompter A 2654 24 + 254 +11 40 13 994 26,500
Vikoa A 1314 13% - Y - 2 19 11 1,359 18,300
Total 9,125 $162,500
Television with other major interests
Avco N 43 4634 — 3% — 8 65 22 14,075 605,200
Bartell Media A 114 9% + 134 +14 12 4 2,106 23,700
Boston Herald-Traveler [0 49 50 -1 - 2 70 47 565 27,700 4
Chris-Craft N 31 31% - % -2 46 22 1,663 51,600
Cowles Communications N 1344 14 - % — 6 2], 14 2,944 38,600
Fuqua Industries N 6714 6614 — 1Y - 2 81 27 1,135 76,600
Gannett [0 2534 26 — 55 -2 27 22 3,064 77,700
General Tire N 2474 241 + 5 + 3 38 24 16,719 415,900
Gray Communications o 3% 10 - 5 — 6 13 9 475 4,500
Gulf & Western N 41%4 48% - 7 —14 66 30 11,620 485,100
Lin Broadeasting [0 1614 18% — 25 —14 29 7 789 12,700
Meredith Publishing N 23% 2414 - ¥ - 2 38 24 2,662 63,600
The Outlet Co. N 22, 2315 - 1Y -5 30 15 1,056 23,600
Rollins A 4815 43% + 5% +13 52 19 4,061 197,000
Rust Craft Greeting A 311g 31% — 5 - 2 43 28 727 22,600
Storer N 3954 3614 + 31 +10 59 35 4,180 165,600
Time Inc. N 9134 8814 + 3% + 4 115 88 6,560 601,900
Total 73,401 $2,893,600
Programing
Coluinbia Pictures N 2854 25% + 2% +11 31 24 4,477 128,200
Disney N 4614 51 — 43 -9 63 38 4,230 195,600
Filmways A 18!y 194 -1 -5 27 13 895 16,200
Four Star International o 34 614 - ¥ —-12 10 2 666 3,800
MCA N 58 57Y% + 34 + 1 74 35 4,707 273,000
MGM N 42 3834 + 3Y + 8 65 31 5,756 241,800
Secreen Gems A 2434 2544 - 1% ~ 4 34 21 4,036 98,400
Trans-Lux A 23 23Y% + Y + 1 30 14 718 16,900
20th Century-Fox N 2914 27% + 134 + 6 35 22 7,035 205,800
Walter Reade Organization [0} 67%% 7% - -7 10 1 1,583 10,900
Warner-Seven Arts A 30 3134 — 134 — 6 42 20 3,746 112,400
Wrather Corp. (e} 6 635 - 3 — 6 7 2 1,753 10,500
Total 39,602 $1,313,500
Service
John Blair (0] 2184 26 — 4 —16 36 15 1,080 23,500
Comaal, N 1944 43 + 64 +15 7 41 10, 000 4492, 500
Doyle Dane Bernbach 0 31% 324 = §] — 3 53 22 1,994 62,800
Foote, Cone & Belding N 1344 137%% - % -3 21 14 2,146 29,000
Gienesal Artists (8] 1344 103{ + 214 +23 11 4 600 8,000
Grey Adverlising (0] 13 1514 — 2y —15 25 16 1,201 15,600
MPO Videotronies A 1214 115 + Y + 4 17 6 469 5,700
Movielah A 2134 1954 + 134 + 8 28 10 1,099 23,200
Nielsen o) 2814 33 — 4 —14 42 29 5,130 146,200
Ogilvy & Mather 0 14 16 -2 —13 20 10 1,087 15,200
Papert, Koenig, Lois A 554 (371 - % —13 9 6 791 4,400 i
Total 25,597 $826,100
Manufacturing |
Admiral N 19y 1644 + 3. 418 38 17 5,062 98, 700 |
Ampex N 2084 2885 S04 + 4 41 23 9,565 283, 400 '
Genernl Klectrie N R75% 87 + & + 1 116 2 01,068 7,979,800 |
Magnavox N 14 $TY + 634 +18 50 34 15,410 678,000
3M N 8404 8214 + 233 + 3 06 75 53,466 4,524,600
Motorola N 108¥%4 09 + 04 “+10 147 00 6,117 865,200
Nationa! Video A 20 1984 + 4 +1 46 18 2,781 55,600
RCA N 174 7Y 66 43 62,465 2,051,500 |
Recves Industeics A 124 1371 + Y +5 9 2 3,327 18,300
Wentinghouse N 6534 6144 + 182 + 6 79 16 37,571 2,456,200
Zenith Ltudlo N 17 5184 -+ T —+15 72 48 18,849 1,116,800
Total 305,681 $20,828,100
Grand Total 504,978 $28,131,000
Standard & Poor Industrial Average 97.70 96.40 +1.30 +1.3 106.15 85.31

N-New York Btock Exchnngo
A-Amorienn Btock Lxchunge
O=0Over the counter

TwLEVISION MACGAZINE

www americanradiohistorv com
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reaty
- [opitch again

The REAL McCOYS have now played every major league —and played
winning ball each and every season!

First on ABC in prime time. Then on CBS in prime time (followed by a
Monday through Friday morning strip). And each time the McCOYS
scored their Home Runs in terms of audiences.

Now~with NBC FILMS—the McCOYS are going local for the first time.

Right up to the day the McCOYS left the network, they scored high. In
fact, in 1966 on a month by month average,* the REAL McCOYS held a
higher share of audience than “Concentration” the only other network
competition in the 10:30 a.m. strip. During that time they also boosted their
rating and share (except for a one month tie in share) above their lead-
in, “I Love Lucy.”

Walter Brennan is ready to pitch, Richard Crenna is ready
to pitch, Kathleen Nolan is ready to pitch. And a host of pop-

Ig ular guest stars are ready to pitch.

It's a great team for a great strip, all 223 innings.

*NTI January-September 1966
FlLMS NOTE: Audience and related data are based on estimates provided by the rating service indicated and
—

are subject to the qualifications issued by these services.
30 Rockefeller Plaza, New York, N.Y. 10020 Circle 7-8300

-l
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FOCUS ON FINANCE
from page 27

it cancelled plans to merge with
Armour & Co., the meat packer,
and postponed a tender offer to ac-
quire the Security Insurance Co. of
Hartford, Conn., and Security Con-
necticut Insurance Co., both
through an exchange of stock. The
declining price of G&W stock was
cited as the major reason for both
actions, although a possible Justice
Department investigation of the
Armonr merger was believed to
have been a factor there. The con-
glomerate company completed pur-
chase ol Resource Publications Inc.,
a Princeton, N.J.,, publisher of in-
dustrial and educational literature.
It also reported record carnings for
the first half of its fiscal year, ended
Jan. 31. Earnings were $1.69 a
share, compared to $1.43 a shaie
the year before.

Rollins was up 139, as it re-
ported record high revenues and
earnings for the nine months end-
ed Jan. 31. Earnings were $1.23 a
share compared to 92 cents a share
in the same 1966 period.

Rust Craft Greeting was ofl 29,
in its hirst month of sale on the
American Stock Exchange. Storer
was up 109, although its annual

i

|
|

Help your children form good health habits now to

reduce risk of heart attack later:

® Encourage normal weight; obesity in youth may

persist throughout life;

e Build body health through regular physical activity;
® Serve them foods low in saturated fats;
® Teach them that cigarette smoking is hazardous

to health;

® Make medical check-ups a family routine.
Set a good example. Follow the rules yourself and guard

your heart, too.

30 TELEVISION MAGAZINE

| report showed 1967 carnings down

to $1.65 a share from $2.56 a share

Gulf & Western skidded 149, and | in 1966. Storer blamed its 219

slump on a $5.2 million loss sus-
tained by its Northeast Airlines
subsidiary.

Time Inc. was up 49, although
it reported 1967 earnings down to
$4.36 a share {rom $5.40 a share in
1966, while revenues increased some
$3 million.

The programing stock gains were
paced by Columbia Pictures, up
119,, mainly on the basis of strong
box-office returns for its pictures,
particularly “Guess Who's Coming
To Dinner” and “In Cold Blood.”
This was coupled with a report that
the success of several pictures last
season increased earnings 2489, for
the thrce months ended Dec. 30,
1967, while revenues were up 419,.
Earnings for the quarter were 57
cents a share, compared to 17 cents
a share for the same 1966 period.

Disney stock was down 99 al-
though it reported a slight increase
in earnings for the first fiscal quar-
ter ended Dec. 30, 1967. Earnings
werc b2 cents a share, up 2 cents
from the same period the vear be-
fore.

Filmways was down 59 as it an-
nounced plans to acquire Broadcast
Llectronics, a Silver Spring, Md.,

PLAY IT SAFE:

Start now
to save
their hearts

GIVE..} <

so more will live

HEART
FUND

Contributed by the Publisher
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manulacturer of tape cartridges
| and equipment, for a stock ex-
| change valued at $1.75 million.
MCA was up 19, as it reported

net income for the year up about
159,. Earnings for 1967 were $3.20
| a share, compared to $2.76 a share
| in 1966. Boards of directors of both |
| MCA and Spencer Gifts Inc. ap- |8
| proved MCA’s acquisition of the
mail-order gift company.

Screen Gems was down 49, even
though it reported record sales and
earnings for the fiscal six months
ended Dec. 30, 1967. Earnings were
70 cents a share, compared to 65
cents a share the year before.

Warner Brothers-Seven Arts was
down 69 as it reported net income
of 14 cents a share for the six
months ended Dec. 31, 1967. There
are no comparable figures from the |
premerger period of W7.

Service stocks increased just un-
der 4%,, with Communications Sat- |
ellite Corp. and General Artists
showing the greatest gains. Com-
sat’s 159, increase came as it re-
ported the first profit in' the six-year
history of the corporation. Earnings |
for the year were 46 cents a share. |
An additional boost to the com-
pany came from the FCC'’s authori-
zation for the first commercial satel-
lite service between the U.S. and
Australia, with four carriers to
lease a satellite circuit from Com-
sat.

General Artists’ 239, climb ap-
parently was the result of cancella-
tion of merger talks between the
talent agency and the Trans-
Beacon Corp., a movie-theater oper-
ator and licensing agent.

Manufacturing stocks were up
314 9%, with Admiral and Magnavox
leading the way. Both registered
189, gains. Admiral’s apparently
stemmed f[rom its announcement
that picture-tube warranties on cur- |
rent color sets would be tripled
from their present one-vear length.
This was coupled with a report that
after nine months of losses, Ad-
miral showed a profit of $622,266
in the fourth quarter of 1967.

RCA, parent company of NBG,
remained unchanged as it reported
the sixth straight year of record
sales and profits. Earnings for 1967
were $2.27 a share, up a penny
from 1966. )

Westinghouse was up 69, as it
also reported record revenue and
profits for the year, with earnings
of $3.21 a share, compared to $3.16
a share in 1966.

Zenith was up.159, as it reported
record 1967 sales, although profits
of $41 million ran $2.5 million be
hind the record set in 1966. END
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FOCUS ON FINANM
from page 27

Gulf & Western skidde
it cancelled plans to n
Armour & Co., the mc
and postponed a tender
quire the Security Insur:

| Hartlord, Conn., and Se«

necticut Insurance (
through an exchange of
declining price of G&W

| cited as the major reaso

actions, although a possi
Department investigatic
Armour merger was b
have been a factor there
glomerate company com
chase ol Resource Public
a Princeton, N.J., publi
dustrial and educational
It also reported record e
the first half of its fiscal »
Jan. 31. Earnings wer
share, compared to $1.-
the year before.

Rollins was up 139
ported record high rev
earnings for the nine m
ed Jan. 31. Earnings we
share compared to 92 ce
in the same 1966 period.

Rust Craft Greeting 1
in its first month of s:
American Stock Exchar

-was up 109, although

Help your children form ¢

reduce risk of heart attack [

® Encourage normal weigh
persist throughout life;

® Build body health throug

® Serve them foods low in:

® Teach them that cigarett
to health;

® Make medical check-ups

Set a good example. Follow

your heart, too.

TELEVISION MAGAZINE

Portfolio

A new prestige package
of quality films

Audiences and advertisers have been waiting for these
distinguished features from Paramount’s library of all time
motion picture hits.

Top box office names like LIZ TAYLOR, JOHN WAYNE,
PAUL NEWMAN, BING CROSBY, WILLIAM HOLDEN,
ALAN LADD, STEVE MCQUEEN, combined with titles
like “Hud”, “Shane”, “Sunset Boulevard”, “Love With The
Proper Stranger”, “Bridges of Toko Ri”, “Donovan’s Reef’, "
“To Catch A Thief”, “Elephant Walk”, make Paramount’s
Portfolio Il an unprecedented offering for station
programming everywhere.

Portfolio Il is a list of 27 top off-network features and
other first run quality films yet to be premiered
on television.

Again —a total package — with hard hitting publicity and
promotional material for POTENT, PRIME TIME
PULLING POWER!
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Portfolio I

Portfolio | is a package of captivating top name stars: JOHN WAYNE,
BOB HOPE, BING CROSBY, WILLIAM HOLDEN, JAMES STEWART,
BURT LANCASTER AND KIRK DOUGLAS.

All time memorabile titles such as

“The Detective Story”,
“Strategic Air Command”,
“The Desperate Hours”,
“War And Peace”, “The
Man Who Shot Liberty
Valence” and “The
Buccaneer”, is being
‘exploited with a back up
stock pile of advertising,
publicity and on-the-air
promotional material, prime
time, in 70 markets across
the nhation.

THE LAST OF THE GREAT
MAJOR STUDIOS TO
RELEASE ITS MOTION
PICTURE FEATURES FOR
SYNDICATION.

A Gulf +Western Company
A DIVISION OF
PARAMOUNT PICTURES CORP,
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lention the spectrum to a broadcaster these days and
is pulse will flip and flutter, but the only color he’ll
ee is red. Instead of conjuring up the rainbow, he’ll
Irift toward a paranoid state in which demons come
vith coaxial cable to strangle him by night, govern-
ent bureaucrats choke him with data labeling him 2
astrel, and mobile-radio transmitters, like bands of
ocusts, swarm over the land, polluting his signals and
hreatening to drive him off the air. Before returning
o reality he's caught in a rain of satellite signals and a
rossfire of earthbound microwaves.

The subject of this nightmare is of course thc
lectromagnetic or radio spectrum, that range of [re-

By John Gardiner

War

for spectruim
space

quencies on which information can be transmitted
through the air. It contains the most colossal mess in
communications history, the tangle in the apportion-
ment of those frequencies to the myriad users who
claim a right to communicate on the air. And at the
very center are the television broadcasters, charged by
some with a dog-in-the-manger selfishness about un-
used [requencies in the UHF television band and by
others with the proposition they could as well deliver
their service to homes by wire.

Frightened by teams of economists who are deter-
mined (o attach economic values to the relative use-
fulness of TV’s occupancy of so much of the usable
spectrum, and driven to distraction by loose talk
about a cable television takeover, the 1ndustry,
through its chief trade association, the Nationa] Asso-
ciation of Broadcasters, has taken refuge in a strict
no-change policy. As the demands of rival claimants—
the manufacturers and users of the mobile-radio
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equipment carried in vehicles from police cars (o

diaper trucks—have grown more brazen, the official .

broadcaster position has grown more recalcitrant.
This is only the commercial maneuvering around two
collision points in the spectrum—the lower and upper
regions of the UHF-TV allocation, a chunk that runs
from the frequencies of 470 million cycles per second
to 890 million cycles per second. Farther up the scale
in frequency and down the road in time lie a slew ol
potential spectrum battlefields, for some ol which war
plans are already being formed.

Government agencies and departments reel in stu-
pefaction at the enormousness of the problem. Ilelp-
less to catalogue what has already happencd in the
proliferation of frequency users, they flounder at the
mercy of industry, which must keep its own records ol
the numnber and kinds of transmitiers in use and maps
of the electronic jungles where they roost or prowl.
The alternative is 1o be lost in their own thicket. So
telephone companies have programed computers to
tell the FCC where it has a microwave [requency
available for common-carrier use and, once told, the
commission’s ‘pathetic response may be: “Oh, is that
so” The FCC’s next annual report will estimale that
as of last July there were more than five million
transmitters involved in  mobile comununication
around ‘the U.S. Of these more than 600,000 are
involved in publicsafety functions, 1.5 million are in
use by industry, and 440,000 are in land-transport
services (taxis, trucks). The balance, approximately
half ol the total, are in the citizens band (New York's
Mayor Lindsay uses a frequency in this band for his
personal communications) .

The spectrum myanagement problem s the current
bave of the FCC's existence. Some go so far as to say
that through abdication of its responsibility the com-
mission may lose its authority in this field, which it
mow shares with the President’s Office of Telecommus-
nications Management (government spectrum space is
allocated through the O M) .

A receny congressional panel hearing on the subject
produced. Jittle more than an attack on the FCC by
Representstive John Dingell (D.-Mich), a polarized
picture of industry positions and, a record as inuddy as

TELEVISION MAGA?INY
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it was long on the technical problems involved.
Dingell said he was [ed up with a commission that
waited [or industry to do the research work that was
its own responsibility. The land-mobile radio people
said they had urgent need ol the bottom seven UHF
television channels to expand in. The broadcasters
said the land-mobile people weren’t even making
coordinated use ol the space already assigned to them
and that television wasn’t disposed to give up any
UHI-TV space at the bottom or the top end of the
service’s current territory. The technical record of the
hearing sutfers [rom the same cacophony that can
presumably be heard on a Los Angeles land-mobile
channel. Contending engineers didn’t even agree ona
delinition of the present television allocation system.

Spectrum studies proliferate throughout govern-
ment and industry, many without coordination. The
idea of a cabinet-level department of telecommunica-
tions gains circulation. Critics of the FCC claim it has
lost control of the action to the President’s Task Force
on Telecommunications and other outside {orces. An
FCC advocate of community antenna television says
the wire-TV problem will eventually be settled to the |
discomfiture ol broadcasters because an anti-cable
attitude has pushed the problem to higher levels than  {
the FCC. The same disgruntled ofhcial claims the
majority ol FCC commissioners at one point favored
commission research that would have concentrated on
cable TV’s future. ‘That idea, he complains, has been
submerged. in increasingly ambitious research plans-so ¢
that available resources will be dissipated beyond
usefulness. Sol Schildhause, head of the FCC's CATV
task force, says; *“Since cable can’t get a [fair shake
here, it’s going to go elsewhere.!”

‘The spectrum battle is a battle in [utures, a battle ¥
whose present eruptions blur what it's really all about
as [ar as the broadcaster is concerned—how long
over-the-air television is going to protect its domain
before some other transmission methods are fostere
by the government. All tactical subtleties mnong con-
tending parties come clearer in that context.

Last year at this tme broadcusters seemed ready t
concede some URF space 1o land-mobile users. No
their position Js no retreat. An engineering stud

e ——

—
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-mmissioned by the NAB titled “A Practical Plan for
e Relief of Channel Congestion in the Land-

obile Radio Service” proposed outright transter ot a
-ip of spectrum 18 megacycles wide, the portion that
cmprises the top three UHF-TV channels, to land-
obile use, either on a statewide or regional basis.
‘'he NAB sent the report to Congress, but the associa-
n’s board members denied approval of the study. As
1e board member reportedly said: “I would have
sted for it in a minute if I thought it would have
»pped there, but I didn’t want to prejudice our
ssition on the Hill.” A high NAB oflicial confirms
e gradual-erosion fear. Moreover the influential
oadcasters, the VHF-siation operators, are aware
at it would be unseemly to use struggling UHF and
i expansion territory as a sacrifiical lamb. They have
cently been accused by Fred Ford, former FCC
smmissioner (briefly chairman) and now the chiet
'ble TV industry spokesman, with acting as champi-
1 of UHF television (through the NAB and Associa-
m of Maximum Service Telecasters) because they
how UHF to be a technically inferior competitor. In
e name of UHF development, says Ford, they are

ilinding off legitimate competition from cable. That is
very ugly charge and it is symptomatic of the high
ikat of the contest over the future shape ol TV signal
~elivery and spectrum management.
* The most attractive area of the spectrum lies be-
fiveen 25 megacycles (25 million cycles per second)
ad 890 megacycles, and because of radio wave char-
cteristics it is the best area in which to operate
1obile transmitters. The land-mobile radio people
arafe because they are cramped in 59, of that space
nd are green with envy because they see broadcasters
ixuriating in.599, of it.

If the broadcasters’ position has undergone recent
hange so has that of the land-mobile radio interests.
everal years ago they petitioned the FCC for realloca-
ion of the two bottom UHF TV channels to their
ise. One year ago Jeremiah Courtney, a Washington
awyer for land-mobile radio interests, called for

mediate reallocation of the lower four UHF chan-
els, and now there is a demand for the lower seven.

s the land-mobile lobbying effort has gained momen-

tum in Congress, their prospects have become brighter
and their appetite more conspicuous. Some broadcas-
ters accuse them of exaggerating their current needs
to insure future markets {or mobile-radio equipment.
The major manutacturers ol this equipment are Mo-
torola, General Electric and RCA. The mobile-radio
lobby carries with it the weight ot the National
Association ot Manufacturers (through its communi-
cations committee) as well as AT&T and numerous
other companies and trade groups whose members are
users of mobile equipment.

The equipment manufacturers who have tought for
lower-end UHF space wouldn't be surprised it they
got upper-end space. An application for research
frequencies made to the I'CC by Motorola in Febru-
ary asks for test channels just outside either end of the
UHF TV band in the nearest available space. The
application is lor the Chicago area where Motorola
production facilities are located. 1he stated purpose is
1o study new production techniques [or land-mobile
equipment on those frequencies, and the obvious
implication is that tests on those channels anticipate a
possible invasion of UHF's territory. Mobile-radio
manulfacturers would love to get their hands on the
lower UHF channels because it would be considerably
cheaper for them to make the lower-channel equip-
ment. They already make units to operate in the
20-megacycle-wide stretch of the spectrum adjacent to
the bottom-end of UHF’s spread. With slight produc-
tion modifications they could move right up.

Despite the haggling it looks very much as though
the land-mobile radio people arc winning some
friends in hLigh places. A cabinet-level call for tem-
porary occupancy of dormant UHF space by land-
mobile users came fromn Transporiation Secretary
Alan Boyd last month. Boyd said he couldn’t see why
a vacant UHF assignment shouldn’t be used in con-
gested areas, pointing out that one TV channel could
accomodate 240 voice channels in the same geograph-
ic location. (The enormous amount of electronic
information required to construct a picture on a TV
tube is respousible for the tremendous width of a
television signal compared to a radio transmission.)
Further he suggested the prime claimant, UHF TV

Continued on page 56. See spectrum chart overleaf.
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The measured radio take 10 more charts the megacycle) band. The government, systems, operational
spectrum continues far size of this one just to spectrum covered in common carrier fixed systems, amateurs
above the range shown carry through to the that stretch is used microwave systems, and others,

here. If scale were 10 ginacycle (10,000 extensively by the communications

maintained it would satellites, aeronautical

VHF Channel 7

Between the top of the spectrum uses from ham including international aeronautical, radlo

AM band and the flrst radio operation to common carrier traffic, astronomy and various
VHF TV assignment fall classitled government maritime mobile services, among
amultipticity ot transmissions, communlcatlon, others—allinterspersed.

\

AM Broadcasting -

This space
immediately below
the AM broadcast
band is used for
radionavigation,
maritime, international
common carrier radio
traffic, U.S. Navy and
mobile government
purposes.

This chart shows a
crude breakdown, in
scale, of the occupants
of the lower regions of
the electromagnetic
spectrum between

- 10 kilocycles and
890 megacycles. It
comprises the most
sought after channels
for conventional
systems of radio
transmission.

1,000 cycles - 1 kilocycle
1,000 kilocyclos -1 megacyele
1,000 mogacycles - 1 gigacycle

www.americanradiohistorv.com
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Above 10 gigacycles controts mostof the
ome common carrier spectrum over the 10
tixed and mobile gigacycle line.
services are assigned. Television broadcast
The government sateliites are expected

Channels 14 to 83

This space between
TV's UHF and VHF
assignments is largely
government territory
though it contains

amateur strips and land
mobile channels. A
citizens radio band lies
ad]acent to the UHF
altocation.

3 lenmentslan‘d
n: ing aeronautical, 3
public safety and other FM Broadcasting
land mobile users as
weil as a ham band.

VHF Channel 2

to operate above this
tevel and short haul
TV retay systems could
compete with them

tor spectrum,

Separating channels
four and five of the
VHF-TV band, this
four-megacycle
swathe of the
spectrumis a
government allocation
used primarily for
radio astronomy and
aeronautical traffic.
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When availabilities are stored in

the computer, how do you get
oul the ones you need? This
sequence at Katz Agency shows
the main steps and some of the
harduware. Katz TV Midwest
salesinan Bud Bowlin starts the
process by giving his avails
criteria to key-punch supervisor
Muriel Hannon.

What computers

media salesman returned to his
ofhce alier delivering confirmation
of an order to an agency deeply
committed to the computer. A col-
league wanted to know: “Did you
put it into the compuier?” His
answer: “No, we didn’t have time.”

This true story may not be a lair
assessinent of staggeringly efhcient
electronic gadgetry that can per-
form incredible calcutations in sec-
onds and spew out hundreds ol
lines ol answers a minute. But it
does say a good deal about man’s
progress in mastering the machine,
at least in advertising.

The trath 1s, man has not lived
up to the machine's promise. Or
perhaps more to the point, the
promise and the imminence of its
achievement were vastly overstated
in the first place.

When the computer arrived on
the advertising-agency scene in bil-
lowing headlines in 1961, it was
hailed-—or feared, if you happened
to be selling tinre instead of buying
it=—as the ultimate in producing
loolproot media plans, among oth
er things. Now, more than six years
later, it is zenerally conceded to be
no such thing, certainly not yer. A
case might even he made lor the
proposition that in the acgual buy-
ing of television time it is nsed Jess

VELEVIBION MAGAZINY

Bowlin had already done some
homework, translating the
agency’s specifications on Katz's
“proposal criteria form.” It was
designed—and redone many
times—to help salesmen take
fullest advantage of their
understanding of client needs.
Now criteria-form data is
keypunched onto cards for

the computer.

are really doing to TV

now than, say, a couple of years
ago. Some who are close to it say
it isn’t really used at all in the final
buying decisions, except maybe ex-
perimentally here and there.

This is not to say that the com-
puter is not, or has not been, an
immensely valuable tool. But the
key word is “tool.” While com-
puter technology has progressed
through  several generations ol
hardware, computer users in adver-
tising seem to be in the second
generation of computer philoso-
phy. This concept might be de-
scribed as recognizing the com-
puter as an aid to decision-makers
rather than as the decision-maker
itsell.

Yet the computer explosion con-
tinues with no discernible sign of
let-up. Virtually all of the big TV
agencies have their own machines
ind most ol the others of con:e-
quence use compuler service bu-
reaus in varying degrees, olten ex-
tensively. Station rtrlps are using
computers more and more, espe-
cially [or various kinds of schedule
analysis and mostly through service
burcaus, :l’lth()ugh the munber in-
stalling in-house machines is slowly
growing. Station groups and some
mdividual stations wse chem repu-
larly, primanily but not exclusively

wWWW.americanradiohistorv.com

article deals primarily with the ad-

The cards are fed into a reader 8
by computer operator Clyde
Roberts (I) as Bowlin looks on. )
The machine reads at the rate I
of 600 cards a minute.

|

through service bureaus. Networks: ]
are getting deep into the computer
age, and big advertisers are giving
their corporate computers morel J[F
and more assignments related tor "

advertising, including that ol u
checking the performance of thei F
agencies.

(It should be said here that thist "

vertising side of advertising—the
planning, buying and selling of ad
vertising—rather than the business
or bookkeeping side of advertising,
where the computer often work
miracles and ‘is still finding ne
things to do. A recent surve
brought replies from 264 agencies
about a third of which said the
had used computer service bureau
within the preceding 12 months
mostly for billing, payroll, talent
payments, income analysis, tabula
tion ol questionnaires and othe
basically housekeeping or statisti
cal functions. Of 22 different kinds
of compnter nses turned up by the
survey, the one most [requentl
mentioned, by 49 agencies, wa
client  profit-and-loss  analysis
including analysis of agency tim
records. Tor all the computer
marvelous powers as bookkeepe
however, there are some who thin
it is sometimes given chores th
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{/sing a console typewriler, the
sperator tells the central
Yrocessing unit (CPU)—the brain
of the IBM 360 system—uwhat
lunctions it is to perform in
ireparing Bowlin’s avails. Frank
McCann (c), sales manager of
Katz TV Midwest, and John
ey (r), director of Katz data
irocessing, lave joined the
‘udience.

re beneath it. Onc station rep,
‘urrently engaged in a computer-
easibility study, says he’s found
hat “the computer requires you to
fraighten out your paper work,
‘nd when you've done that you
Jften find you didn’t need the com-
luter—you just needed to straight-
n out your paper work.”)

! The Leo Burnett Co., by com-
flon consent one of the agencies
fiost advanced in use of the com-
tuter, and also one not given to
Wxtravagant claims about it, consid-
Urs itself to be entering “the second
age of the computer era.” Sey-
our Banks, vice president and
anager of media and program
ssearch, says this means they've
assed the time when emphasis was
1 hardware, paperwork bot-
tnecks and simnilar projects; now,
stead of thinking of the com-
uter as a sort of “super clerk”
ey concentrate on systems and
anagement /analytical uses, try-
g to define the problems and
1en see what the computer can do
solve them.

“After a while,” Banks says,
ome wisdom begins to break in,
d you begin to see the broader
cture—you see connections and
terrelationships that you hadn’t
en before—and you try to find

Vast quantities of data are
stored. Each of five disk storage
irives, such as Roberis displays
liere, stores seven million char-
acters, instanlaneously available
to a pick-up arm that reads and
writes at the rate of 156,000
characters a minute.

out what people nced to know 1n
order to do their jobs better.”

But, he warns, the computer
“will do little for marketing and
advertising people until they take
it over. Creative use of the com-
puter requires creative uscrs—
people who can cxpress over-all
agency services in concepts that
can be translated into computer
capabilities.”

It's Banks’s personal view that
“the man who can be replaced by
the computer should be,” but that
an imaginative man can’'t be. The
computer in his opinion doesn’t
make a good advertising man any
more than a Stillson wrench makes
a good plumber, but a good adver-
tising man, like a good plumber,
can use the tool to do things impos-
sible without it.

Burnett, which has an IBM 360
on premises, is “launched fairly
wcll” into the operational use of a
computer-based media-selection
modlel, according to Banks. Nation-
al media, to him, are “blunt instru-
ments,” never reaching the pure
target audience the advertiser
wants, while buying locally pin-
points audiences but is more ex-
pensive. So the question is how to
get the best practical mixture of
national and local. “We've been

WWW.americanradiohistorv.com

Material is also stored on tape.
It world take 100,000 punch
cards to store the data relained
on the reels used in fwo tape-
storage units. Markel reports on
tape are also bought from
rating services |or quick,
detailed analysis.

By Rufus Crater

working on this problem for some
time,” Banks says.

One computer program used by
Burnett singles out the handful of
variables, out of dozens—education,
income, climate, etc—that allect
variations in client sales, region by
region. With this formula the com-
puter can then help decide how
much the client should spend on
advertising, region by region and
market by market. Then a basic
national plan (network, in the case
of TV) can be developed and ad-
justed and filled in with spot buys
to meet the market allocations
specified by the plan.

The Burnett computer never
specifies which availablities or even
which stations to buy for a spot
schedule, however. “To do that,
we'd have to have a national sam-
ple so big no one could afford the
data,” Banks explains. “Just imag-
ine how big a national sample
you'd need in order to find out
where a spot ought to be placed to
reach a 29-year-old Schlitz drinker
in, say, Kansas City.”

He hopes to find a way some day
to get the necessary spot-TV—and
spot-radio—data into the machine,
but apparently doesn’t expect that
day to come soon. It'l] have to be a
way, he points out, that is attaina-
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Walter Nilson (1), TV sales
VP for midwest and west teams,

comes in for closer look at

the CPU. Amey notes that it
has 65,000 memory positions
but says these may not be
enough for tasks Katz has
assigned it, so the company is
tnvestigating equipment Lo
double the capacity

ble “without going bankrupt.”

Burnett’s media-selection model
is the one developed by COM-
PASS. That stands for Computer
Optimal Media Planning and Se-
lection System, and it was a cooper-
ative venture by 10 agencies that,
to beat the high cost of tackling the
job individually, went in together
and hired the Diebold Group, a
computer-application  consultant
firm, to do it for them. Diebold
produced what is said to be a
basic model that combines simu-
lation and linear-programing tech-
niques and can be adapted to each
agency’s individual needs.

The agencies were Ted Bates &
Co.; Burnett; Compton; Cunning-
ham & Walsh; D'Arcy; Doyle Dane
Bernbach; Foote, Cone & Belding;
Grey; Ogilvy & Mather, and Tat-
ham-Laird & Kudner. Bates has
since dropped out, feeling, as one
official put it, that “we’d gotten all
we could out of it,” and the others
now call themselves COUSINS,
for COMPASS Users Inc. Individ-
ually they’re said to be using it in
varying degrees, with some abstain-
ing completely—not necessarily be-
cause they don’t trust the model but
because they don’t trust some of the
data that has to go into it. Collec-
tively, the COUSINS reportedly

TELEVISION MAGAZINE

Avails coming closest to
Bowlin's criteria are located
and printed by the computer
in a matier of seconds. MeCann
and Amey check them as they
are printed—at rate of 600
lines a minut

are testing and refining the Dbasic
model or, as one seemingly skepti-
cal non-COUSIN called it, “play-
ing with the baby.”

At Young & Rubicam, another
non-COUSIN, “computer technol-
ogy has become a fundamental
part for the problem-solver,” ac-
cording to Stanley Federman, man-
ager of data and systems services.
He says it has become common
practice for a media man to put a
set of availabilities into the com-
puter and get an immediate reach-
and-frequency analysis. Intermedia
analyses are also done regularly, he
reports, and when media people
have big jobs to work out there is a
coordinator handy to translate the
problem into language the com-
puter can answer. The Y&R com-
puter is a Burroughs B-5500, and
Y&R’s offices in Los Angeles, San
Francisco, Chicago, Detroit and
Toronto, as well as offices scattered
through the New York headquar-
ters, can query it directly.

For several years Y&R has had
what it calls a “high assay” system
that theoretically can help devise
an optimum media plan for a giv-
en campaign, and it is being used
“heavily in its various compo-
nents,” according to Federman.
The components—which presuma-

WWW.americanradiohistorv.com

Print-out of series of avails

combinations, which Bowlin

can rework, anid refine, or hinve i
the computer do it over and

over Lill he's satisfied, is

checked by (I to r) McCann, r
Amey, Bowlin and Nilson. ]

bly are used far more individually
than in toto for complete media-
selection purposes—include tech-
niques for producing such things
as profiles of client prospects, pr
files of media, indications of th
“dynamics” of the marketplace
and the like.

One of the dozen or more com-
puter systems that Y&R people say
they're especially proud of s
“Spot/Col,” for collection of da
on spot-TV buys. Joseph Ostrow,
vice president in charge of media
planning, says Spot/Col w
created to coordinate the almost
endless string of data generated
each spot account. Y&R's compute
acts as the clearing house for all o
the participating agencies—Ostrow
says 12 or 13 are involved—for ac
counts handled by Spot/Col.

When buvyers at Y&R or one
these agencies make a buy, the
TWX the pertinent information
essentially the same data that g
on a transaction notice—into t
Y&R machine, which is availab
for this purpose from noon to
p-m. each day. At 8 p.m. the co
puter prints out a buy sheet f
each order, plus a recap of o
activity involving each stati
This material thus reaches t
buyer within 24 hours after t

Continued on page
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| Cranked up for year’s top story

In TV networks massive political coverage begins

3roadcasting since birth has been a bediellow of
1 American elective process. (Pittsburgh radio sta-
on KDKA’s coverage of the Harding-Cox 1920 pres-
lential election returns was the first scheduled com-
1ercial program of any kind.)

And on this, the 20th anniversary ol the first
etwork television coverage of national political con-
entions (Dewey and Truman nominated in Philadel-
hia), TV’s Big Broadcast of the quadrennial politi-
al show will swell to the largest, most colorful and
ostliest extravaganza ever.

Ray Lockhart, NBC’s manager of convention cov-
| rage, has said: “We are not just covering a conven-
ion. We're covering the country at convention time.”

It's a job that will cost the three networks an
stimated total of between $21 million and $22 mil-
ion. But that's only the focal point of an almost
ear-long political effort already underway and
tretching until Nov. 5, at a combined cost of $30.5
nillion—that’s $5.5 million more than the cost ol
overing the 1964 political year and comes despite an
:conomy-enforced cutback of some $3 imillion in
ABC’s plans..

As the political hoopla hits its pitch the GOP, ACA,

T

T'he long months of political coverage in this long and
10 doubt turbulent election year will end next Nov. 5
with massive coverage of national returns. Already the
elevision networks have buttoned up their plans for
lection coverage. At left is the preliminary model for
BC-TV’s New York studio set-up to be used on election
ight. The men are Robert M. Sammon (!), director of
erations, ABC News, and Irving Fang, assistant manager
f the ABC News election uni!.

by Walter Spencer

ADA and LBJ will be joined in the alphabet soup ol
acronyms and initials of ABC, CBS and NBC once
again trotting out NLES, VPA, EVA, DAD, DIVCON
and even RSVP.

The bulletin crawl reporting primary results across
the bottom ol the TV screen this spring and summer
can be expected to appear as frequently as subtitles in
a loreign-movie theater. And as results roll in from a
steadv series of primaries leading up to the conven-
tions and the general election the displays of charts,
graphs, predictions, projections and stacks of statistics
on home screens will be as rife as campaign promises.

Although to the general viewer the formats of
1968’s convention-election broadcasts may seem to fall
into a now-lamiliar pattern, there will be a number of
improvements and innovations, born in equal parts of
enforced necessities, technological advancements and
hard-learned experience.

It will be the first presidential-vear election and
campaign covered in full color (following the dress
rehearsal of 1966's oll-year-elections), with a whole
spectrum ol atiendant headaches for network news
departments, from increased costs and crews to prob-
lems in lessened mobility and much higher lighting
demands.

A combination of working space limitations at the
Republican convention in Miami Beach and time
restrictions in moving to the Democratic convention
in Chicago is spawning whole new fleets of prefabri-
cated, self-contained production facilities, from an-
chor booths to master control rooms.

That favorite plaything of the 1960 and 1964 elec-
tions—the computer—will be much in evidence

APRIL 1968
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The most ex pensive parts of political coverage for
television in any presidential election year are the {wo
major parties’ nominating conventions. As in the past,
CBS and NBC this year aim for gavel-to-gavel coverage.
ABC will stick to regular programs in em[y evenings,
cul to conventions later. Picture above is of Republican
convention in 1964,

O election night 1964 NBC suflered the nightmare of a
failure of its elaborate computer system (see “The
Tronble §2.475,000 Can Buy,” TEiEVISION, December
1961). But the audience never noticed— due partly to
the analytical matevial fed to NBC corvespondents by
Richard Scammon, then director of the U.S. Census
Bureau, who s the large, bald man with back to camera
in lower center of the photo on the facing page.
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hrough both the primaries and general clections, but

ith some de-emphasis born of familiarity and experi-
nce in its practical uses and limitations.

. Perhaps most significantly in convention coverage,

r the first time since nationwide gavel-to-gavel con-
‘ention coverage on television started in 1952 there
vill be a major format change, as ABC, under the
bressure of its economic problems, forgoes total viewer
‘mmersion in favor of 90-minute nightly summaries ot

he day’s action. In the early evening ABC will play
its regular programs while CBS and NBC grind away

't the convention sites.
© Although ABC News President Elmer Lower hails
the innovation as a move to provide a choice in
“clevision coverage that viewers have been requesting,
‘nother ABC News ofhicial more candidly sums up:
" While we're doing it for the wrong reason [money],
'’s high time somebody took a chance on being a little
“nore creative than just turning the cameras on every
o-hum piece of . . . that goes on.”

While the computer-bred race for speed in predict-
ng election results apparently will continue at a
reathless (and sometimes error-risking) pace, more
mphasis can be expected on analysis and in-depth
Dterpretation as network newsmen use the 20 years
Xperience under their belts for much advance home:
ork, with the most exhaustive historical and statisti-
al research yet.

NBC, the traditional ratings champion in election
overage, goes into the political race with the greaest
onfidence, fewest changes, most open plans, and, by
If-proclamation, greatest cash outlay.

CBS is struggling to close the gap, which it nar-
rowed behind NBC in 1966 election coverage. Arbi-
tron returns on election nights in 1960 and 1964 gave
NBC a 519, and 529, share of the prime-time audi-
ences against CBS’s 369, and 339,. But two vears ago.
the prime-time election night Arbitrons showed NBC
down to a 439, share and CBS up to a 399, ABC
made steady gains as well: 137, share in 1960, a 159
share in 1961 and an 189 share in 1966.

In the race to catch up, CBS has made major
changes in historical and statistical research in an
etlort to heel up projection and analysis of election
returns, and is much more cautious ahout attempting
to find and hide tricks up its sleeve.

The underdog, ABC, hopes to continue moving up
in the ratings on the basis of the convention format
innovation [)111: heavy emphasis on interpretative
reporting of election activity.

As the king ol the election hill, William McAn-
drew, president of NBC News, publicly announced
the network will spend a total ol $12 million on the
year’s clection coverage, $8 million ol that on the
conventions alone.

Trailing behind, CBS is reluctant to specify its
outlays, but hgures circulated among news division
executives are $11.5 million total, and $9 million of
that going for the conventions.

ABC claims that such figures are meaningless, and
not without justification. Robert Sammon, director of
operations, ABC News, says: “Anybody’s figures are
open to question because first you'd have to assume a
basis for bookkeeping procedures that is uniform. One

Continued on page 66
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'he shows stations want:
|

|

|

By Morris Gelman

fre they in the syndicators’ hats?

1= television program distributors and TV stations
yrking together or at cross purposes? Do the syndica-

s really know what stations want? Are they able to
1oply the demand? TELEvisioN canvassed the coun-
%, hoping to find out.

T'he response to questions asked ol key stations-
prticularly from those without network afhliations,
o are the best customers of syndicated product—
ilicates that the greatest need of local programers is
Wlc more episodes in series that are coming off the
tatworks these days. Specifically, what many stations
| ipear to want most from program distributors is
#i-network color-film packages oftering at least 100—
it preferably 120 or more—hour episodes.

The explanation of Howard Zuckerman, program
anager for wrtv (Tv) Indianapolis, is indicative of
e general consensus: “There are only 85 episodes in
un For Your Life [which has ended its run on
BC-TV and will be distributed by MCA TV]. 1
puld buy the show tomorrow if somebody would
me in with 130 of them. But with a show that has
) episodes or less you establish a track record for it
ad then it's gone.”
WTtTv, an independent, bases its entire sales ap-
oach on the stripping concept. Indeed, the nature
| programing stations locally throughout the country
to go at least Monday through Friday with the same
ow in the same time period. It generates audience
yalty. It capitalizes on a show at the peak of its
pularity. It provides independents with a uniformi-
and an identification they otherwise lack. Most
nificantly, it’s a salable concept, one that establishes
mographic patterns that agencies will buy.

“Habit is the single most important word in strip-
ping,” points out Sheldon Cooper, vice president and
program manager for weN-Tv Chicago. “Television is
a great habit medium. The viewer knows that the
show is going to be there in that particular time
period every day. The advertising takes on a greater
importance because you're selling the show for one
time period all of the time.”

It boils down to the obvious conclusion that strip
programing requires a great deal ot product. Howard
Reser, program manager for wTcN-Tv Minneapolis-St.
Paul, thinks 130 titles in an off-network package are
ideal. He figures that with the conventional two runs,
130 individual episodes would total 260 plays or work
out to 52 weeks of solid across-the-board programing.

“Primarily what we're looking for,” he says, “is
good color hours that can be stripped and that we can
use as replacements for such shows as Perry AMason.”

Again, this comment rellects what seems to be the
general industry feeling. By all evidence, AMason prob-
ably is the hottest off-network show to hit the syndica-
tion market in the last several years (see page 50). It’s
pulling in an impressive number of homes in prime
time. It delivers a great number of women. In some
instances, it’s turning number-three stations into num-
ber-one stations. Yet the key to Mason’s success was its
longevity on CBS-TV. The off-network Perry Mason
package that CBS Enterprises (nee CBS Films) began
peddling two seasons back contains 195 episodes,
enough in two runs for 78 weeks of Monday-through-
Friday strip programing.

“Let’s face it,” observes wTTv's Zuckerman, “I don’t
know where the programs are going to come from in

Continued on page 61
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What makes Mason run

Fiction’s most celebrated attorney still has never lost a
case. In market after market, Perry Mason has been
chalking up a winning record. Following its long
success of nine years on CBS-T'V, the series was placed
in syndication two seasons ago by CBS Tilms (now
CBS Enterprises) .

“We knew it was going to be big,” says James T.
Victory, vice president of domestic sales for the CBS
syndication arm. “But we never dreamed it was going
to be this big.”

How big is Perry Mason in syndication? Let the
customers answer. “We strip Perry Mason at 11 p.m.
and it’s doing sensationally,” reports Ellis Shook, vice
president and program director of wTTG (TV) Wash-
ington, a Metromedia station. “We used to have
features in there but dropped them about two years
ago. Then we put in 4lfred Hitclicock and when that
expired we put Mason in. Since then we've enjoyed
ratings higher than we've experienced with any pro-
gram at 11.”

Says Howard Zuckerman program manager for in-
dependent wrtv(Tv) Indianapolis, where Mason, in
its third run, is heing stripped six days a week at 6:30
p-m.: “During the summer there was a real confused
situation in Indiana. We were the only state that did
not observe daylight savings time. The CBS and ABC
stufl that normally runs 7:30 to 8:30 was running 6:30
to 7:80 against Mason. The NBC affiliate did a delay,
maintaining everything at the regular time. During
June, July and August we did better with Mason than
44 of the network shows programed against it dur-
ing this period. Mason consistently heat whatever was
on the first hour of the networks, Monday through
Friday. Sometimes it did as much as 100,000 homes a
night. Tt did better than Huntley-Brinkley some
nights.”

It’s such client enthusiasm that leads Jim Victory to
conclude that this may be the classic syndication
property of all time. It’s already the best-seller GBS has
ever had in station distribution. Victory won't reveal
any fiancial figures but he suggests that the gross
domestically will be comparable to what a top motion
picture would command. “T can tell you this,” he says.
“There are many producers of feature pictures that
would love to have the gross that this series is going
to do.” Industry observers feel the figure Victory is
reluctant to reveal may he in the neighborhood of $7
million.

Released in syndication for the 1966-67 season,
Periy Mason is inmore than 90 markets. “Its pushing
100 markets,” is as specific as GBS Enterprises will get.
The inicial sale was 195 selected episodes for two runs.
A third run recently was anthorized and a fourth run
probably could he widely sold but residuals for that
many have not heen cleared.

Fhere are still 71 episodes ol Perry Mason that have
not been released, They have high residuals pending
against them. But CBS Engerprises is ealking to key
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‘episodes instead of a larger number was made aft

stations in hopes that these negotiations will trigg
the release of 50 more episodes for two runs. T
likelihood was that the release would be consummat
in t1ime for this month’s National Association
Broadcasters convention.

The one possibly negative thing about Perry Mas
is that all but one episode in the series is in black a
white. (One show, filmed in color as an experiment,
not included in the package now in distribution.)
don’t think color would have helped us a bit,” ¢
tends Victory. “Initially, perhaps, we could have cor
manded a higher price. But the prices we've obtain
year by year are comparable to the highest prices
the season. And from a business standpoint distrib
ing color is a lot more expensive.”

According to Victory, the decision o release I

discussion with top station groups. It was felt that 1
times two was a good figure because it provid
enough product for almost two years of stripping.

“Remember,” points out Victory, “even with 1
episodes it requires the type of station investment th
has to be decided at the very top. It’s in the same ar
as a feature package.”

Most stations arc stripping Perry Mason across-tl
board, Monday through Friday, in the early eveni
(anywhere from 5 to 7:30 p.m.). Other stations
stripping it in late-night time slots (between 11 p.
and 12:30 am.) (o compete against late-night movi
Johnnv Carson or Joey Bishop. Wrix (Tv) New Yo
in addition to wrtv, is stripping Mason six nigl
a week. In some major markets, such as New Y
and Los Angeles, the show is stripped in prime

Chicago programs Mason at 8 p.n. on WGN:
Tuesday and at 9 p.m. on both Wednesday a
Friday. Wyim-tv Lansing, Mich., is one of the £
stations using the series only once a week. It's pn
gramed on Wednesday, where the station reports it
top-rated in its time period over NBC-TV's T
Virginian.

What's the great appeal of Perry Mason? So
think it's Raymond Burr who plays the title ro
Others, such as weN-Tv's Sheldon Cooper, think 1
just one of those handful of shows that's timeless a
completely acceptable to audiences. Wriv's Howi
Zuckerman takes a practical viewpoint. “The bigg
difference with Perry Mason.” he says, “is that
delivers two and three times as many total women
our competitors, The show appeals to women.”

Various audience hreakouts for syndicated
grams seem to provide strong evidence that Pe
Mason’s demographics certainly are heavily weigh
towards women. For local stations that’s a bread-a
butter edge these days.

“Do you know what I want for the fall?” comm
one station manager who would rather CRS did
know how completely sold ne is. “I want another
episades of Perry Mason, this time in color.”
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that big olympic package ...

'y Richard Donnelly

Vhen the sports and engineering

tafts of ABC-TV breathe their last

f the oxygen-shy air of Mexico
ity (altitude 7,349 feet) they will
ave telecast approximately 72
ours of both Summer and Winter
Jlympic events that took place
wver 29 days, 12 of them from snow-

' aden Grenoble, France, 17 of them
rom sunny Mexico.

That’s a lot of amateur sports.
sut there’s nothing amateur about
he ABC approach to the Olym-
sics. That was strictly professional.

{ The network paid a total of $6.5
! nillion for the rights to both the
' ummer and winter meetings. The
1 selow-the-line costs were budgeted
it approximately $6.8 million. A
rice  structure was devised that
% hould bring in about $20.5 mil-
© 1on for the entire package.

With station compensation and
pther costs eating into that gross
ABC is expected to net perhaps $2
nillion.

People at the network are some-
what more conservative. Chuck
Howard, ABC Sports vice pres-
dent for production, says: “After
hose costs, there’s not really a lot

to play with. Maybe we’ll make a
million.”

But netting $1 million or $2 mil-
lion isn’t an everyday ocurrence at
ABC. To bring it in this year musl
be considered something of a god-
send by ABC people who care
about bottom-line figures. A good
deal depends on how well the big
Olympics, the Oct. 12-28 segment
at Mexico City, are accepted by
advertisers.

There appears to be no problem.
According to Howard, the Mex-
ican Olympics in mid-March were
only 3/16ths unsold, which really
isn’t much. Winter Olympics spon-
sors returning to bankroll the Sum-
mer events under a special package
plan are Coca-Cola, Pan American
Airlines, Reynolds Metals, Good-
year, Ford and Texaco. All-State
Insurance appears to be the only
Winter Olympics’ sponsor not back
for the summer competitions.

So the snow-blinded eyes of ABC
engineers and technicians now
turn southwest and up into the
Sierras. What they see there are
horrible, challenging, lovely and
sometimes impossible problems.

www americanradiohistorv com

Will Mexico City be easier than
Grenoble?

“Are you kidding?” asks an in-
credulous Julius Barnathan, ABC-
TV vice president for engineering.
“Easier. There are 8,000 athletes
competing, 22 different venues
[areas] just for track and field.”

In addition to coverage prob-
lems, Barnathan must worry about
the same things trainers and ath-
letes most fear about the location:
the effects of the thin air on the
energy and endurance of his peo-
ple. (They will certainly not be in
the shape the athletes will be in.)
Also there is the danger of Mex-
ico City’s well-known dietary-
illness, known down theie as
“Montezuma’s revenge”. Extra per-
sonnel will be needed for relief
purposes.

On the other hand, Mexico City
is in some ways an ideal location
for transmitting live events to the
U. S. in prime time. Because of the
time difterential (it is two hours
earlier than New York) a late after-
noon or evening event can be
presented, in the jargon of the
trade, “live/live.” Actually, there are
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. . . how abc figures to make games pay off

many ways ol transmitting, notes
Barnathan. In addition to live/
live, there is live on tape when a

tape of an event is transmitted

from Mexico and goes out over the
air; and there is tape of a live tape
when the network records on tape
the Mexico transmission of a live
tape for later showing.

The Summer Olympics represent
the network’s biggest investment—
$4.5 million for the rights (as op-
posed to $2 million for the winter
evenis) and perhaps as much as
another $4 million for below-the-
line costs (as opposed to Greno-
ble’s $2.8 million) . But the income
potential ol 45 hours of program-
ing is also there, for the Olympics
will sometimes be in local t1me
(found money) as well as in net-
work time periods. Probably over
half will be in prime time.

When the ABC people get to
Mexico City, they will have di-
gested the experience of the Win-
ter Olympics at Grenoble, which
had different time problems and
different coverage problems. In a
sense, Howard and Barnathan
think the 52 weeks a year of doing

TELEVISION MAGAZINE

ABC-TV's Wide World of Sports
was the initial preparation.

Barnathan is convinced that the
tremendous amount of planning
that went into the Grenoble cover-
age was essential to its success, at
least from a technical standpoint.
Actual work on the Grenoble Olym-
pics began in the spring of 1966
and is not over yet because ABC
won’t be able to recover some of its
buried cables until May or June
when the snow and frost melt.

The Grenoble coverage problem
for ABC was compounded by the
fact that the Olympics were held in
various areas around that relatively
large city. It is generally thought
that France’s basic motive was to
promote the idea of Alpine skiing
as a French thing and so they
wanted to show the whole area.
Thus, events were scattered over
the mountainous countryside. The
bobsled races, for instance, were a
two-hour drive from Grenoble.

With the help of ORTF, the
state-run radio and television sys-
tem, and the French army (De-
Gaulle spared nothing) ABC
buried in the ground approximate-
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ly 60 miles of cable, set up camera
locations and built circuits from -
four basic locations that fed to a
special technical center that had
been built in New York and
shipped to France. In Barnathan's
opinion one of the bigger accom:
plishments was convincing the
French that ABC should use the
American 525-line color system.
The general working agreement
was: “You man your equipment
we’ll man ours.”

ABC sent a new mobile unit to
Chamrousse, the mountain where
the Alpine skiing took place
Cameras and even a studio were
flown in. The broadcast center at
Grenoble had been designed an
constructed so that all that had to
be done, according to Barnatha
was plug it in. Unfortunately, b
cause of an engineers strike at th
network last fall, New York lon
shoremen refused to load it. In
attempted end run, the center a
its highly sophisticated componen
were sent to Baltimore to
shipped from there. Baltim
longshoremen also refused to lo
it. In the end, the 16-ton unit
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r lifted to the French Alps.

The French agreed (o supply the

adio and microwave services.

BC sent 28 color and five black-

ad-white video cameras and an

ght-man film crew, each of whom

robably had at least one film

imera. Of the color cameras,

iere were three slow-motion ma-

unes—one at the stadium, one at

1e broadcast center and one at
| ‘hamrousse.

Barnathan says that it's difficult
> say exactly how many people
iorked for ABC in Grenoble be-
ause a large number of French,
ncluding soldiers (whose only pay
vas their food) and several hun-
" Ired French technicians, chauffeurs,
* ecretaries and ORTF supervisors,
' nust be added to about 150 from
‘New York (70 or so engineers, a
© lozen management personnel and
" droduction people) .

“A tremendous amount of plan-
ling was required,” Barnathan re-
beats, including such mundane
matters as mail and laundry serv-
ices for the Americans who were
housed in the tower apartments
the French government built for

the Olympics and that are to be
used now hv the people of Greno-
ble.

Another coverage problem that
required caretul planning was the
movement of cameras. Even when
events were to be held on the same
mountain, theoretically simplitying
things, the big color cameras had to
be moved over ice and snow from
say the men’s downhill run to the
women’s slalom run. This could he
from as litle as 25 yards to as
much as 500 yards. ABC found that
the most efficient way to move the
equipment was Dy helicopter, al-
though large sleds were used occa-
sionally.

On one relatively typical day at
Grenoble there were the women's
1,500 meter speed skating at the ice
stadium as well as women's down-
hill skiing at Chamrousse in the
morning. In the afternoon there
were women'’s [ree-figure skating at
the ice stadium and an Alpine
skiing event at Chamrousse. And in
the evening there was a hockey
game at the hockey stadium. Also
going on, but more likely to be
covered by the French whose film

wWWW.americanradiohistorv.com

could be transterred 1o ABC’s tape,
were the luge and bobsled competi-
tions.

The specd-skating unit, explains
Barnathan, would start out at 8
a.m., having set up the day before,
and would tape between 9 a.m. and
T am.

At Chamrousse another unit,
also set up the day before, would
tape the rehearsals of the women's
downhill from 10:30 a.m. to noon
and then the actual competition
from noon to 2 pm. At the ice
stadium a unit would be ready for
hoth the rehearsals and the com-
petition in the women’s free-figure
skating.

The speed-skating coverage was
lairly straightforward with a truck
standing by the rink from the night
before. Once the coverage was
finished the truck was ordered to
move to Autrans (another moun-
tain in the area) for the men's
70-meter ski jump the next day.

Meanwhile, once the crews cov-
ering the women’s downhill at
Chamrousse were through they
were to move all cameras on the
mountain to the men’s giant sla-

Continued on page 75
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Task force’s hndings are sure to touch the sensitive nerve ends of telecasters

SPECTRUM WAR
[rom page 37
might reclaim the ground when it
proved it was ready to settle on it.
The FCC, supersensitive to the
problem has been getting advice
from its own committee on land-
mobile relief and keeping its own
counsel on that avdice, but the vi-
brations around Washington ring
with the sound of relief at UHF
expense, however, slight that ex-
pense may be. Most broadcast en-
gineers claim that land-mobile-
radio congestion is a problem only
in the 10 largest citics. There is not
going to be any wholesale displace-
ment ol UHF, maybe none at all
if channel sharing is imposed,
though communications engineers
warn that sharing could bring ser-
ious interference problems. “Like
getting in bed with a bedbug” is

the way one NAD official puts it.

“He may start in a neutral cornet,
but before the night is over, you’ve
been bitten.”

Unobjective report

An 800-page repor(, gotten up
for the FCC by its Advisory Com-
mittee for the Land-Mobile Radio
Services, reads more like a pro-
paganda piece in behalf of mobile-
radio needs than an objective re-
port, however objective its findings
may be, and it does imply, despite
protests 1o the contrary, that televi-
sion could do its job by wire at

great saving ol spectrum space.

All ol this mobile radio hassle
pales by comparison to television’s
interest in how the whole spectrum
is going to be managed and who is
going to do the managing. A Com-
merce Department computer in
soulder, Colo., may juggle the TV
allocation svstem "til the cows come
home, feeding it population con-
centration data and revised engin-
cering standards to find new ways
to locate television stations, more
conserving ol spectrunt. But general
relocation of TV stations on new
channels is not in the cards. The
public’s investment in over 72 mil-
lion 1V sets (see Telestarus, page
92), engineered to the current
trausmission  standards, and  the
industry’s interest in maintaining
s present configuration form an
enormous political clout.

UMF does have more to worry
about in chis respect than VI
Part of URTF's vulnerability stems
from its channelspacing require-
ments, its so-called tiboos. In a

TELEVISION MAGAZINT

given television market the spacing
between UHF assignments is at
least 36 megacycles, six times the
width of thé channel itsell. So a
city assigned channel 25 could not
have another station beween that
and channel 31. On the assump-
tion these restrictions arc excessive
the land-mobile people, through
their Allocations Research Coun-
cil, have underwritten a computer
study that assigns UHF channels
on the basis ol less-stringent taboos.
They claim that without sacrifice
of UHI coverage, they can reclaim
some unused spectrum land for
mobile radio expansion. The re-
sults will be given to the FCC.

Academic end run

Television is big enough to pre-
vent significant tampering with ex-
isting plant, but it’s frightened to
death that the theoreticians of a
new age ol communications are
making an end run around them.
The academicians, the systems an-
alysts, the economists, the satellite
technicians, the cable-TV advo-
cates and the spectrum engineers
are making themselves heard at the
top levels ol government. Their
voices are being directed at the
President’s  Task  Force on
Teleccommunnications.

The task lorce, one of whose
chores is 1o determine whether the
spectrum could he used more effici-
ently, is attacking that question
with a vengeance, and every re-
search project looking toward the
answer touches TV-industry nerve
endings. For a group with no offi-
cial budget it is wielding enormous
weight. Its stafl 1s a self-assured
bunch of young men who presuma-
bly want to come up with optimum
solutions to spectrum management,
but optimmum solutions, more fre-
¢uently than not, run smack into
established orders. That's why the
scope of the task-lorce inguiry is so
worrisome to broadcasters.

I1s stall is a hard-working unit
hut it is loathe to reveal its feelings
and annoyed that it has been ac-
cused of a cable-TV bias. Alter all,
its report is lor the President and
lor the President to reveal as he
sees N1t So for the sake ol security
its members sometimes talk in rid-
dles and with the smile ol the
sphinx. Consider these musings of
one of its influential members:
“It’s a mistake to tie everything to
the spectrum. Of course the
spectrum could be better managecl

www americanradiohistorv com

Jui
but at what cost . perhapsj
broadcasters should start thinkip |
of themselves as television entre: |
prencurs . some people woul(j
study this spectrum problem for 1(
years and spend millions of dollars |
doing it and still wouldn’t have |
any answers . . .” Some of it seems
1o suggest that the spectrum nighe
mare is a bughear that will be pug
down with new technologies, ands|
some of it seems to say that teleyi: |
sion is a specirum hog and oughf |
to be more concerned with deliver
ing programs—Dby whatever meang
—than squatting on a channel. |

With no apparent budget the
task force is in fact using resources
of government (epartments and
offices that probably make its proj
ect the most heavily endowed sin:
g'e inquiry ever conducted inte
U.S. communications. James O’Con-
nell, director of telecommunica:
tions management in the executive |
office of the President, went to Con:.
gress last month with a request for
a $1.9 million repeat of his budg
et for fiscal 1969. He informed thex
House Appropriations Subcommit:
tee on Independent Offices that his
shop was devoting 759, to 1009, of
the time of its key personnel to
task-force projects and that 809 of
available funds were going for out:
side contract studies on the fre
quency spectrum. According to on¢
member of OTNM, $480,000 was
being spent on these studies. I
any case the great majority ol
OTM resources are [ocused of}
task-force matters.

Serious overlap at OTM

=

A memo circulating aroun(sJ
OTM last month cautioned that st

many projects were going forwarcy
in the office on task-force-relatecy
research that there was obviou

danger of overlap. It listed mon"
than two dozen projects and asket I
personnel for confirmation. A par¥
tial list of subjects on which rey
ports were being prepared include
competition in the telecommunica
tions business, review of domestl
telecommunications policy, projét
tions of demand for various tel€
communications services throug:
1980, the needs of the goverr
ment for defense and emergenc
and the advantages and
vantages of a domestic-satellite sy
tem under Inelsat coordinatior
There are more: a paper statil
the need for a pilor domestic co
munications  satellite  progr
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Roy Thinnes is our lookout
at the Syndicate. He kept tell-
ing us The Invaders were
coming. Now they’re here!
The Invaders are for real—
and will be taking over the
U.S. market by market.

Virginia Graham is our mouth-
piece. She’s been getting the
goods on the girls for over
seven years. When she starts
grilling her gang of guest stars
they just can’t resist telling
the truth. And that’s just what
makes her the top girl at our
Syndicate.

Virginia Graham’s Girl Talk
is for hire—she’ll slay the
girls in your market.

They’re sure to take over your
audience, too.

43 color hours from ABC Films.

Daily color half-hours from
ABC Films.

| Vic Morrow and Rick Jason are our muscle-men. When the opposition tries
.-r] to move in on our territory, the men of Combat put them down. They’'ll do the

same for you when you pit them against any show the enemy has. @ABC

The men from Combat are selling protection. Buy some today.
152 hours from ABC Films. FHMS

Visit-Syndicate Headquarters at the NAB Convention: Suite 2319, Conrad Hilton.
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Are spectrum grabbers lurkmg around every corner to move in on TV spacer

SPECTRUM WAR

from puge 56

along the lines of the Communica-
tions Satellite Corp. proposal and
others on satellites and cable as
alternative or complementary sys-
tems lor international communica-
tions, on domestic communications
policy, on the present structure of
the telecommunications industry,
on computer communications and
on merger of international common
carriers.

The above are just the in-house
studies. A $100,000 contract has
hbeen let by OTM to General Elec-
tric’s Technical Military Planning
Operation (TEMPO) with the
purpose of finding ways to assign
relative values to spectrum alloca-
tions. TEMPO has been told to
present feasible ways in which the
government could lease or sell fre-
quencies “within the existing or
somewhat  modified structure of
spectrum management.” Economists
want like anything to put price
handles on the spectrum. Without
them they've got nothing concrete
to hold on to in their analyses of
its optimum usefulness, If they
could only put frequencies on the
open market, they reason, relative
values might reveal themselves
automatically, The idea is abhorent
to television broadcasters because
they can’t possibly justily their ex-
istence merely in terms of the rela-
tive contribution to the Gross Na-
tional Product of another six-mega-
cycle-wide TV channel. That’s why
the NAB and other industry groups
are undertaking rescarch of their
own that will evaluate the “social
henefits” of television.

Radical schemne?

The prospect ol leased frequen-
cies on an open market or adminis-
tered priority basis  will  seem
outrageous to broadcasters and so
radical as unworthy of worry, but
the work statement for the TEM-
PO contract anticipates the legisla-
tive hurdles for such a plan and
suggests that the study consider
breaking oft  an experimental
chunk ol spectrum for the purpose.
It advises TEMPO to deterniine
the frequency ranges that would
profit from such a test i

Another contract let by OTM
for the task force went to a research
organization called Complan. It
was supposed to “lay out some
technological futures contemplat-
ing home communications termi-
nals and jnter nrhan connections.”

TRLEVISION MAGAZINE

Complan got. the job because it is
“good at costing wire conhgura-
tions.” Behind all that jargon you
can rcad that Complan’s job was (0o
figure out how much it would cost
to wire up various portions of the
country for delivery of television
signals or other transmissions that
require a wide bandwidth.

‘The task force resources don’t
stop there. Last month the De-
partment of Health Education and
Wellare was about to award a con-
tract to Spindletop Research. This
study would examine the implica-
tions of new technology (again
read cable TV — and perhaps
satellites) on program diversity.
The Department of Housing and
Urban Development is expected to
contribute a report on the relation
between urban development and
new communications technologies.
The Department of Defense and
other government agencies are also
tied into the task-force work.

From the halls of vy

If television imagines a cable
demon or a spectrum grabber be-
hind it every time it turns around
i's not so surprising. Ever since
last fall’s closed conference on the
use and regulation of the radio
spectrum, sponsored by the Brook-
ings Institution and Resources for
the Future, unfriendly rumblings
from academia and the communi-
cations think tanks have had
broadcastets on edge.

One paper delivered at that con-
ference, “A Proposal for Wired
City Television” by H. J. Barnett
and E. Greenberg of the RAND
Corp. and Washington University,
said the cost of wiring cities for TV
delivery would not bhe restrictive
and would greatly increase (he
number of operating channels.
The authors credit mmuch of their
presentation to RAND colleagues.

Another conference paper deliv-
cred by Yale economics professor
John McGowan calls television
“without question the most conspic-
uous use of the electromagnetic
spectrum.”  He cites a lack of
“economic analysis of determinants
ol commercial broadcaster per-
formance,” and as one solution
])T()p()SCS a tax on progr;nn lyl)(‘S to
hold down their proliferation.

The horrors of planning for fu-
ture use of the spectrum were re-
emphasized last month when the
OTM released the results of a
$200,000 study on uses of the spec-
trum. by satellites ghrough 1980,

www americanradiohistorv com

conducted by the Jansky & Bailey
Systems Departument of Atlang
Research. Donald Jansky, former]
ol Jansky & Bailey but now witly
OTM, announced the new repo
was already out of date bhecau
some of the data gathered in su
port of it are already two years olg
Commercial communications sate]:
lites now share spectrum space
with common-carrier fixed services
(telephone company microwave
relay) in two bands far above the
top of television’s spectrum home;
These lie between 3,700 megacycles
and 4,200 megacycles and betwe

5,925 megacycles and 6,425 megac
cles. The Jansky & Bailey repo
forecasts that more than 83 co
munications satellites in at lea
nine systems will be vying for fr
quencies in the blocks that
shared with terrestrial microwa
systems. These satellites will
quire hundreds of earth stations
and the engineering trick will be
weave the signals to and from thé}
sky between those shooting along!
the ground so that those on th
same frequency don’t get tangle
in the same geographic locale.

Satellite space

Satellites of all descriptions will
make increasing demands on spe
trum space now allotted to the
below 11,000 megacycles and w
run out of room in those sld
before 1980, according to the J
sky & Bailey report. But frequen€)
sharing with terrestrial microwa
systems in these bands and assig
ment ol space above that frequenc
to satellites on an exclusive ba
should make it possible to acco
modate all satellite comers. Fro
the broadcasters’ point of
satellites could be threatening
competitors for spectrum as well
potential multichannel  delive
systems. A panel of scientists me
ing under the acgis of the Natio
Academy of Sciences last sum
recommended assignment of clé
channels wherever possible for sa
lite TV broadcast, “especially
the UHF band.”

John Hult of the RAND Corp
in a paper that will be delivered
the International Symposium ¢

Satellite Communication in Zuri
llus month, suggests that for sa
lite-TV  Dbroadcasting the 1,68
megacycles of spectrum hetw
17.7 and 19.3 gigacycles (thousa
of megacycles) would be far pre
able to the space now occupied
the 70 UHF TV channels. U
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You're using our film 7
We're using your commercial!

Ab, the disadvantages of having a great ~ medium. It demonstrates the flexibility film
commercial shot on Eastman color film. We allows your creative team: writer, producer,
can’t think of any. director,cameraman, editor.

Eastman color shines beautifully on your And think of the convenience it brings
product message. Y our spot reflects brilliantly  the traffic expediter, media people, account
on our products’ abilities. supervisor, and sponsor. Such as being able

But your commercial isn’t merely moon-  to screen the commercial in its original full-
lighting for us. It says a lot for the film color quality anywhere, any time.

EASTMAN KODAK COMPANY

Atlanta: 404/GL 7-5211, Chicago: 312/654-0200, Dallas: 214/FL 1-3221
Hollywood: 213/464-6131 New York: 212/MU 7-7080, San Francisco: 415/776-6055

Kodak
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We'll be on hand during the 46th Annual NAB
Convention to meet personally with television and
radio station personnel . . . to discuss what’s new in
audience research and how you can best use our
services to map out a profitable selling effort

in the months ahead.

Plan to join us for Continental Breakfast or a coffee
break. And be sure to pick up your own
personalized hospitality mug. It's our way of
i saying thanks for stopping by.

ETER-syiTe \§

A

ARy SEARCH BUREAU

. -E-I- CONTROL DATA CORPORATION
ASRSB)

NRYB

WASHINGTON » NEW YORK : CHICAGO * ATLANTA . LOS ANGELES - SAN FRANCISCO
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rom page 58

ihe UHF TV area, he says, would
|ield fewer TV channel possibili-
| .es over a hemisphere than could
le had by using conventional ter-
sstrial TV assignments. Using the
vathe above 17 gigacycles would
ermit tens of thousands of inde-
pndent channels from one satel-
te, about 40 of which could be
ained on a single earth location.
‘-.n(l the first free territory for satel-
‘te expansion as you move up the
ivectrum is that between 17.7 and

1.7 gigacycles, a band that already

1S a narrow strip cut out of it for
1tio astronomy use.

There are incipient trouble spots
dll farther up the spectrum chart.
/ommunity antenna  operator
‘eleprompter, in a joint venture
ith Hughes Aircraft Corp., has
ken testing a short-haul TV relay
sstem in New York City in the
3 gigacycle range. The system
ould be a substitute for threading
cbles under caty streets, instead
buncing signals in line-of-sight
lansmissions to the tops of apart-
ient buildings, thence through
ires to TV sets over areas of a
lock or more.

nother battle theater

There is competition for fre-
wencies brewing between this
“eleprompter type of signal deliv-
¢y and the high-capacity satellite
stems. Teleprompter has asked
e FCC to convert its research
athorization to an “experimental
evelopmental license” (a step be-
veen research and commercial op-
' ration) and accompanied the re-
uest with a petition for a rule
aange to transfer frequencies in
1s region of the spectrum for
10rt-haul  microwave techniques
ke its own. But Teleprompter
nd Hughes have run into counter
etitions from ATRT, which claim
hat beginning in 1972 frequencies
n this range will be suitable for
atellite use.
AT&T through Bell Laborat-
' wies and its Long Lines Depart-
aent has “the most unusual exper-
mental license at the FCC,” ac-
ording to a commission engineer.
t has a tremendous number of
requencies—they range all the way
‘rom 35 megacycles to 90 gigacy-
‘les, many of them confined to
other Bell’s New Jersey laborato-
Yy area, some to New York, and
me are good throughout the
ountry. The FCC may not even
now what Bell is doing with
m, although the agency is sup-
sed to get an annual report on

the firm’s experimental activity.
Crowding all over the spectrum
may not impinge directly on broad-
casting’s channels but indirectly as
the cause for a broad overhaul ot
spectrum  management.  Other
crowding is expected in the two-
gicacycle band, when instructional
fixed TV (school-system microwave
operations) come to flower as pre-
dicted by educators, and in portions
of the one- two- and six-megacycle
bands when state governments tool
up microwave networks. More
than half of the states are now
considering such systems for con-
duct of government business, and if
they elect to build their own net-
works rather than to lease channels
from common carriers, there is not
going to be enough room for all.

Which viewpoint?

The spectrum, intangible re-
source that s, 1is continually
subjected to metaphorical treat-
ment, and the turn the metaphor
takes depends on the position of
the observer. The spectrum as farm
land is one of the favorites. So the
government has secret fields of it
that vield a strange classified fruit
(in fact, according to one FCC
official, the government, among its
multitude of spectrum holdings,
has two relatively unused blocks
that approach the size of the UHF-
TV band); UHF TV has arable
acre upon arable acre of it that it’s
not even cultivating, according to
the Iand-mobile radio people, and,
il you’re a broadcaster, land mobile
is viewed as a very poor tarmer of
the tand it’s already been given.

The jumble all over the spec-
trum and the increasing publicity
given to the problem has thrust the
issue into the hands of the Pres-
ident’s task force. There’s no deny-
ing that’s where the action is. And
the FCC is a little worried about it.
One commissioner says: “As [ lis-
ten to these economists talk about
this T wonder about the wisdom of
their attack. They’'d like to put a
firm economic value on the spec-
trum. But the task force had better
come and ask us what problems
they’re going to run into. Who's
going to outhid ATRT for the
common-carrier spectrum? And
suppose some guy who owns a
piece of the spectrum wants to sell
it to some other kind of user.
What's to stop him?” The ques-
tions seem to anticipate task-force
intent. They may be far-fetched,
but the only major denial of the
task-force staff so far is that it
hasn’t reached any conclusions for
public record. END

—

WHAT STATIONS WANT
from page 19

the next couple of years. Evidently
the stuff on the networks doesn’t
live long enough. You’.e not going
to find another 195 of anything like
you do with Perry Mason.”

A look at the series that are
coming off the networks after the
1967-68 season (some of which
have not been announced for syn-
dication as vet) would seem to
bear out this contention, although
there are a few notable c¢xceptions.
The Lucy Show, Voyage to the
Bottom of the Sea, Man Fromn
UN.C.LE. I Spy, Lost in Space,
Run For Your Life and Batman
all have potential as strip pro-
grams. Accidental Family, Hondo,
Dundee and the Culhane, He and
Slie, The Second 100 Yeuwrs, Good
Morning, World and The Iegend
of Custer are not good bets at this
point to ever wind up in snydica-
tion. Cowboy in Africa, Rat Patrol,
The Monkees, The Danny Thomas
Hour, The Invaders, Cimarron
Strip, Tarzan, Iron Horse and
Maya may be offered in syndica-
tion but it's doubtful that they
provide enough episodes for effec-
tive stripping.

More of the redhead

Of the off-network packages with
strip potential. The Lucy Show is
a standout (although Lucille Ball
is coming back to CBS-TV next
season it will be in a new show
with a different format, thus con-
cluding her most recent series after
a fiveseason run). The 171 epi-
sodes in the original I Love Lucy
series (the series with Desi Arnaz)
recentlv have been rereleased to lo-
cal stations by CBS Enterprises after
multiple runs on CBS-TV. In some
markets, where it may be in as high
as a 25th run, Lucy and Desi are
still clearing the boards and doing
well.

There are 156 episodes in the
The Lucy Show package that is
now coming off CBS-TV. Para-
mount Television owns the residual
selling rights (but does not 'have
anv  proprietary rights to the
future episodes Miss Ball will
make). CBS-TV, which has claim
to the first five runs of the series
off-network, will start stripping it
in davtime this fall. Paramount

and the non-CBS-TV-affiliated sta-

tions won't get a crack at The
Lucy Show episodes until maybe
1973.

Twentieth Century-Fox Televi-
sion, which has not announced
what it will do with them, has
choice off-network property in Voy-
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WHAT STATIONS WANT
from page 61

age to the Bottom of the Sea and
Lost in Space. Voyage will provide
110 episodes, a sufficient number to
be considered by stations for strip-
ping. Alan Silverbach, vice pres-
ident in charge of syndicated sales
(domestic and foreign) for Fox,
feels that the 83 episodes of Lost
in Space could make a great once-
a-week Saturday morning show for
local stations but also notes that
the series could go as an early
evening strip for four months in its
initial rerun.

Twentieth’s Batman, already an-
nounced for distribution, lends
itself comfortably to stripping with
120 episodes (many of them two-
parters) . In some instances, Silver-
bach is selling the 26 episodes of
Green Hornet as a companion
package to Batman. The sales sug-
gestion to stations is that they in-
termix Hornet with Batman, thus,
in effect, allowing themselves 146
episodes, or more than a full year’s
supply, of compatible programing
for children (one way for this to
work would be to run two-part
Batman programs on Monday-
Tuesday and Wednesday-Thursday,
with Green Hornet closing out the
week on Friday).

Silverbach concedes that without
the similarity in audience demo-
graphics with Batman, the 26 half-
hours of Green Hornet, offered as a
weekly show, would not make a
sizable dent in the syndication
market. An hour show, with only a
season’s worth of product has more
of a chance. Silverbach is selling

TELEVISION
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both The Monroes, with 30 epi-
sodes, and Time Tunnel, with 26
episodes, in syndication, where
they are being programed by sta-
tions on a weekly basis.

James T. Victory, vice president
domestic sales, for CBS Enterprises,
also acknowledges that his one sea-
son off-network half-hour shows,
Good Morning, World and He and
She are wuseless in syndication.
Here, too, it’s more a question of
lesser impact of the weekly half-
hour as compared to the hour than
of the limited number of episodes
available.

Victory has thirty 90-minute ep-
isodes of Cimarron Strip coming
off the network and based on the
history of Wagon Train there may
be a place for this longer-form
programing in syndication. When
Wagon Train was distributed in a
90-minute format by MCA TV, it
won substantial acceptance across
the country by stations that pro-
gramed the expensive, quality pro-
duction in feature-film time slots.
There may be such a future ahead
for all the increased longer-form
programing now being turned out
by the networks, but, as an indica-
tor of the imposing barriers to such
an eventuality, the considerable
residuals against Cimarron Strip
are high enough to put the show in
limbo.

There are no blanket rules cov-
ering the syndication market. Each
programn has to be considered on
its own merits and circumstances.
Even the general belief that a
homb on the network will be a flop
in syndication isn’t necessarily so.
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Screen Gems, in an example tha
would dispute not only the indus
try rule about network track ree
ords but also the argument againsg
half-hour comedies with few epi
sodes, has heen making a go of it in
syndication with 32 half-hours of
Gidget, a first-year failure in neg
work prime time. |

The one thing about oft-network
product that few in the business
would dispute is the desirability of
good color hours of action hased
‘on adult themes. Man From UN.:
C.L.E., with 105 episodes; I Spy, |
with 82 episodes and Run For |
Your Life all seem to have what it
takes to make it big in syndication |
(with the exception of the debata:
ble issue of insufficient episodes for
effective stripping). Stations, hun-
gry for replacement product, look
to such shows as a dress house does |
to fall fashions. So, too, have sta-
tions looked forward eagerly to the
ultimate release of such sure-fire
syndication hits as Mission: Impos
sible, Star Trek and Mannix.

A television paradox

These three, all handled by:
Paramount, probably have more
pre-sell built into them than any.
other shows now on the networks.
But they also point up the paradox
facing all producer-distributors in
today’s syndication market. At one
point this year, both Mission and
Star Trek were doubtful of being
renewed on the networks for nexi
season.

“Every guy you talk to has hit
tongue hanging out for thest
shows,” says Robert M. Newgard
vice president in charge of syndica
tion sales for Paramount. “There®
no doubt we could have sold ars
awful lot of markets. But as it is al &
of our shows have been renewec
for next season.” 1

Thus, instead of writing order ¢
with both hands for two hot prop &
erties, Newgard and his staff wil¥
go to this year's convention with :-"
new feature-ilm package to offe”
but with no new off-network prod
uct. It’s almost like losing whil#
winning (although one industr
wag observed that renewal of th
expensive Mission: Impossible antsy
Star Trek series can only be consic
ered a win if Paramount doesn'
care how much money it loses turk
ing out the shows) . Actually, New
gard has money in the bank b
tause Mission (which, accordingt
John Pearson, Paramount's dire
tor of international operations, @
reacdly has sold in 57 foreign ma
kets) and Star Trek, with a thi
year of network production assur
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"THE LES CRANE SHOW!" For syndication
only! Brand new! Different format!

Exciting! Audience involving! Turning on
young viewers under 35! Turning on young
viewers over 35! Stripped as 5 one-hour
shows per week! Videotape! Color!
Making it big in New York! Los Angeles!
Detroit! Washington! Philadelphial
Hartford! Cleveland! Produced by

broadcasters! Metromedia Television!

Distributed by WOLPER TELEVISION SALES!

A Metromedia Company!
‘@ 485 Lexington Avenue! New York,N.Y.
w

10017! Telephone (212) 682-9100!

4 . —
ml Visit the Wolper World of Entertainment! g
’1; Suite 505A! Conrad Hilton! 99|
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WHAT STATIONS WANT
from page 62

for each, now become still better
prospects for stripping in syndica-
tion.

In a much more literal sense,
Mission and Star Trek are profita-
ble {or Paramount, as is Man From
UN.C.LE. for MGM TV. The
explanation for this is the story
behind syndication’s newest and
most daring sales strategy. It's a
story that evolved against the back-
ground of acute scarcity of good
color hours of adult-appeal (the
programing pattern has changed in
the last two seasons with stations
going after the housewife more and
the kids less) off-network product
and as a result of the rat race lor
such property in the New York and
Los Angeles markets. The denoue-
ment of the situation, only recently
revealed, was the purchase last year
of the reruns of Mission: Impos-
sible by the Metromedia Inc.-
owned television stations after
the series had been on the network
lor only 10 weeks.

Protagonist in the story is Rich-
ard Wollen, vice president, pro-
graming for Metromedia Televi-
sion, Los Angeles. A little more
than a year ago, it occurred to Wol-
len, once director of sales and pro-
grams for Desilu Sales and for a
time program director for KTTV
(tv) Los Angeles, that if a given
good show is running on the net-
work there is no reason for local
stations, as consumers of the re-
peats of these shows, to necessarily
wait until their network cancella-
tions to discuss acquiring them.

“If we were seeing something
that we liked and we belicved in its
longevity,” Wollen explains, “then
I felt why not approach the pro-
ducer-distributor during the show’s
network run and say: ‘Whenever
this thing becomes available, we
want to have it for our stations'.”

So quietly, very, very quietly,
Wollen went 1o the distributors of
two properties he had faith in and
arranged to acquire them before
the length of their network runs
had been determined. Part of the
arrangement with the distributors
was that there would he absolutely
no publicity about the purchases.

The first purchase Wollen made
for Metromedia was The Man
From UN.C.L.E., long before there
was any talk of cancelling it. The
second purchase was Mission: Im-
possible, then only 10 weeks old.

The concept was simple. Wollen
agreed to buy as many units of the
shows as were going to be available
at whatever time they would be-
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come available. “It Mission had
run only one season I would have
had my neck out,” Wollen admits.
“But my instincts told me that it
was too good to run only one sea-
son. 1 just figured this thing has got
to be a barn burner and it’s going
to run at least two years and maybe
four.”

The cat jumped out of the bag
when NBCG-TV  chopped U.N.-
C.L.E. in mid-season. Immediate-
ly, in the traditional buying pat-
tern of stations—once a top show is
cancelled there’s a rush to corner
the reruns—bids were put out for
UN.C.LLE. But Metromedia’s
competitors in New York, Los An-
geles and Washington found out
that the series already had been
purchased.

Ever since, stations have Dbeen
buying and syndicators peddling
seemingly every network show that
has a glint of being successful in
reruns. Among the shows that re-
portedly have been up for advance
acquisition are I Spy, Get Smart,
Star Trek, Run For Your Life,
Daniel Boone and Felony Squad.

The advantage to the distributor
in such a sales approach is the
guaranteed sale in major markets—
more than covering residuals—so
that instantly, from the first day of
its availability in syndication, a

show can be sold in all the oth

markets in the country withou
concern about overcoming sug
costs. This usually is the first co

sideration of a distributor wh

must worry about putting enoug

money together to cover residu

payments before accepting a $5

deal in, say, Omaha. The thing j
the Omaha station may want to b
the first buyer, but the syndicate
doesn’t dare sell until he's sure of
New York and Los Angeles.

And does the station benefit in
this arrangement? “Sure,” says -
Wollen. “Why get involved in that
competitive race with other sta
tions where you have 12 hours tg
make up your mind about a dealp"
That’s bad news.” This advantage,
however, would seem to be less
important in smaller markets
where there isn’t as much competi-
tion for good programing.

There are also hazards, especial-
ly for stations. An acquired show, a
solid network performer in the’
past, may be allowed to dwindle
and lall apart in its continuing |i
network run. A station may find a
series not having the gloss it did {
when originally purchased. Top |
quality product may turn intod
damaged goods.

There’s a disadvantage, too, in|
not having a property when it

Sex and the single girl

For years Awmerica’s critics and cognoscenti have heen roasting TV?
programers, challenging them to deliver shows of greater emotionald
maturity. Where, they demand, are the programs dealing with adull i

themes and real sexual situations?

The answer that TV is a family medium, which cannot subject al
audience ol all ages to erotic themes, is generally hooted off the platform:

Now that more and more of TV's prime hours are-filled with motioni
pictures, some of them foreign-horn and pretty mature in outlook, thit
complaint is somewhat muffled. In its place is heard the complaint tha !/
youngsters are being subjected to shows dealing with adult themes anc|

real sexual situations.

What the critics and programers alike have [ailed to perceive, hows
ever, is the eflect these films are having on the mature members of th
audience. As the lollowing vignette amply testifies, these pictures coul
pose a very real threat, not to the morals of minors but to the televisioly

medivn itself.

The scene is a typical suburban living room, [urnished in contemporar
credit. HArRVEY BRrESUIN, 35, sits consulting the current issues of
Guide. His wife ELAWE is placidly darning a sock.

HarvEy: How about some TV?
ELAINE:

Harvey: Yeah, I think so.
He consults the listing.

WWW.americanradiohistorv.com

Whatever you say, dear. lsn’t there a movie on tonight?
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1ost needed. Advance planning,
‘ae of the distinct benehts accru-
\ig from this new distribution
joy, could be seriously compro-
iised if a network suddenly picks
b a show a station believes will be
wailable in the fall.
“The trick with this technique is
i have tight enough control of
ventory and to be aware enough
your own needs and appetites so
tat you're never totally reliant on
ny given show and its availabili-
" says Wollen. “If U.N.C.L.E.
d been renewed, for instance,
at wouldn’t have been a big trau-
/4 to us. We would have been able
buy the additional units at the
.me price. I designed the deal on
at basis.”
According to Wollen, buying in
vance amounts to a seat-of-the
nts judgment for station pro-
wamers. “You have to believe in
te long-range strength of a given
iea and the quality of its execu-
Hn,” he believes.
As it effects syndicators, 20th
Cntury’s  Silverbach thinks ad-
mce distribution may .amount to
abbing a bird in hand instead of
niting for the two in the bush. *1
i2] you've got to take advantage of
te 1nterest of the local station at
e time it’s expressed and give it
rious consideration,” he says.

“It’s a perishable item we're offer-
ing. It doesn't always get better
with age.”

Beyond the industry-wide need
and demand for off-network color
hours that are adaptable to the
stripping concept and the ramifica-
tions of contingency selling, there
is, of course, an interest in a diver-
sity of other syndicated product
(the urgency for which varies ac-
cording to market and station) .

“There was a day when product
was so abundant that sometimes
you could slam the door,” com-
ments Gene Spry, station manager
of kpHO-Tv Phoenix. “Now you
have to keep the door open and
take a look at everything.”

Jim Terrell, station manager of
xTIv (TV) Dallas-Fort Worth, an
independent, also gives a clue as to
what stations generally want: “We
try to have enough programing to
counterprogram against the net-
works whenever possible,” he says.
“What we think of a show depends
on how we feel it will do in this
area, what i1t has done on the net-
work or in other markets, the num-
ber of runs available and the possi-
bilities of it going into a strip.”

Perhaps the most straightfor-
ward indication of what stations
want from distributors is expressed
by Gordon White, program direc-

by Gerald Gardner

ArRVEY: Channel 2 has “Never on Sunday,” the story ol a prostitute
tho convinces an intellectual of the advantages of the life of the flesh.

He raises his eyebrows.

[ARVEY: Channel 5 has “The Servant.”” An unscrupulous butler and his
sver lure a naive young man into a life of sin and decadence.

He squirms in his chair.

[arvey: Channel 7 has “Room at the Top.” An opportunistic young
1an seduces his boss’s daughter while having an aftair with an unhappily

warried woman.

His eyes protrude slightly.

-

-

He breathes heavily.

1ArvEY: Channel 13 has “La Dolce Vita,’
nd corruption along Rome’s Via Veneto.

IARVEY: Channel 9 has “Moll Flanders.” Kim Novak in the classic tale
f lust and lechery in 18th century England.

a story of moral degeneracy

He runs his tongue over his dry lips.

e

‘LAINE: They all sound pretty good. What do you think, dear?

Harvey puts down the TV Guide and turns

slowly towards his wife.

HARVEY: What do you say we don’t watch television tonight.

FADE OUT

MMM KL
s R

tor, Kptv(TV) Portland, Ore.: “I
want syndicators to keep me ad-
vised as to what their antennae tell
them might be coming off the net-
work so that I can at least start
thinking along the lines that it may
be a possibility,” he makes clear. “'I
want syndicators to keep me ad-
vised as to what’s going on in their
company. I also want, prior to sale,
for them to keep me informed as to
the ratings and audience composi-
tion ol their shows.”

What do stations want trom syn-
dicators? In the most simple terms
they want lots of good product.
But they want it in a time when an
increasing number of network
series each year will never see the
light of scheduling in syndication
because they're disasters. The qual-
ity level from which stations have
to select is, unfortunately, decreas-
ing. It’s a condition that’s making
tor really significant changes in lo-
cal programing. Stations instead of
waiting for wants to be answered
are doing for themselves.

Metromedia, which produces 20
hours a week of syndicated pro-
graming out of Los Angeles, is a
prime example. (“This is only
phase one,” promises Ellis Shook,
vice president and program direc-
tor ol Metromedia-owned wiTg
[Tv] Washington.) Scripps-Howard
and WenN Continental Productions,
which are producing 26 weekly
90-minute  John Gary programs
(20th Century-Fox will distribute)
1s another outstanding case in
point.

The way Loring d’Usseau, di-
rector of programing for KTra (Tv)
Los Angeles, sees it, station pro-
duction, “is absolutely the finest
piece of work being done for televi-
sion today. Stations are creating
new and fresh product that is better
than the oft-network reruns and is
giving the public something new
and dilterent to view.”

Yet it’s not a question of either
more live-look programing out of
stations and other sources or more
off-network film series. Instead, the
balance that’s being achieved is
healthy. It’s healthy to have a John
Gary Show and Steve Allen and
Woody Woodbury and Mike
Douglas and Merv Griffin. It’s also
healthy to have Truth or Conse-
quences and Password available to-
gether with The Flintstones,
McHale’s Navy, travel-adventure
strips and entertainment specials.
No television station can afford to
go exclusively in one programing
direction. No one formula is per-
fect. Obviously there’s room—
indeed, a real need—for all. ENnD

APRIL 1968

65



www.americanradiohistory.com

an

Networks lose money on political coverage, but sponsors are casier to find than before

YEAR’S TOP STORY

from page 47

network could say it's spending $8
million and another $5 million and
they’'d both actually be putting in
the same amount.

Perhaps, a more accurate expla-
nation of ABC’s fiscal reluctance
was expressed by a news executive
who admits: “We can only lose if
we publicly put our figures up
against the expenditures of the
other two networks.” Privately,
ABC newsmen are quoting a figure
for the year’s coverage of $7 mil-
lion, probably about $4.5 to $5
million of that on the conventions.
That's down from an original plan
to spend $10 million.

One thing the networks agree on
i1s that coverage is still a losing
operation, despite early sell-outs of
advertising time. “All of us will be
extremely lucky it we recover 259,
of the cost ot coverage through
advertising,” says William Shee-
han, vice president and director of
television news for ABC.

Easier to sell—but

“I’s an enormous loss. The
sponsorship just helps defray some
of it,” says Donald Meaney, vice
president of NBC News. It's not
that sales are difficult; they just
don’t bring in enough money.
NBC sold its convention coverage
as a package to Gulf Oil Co. more
than a year ago; the general elec-
tion as a four-way package (to Bu-
lova Watch Co., Trans World Air-
lines, American Motors and an un-
named food company) almost two
months ago. Primaries go as instant
news specials under a special ar-
rangement with Gulf.

“In’s easier to sell each time and
the price keeps going up, hut so do
the costs, so ithe ratio stays aboul
the same,” says John Otter, NBC
vice president of sales. The ratio?
Gull is paying $4.5 million for con-
vention coverage that will cost $8
million. The general-election pack-
age was sold for $2 million. Otter
adds: “You also have to consider
that out of this there are agency
charges and station compensation”
not to mention the loss ol revenue
from pre-empted programs,

ABC divided i1s total election
package into quarters, with B.I.
Goodrich buying more than hall
and Time-Life Inc. buying anoth-
er quarter. ABC won't give out
final sales figures. When the yea's
costs were expected to he $10 mil-
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lton before the cutback, the asking
price for each quarter was only $1
million.

ABC's package, sold under the
blanket label, *“The Race to the
White House,” fired the earliest
starting gun in the coverage
steeplechase—with a special Jan. 5
broadcast of its regular Issues and
Answers program devoted to the
coming political competition.

The race and coverage of it

-break down into three distinct sec-

tions: the spring primaries, the two
summer conventions and the fall
electiomn.

The first major outing for the
1968 election news units was that
traditional  curtain-raiser,  the
March 12 New Hampshire pres-
idential primary.

In some respects, such as techmi-
cal problems of physical coverage,
the primaries pose less difficulties
in election newscasting. In others,
such as research and educated crys-
tal-ball gazing, they provide both
major headaches and a series of
dress rehearsals for the grand finale
in November.

If, as Bismarck said, politics is
not an exact science, reporting on it
can be even less exact. Although
months of background research can
be put in and plans can be de-
veloped for a number of alterna-
tive possibilities, politics remains a
breaking news story and coverage
of the next event in the chain
depends to a great extent on what
has just happened in the preceding
event.

Playing by ear

Thus, although an equal
amount of research and prepara-
tion must go into gearing up for
coverage ol what are thought to be
the most significant primary races—
Wisconsin  (April 2), Nebraska
(Magf 14), Oregon (May 28) and
California  (June 4)—there is a
great deal of last-minute playing-
by-ear in deciding just how much
talent, equipmenl and time should
be given to coverage ol each.

In addition, there must be a cer-
tain amount of expecting the
unexpected. A prime example of
unanticipated last-minute develop-
ments was the withdrawal of Re-

publican  presidential  candidate
Governor  George  Romney  less
than two weeks before the New

Hampshire primary. CBS and ABC
had long bhefore arranged to set up
their New [ITampshire headquar-
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ters at the Wayfarer Inn just out
side Manchester because this wag
Romney headquarters and he was
expected to be the most interesting:
aspect of the primary.

Despite Romney's withdrawal,
the broadcast base remained at the
Wayfarer Inn, since by that time
there had been extensive telephone
company work, including construc
tion of a microwave tower.

Romney’'s withdrawal also re-
duced the news value of the New
Hampshire primary. So ABC
immediately cut its plans from an
hour wrap-up, from 10 to 11 p.m.
to 15 minutes from 11:30 to 11:45
p-m. EST.

NBC stuck with its plan for a
half-hour from 11:30 to midnighg,
while CBS cut its hour from 10-11
p.m. to a half hour (the remainder
presented Dean Rusk’s Senate ap-
pearance that day.) . CBS will cover

any of the primaries that it deems |

important enough for a special in
the same Tuesday period since it
is the slot of the CBS News Hour.

Few technical problems

In addition, for all the major
primaries, the three networks plan
periodic bulletin crawls across the
bottom of screens with the latest
results, plus brief interruptions of
programing (about three to five
minutes for ABC and CBS) when
computations indicate a clear pro-
jection of the winner. NBC 1§
scheduling shorter films for 1ts
Tuesday Night at the Movies on
primary nights, to allow time for
about a 10-minute summation of
the day’s election. )

Physical coverage of both pri-
maries and the general election, i
even with the addition of color,!
provides little in the way of techni:
cal problems, at least when com-
pared to the conventions. (“After
all,” notes CBS producer Robert
Chandler, “color 1s far enough ad-

vanced in the studio that you don't §

have any special problems. And we
all have the 1966 election in color !
under our belts for practice.”)

The big battle in both the pri-
maries and the general election 1.

the race to project winners and &

analysis of how and why wins weréess

made.

This year’s presidential prb
maries will be the first using the
News Election Service (NES) for
uniform reporting ol results by all
three networks. NES is the co
operative formed by the three net
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There's a big, responsive audience in

Y OUR MARKET waiting to get
re-acqusinted with WQOODY
\WOODBURY

They've enjoyed him for years
a5 a top-draw nightclub
performer, they remember

him as host of ABC-TV's
“Who Do You Trust?’’

and they know him as a
comedy record star and
campus favorite across

the nation.

And now . . . they're
waiting to see him as host of
his own daily 90-minute

variety program . .. 'THE
WOODY WOODBURY
SHOW. "~

With 48 weeks of new shows

and only four weeks of reruns,

THE WOODY WOODBURY SHON
is a unique first run syndication
property. Strip it five times weekly in
either a ninety minute or one hour

version. In color, on videotape.

Loaded with big name stars, THE WOODY
WOODBURY SHOW is a daily happening.
Your audience wants to get re-acquainte

with WOODY . Don't keep them waiting

any longer.
THE WOODY WOODBURY SHOW
is produced by Metromedia
elevision, the innovator and leader
in station-produced programs for
the television industrv
Distributed by
WOLPER TELEVISION SALES
A Metromedia Company
485 Lexington Avenue, New York,
New York 10017 (212) 682-9100.
Meet WOODY at the NAB

W) in the
@% Wolper World of Entertainment
w Suite 505A /Conrad Hilton

it'sWOODY
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From vast armies of vote reporters, networks have reduced staffs to small computer forces

YEAR'S TOP STORY

from page 66

works and the two major U.S. wire
services, Associated Press and
United Press International, after
the 1964 California primary. NES
provides a standardized count of
voting tabulations in almost every
precinct of a primary and most
precincts of each county and state
in the general election. “It came
almost as a direct result of the 1964
California  primary,”  explains
CBS’s Chandler. “Before that each
network fielded its own army of
reporters— CBS and NBC with 20,-
000 each at $5 or more per person,
so you had 40,000 to 50,000 persons
covering the precincts at a total
cost of well over $200,000. More
importantly, each of us was posting
difterent figures at the same time.
And the wire services were way
behind because they were waiting
for the official announcements of
returns, so that in California when
we had the outcome by midnight,
the next morning’s newspapers still
had Rockefeller winning when
Goldwater actually won.”

NES became a permanent elec-
tion tool in the 1964 national elec-
tion. And although it saves the
networks some money by pooling
the costs of the vote reporters, this
is offset to some extent because
each network now recruits its own
smaller army of reporters in select-
ed precincts to feed special data for
computer projections.

Little change at NBC

NBC has made little change in
its set-up from past primary re-
searching and tabulating in the
260-man group headed by Frank
Jordan, NBC director of election
operations.  In - New Hampshire,
NBC picked 27 of the 302 precincts
in the state as samples for project-
ing the statewide vote. Returns
phoned in by NBC-hired local re-
porters were analyzed by a subdivi-
sion of Jordan’s unit headed by
former U.S. Census Burcan head
Richard  Scammon. In addition,
NES daca from each of the 302
precincts was compared to final re-
sults from the 1964 primary for
additional calculations  on  any
changes in voting patterns, and all
the material was fed into NBC's
Llecironic Vote  Analysis  system
(FVA).

Jordan's unit also designated a
handfnl of “1ab” precincis thoughi
to he representative ol variows so-
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cio-economic groups for use in an-
alyzing the vote totals.

CBS made sweeping changes in
its research- and analysis unit. In
the past, it used the services of
Louis Harris and Associates and
the Vote Profile Analysis system
(VPA) he developed for it. The
system generally was conceded to
have given CBS the lead in calling
the 1964 general election. CBS
broke with Harris in a dispute af-
ter the 1966 election and for the
first time this year decided to do
the entire operation internally,
with more research and statistical
data than used by Harris. It hired
William Headline, who worked on
the 1964 election as a member of
Harris’s staff, as its director of data
operations under Warren Mitofsky,
CBS director of statistical research
and former chief of the special
surveys branch of the Census Bu-
reau’s statistical methods division.

In major primaries

For all the major primaries
(those in which there is more than
one major candidate running) Mi-
tofsky’s unit built VPA models for
the state. In New Hampshire, for
example, starting last July a team
of 25 part-time workers (mostly
housewives and college students)
under the direction of the Opinion
Research Corp. rounded up the
past voting history of all 302 pre-
cincts in the siate, a job that took
until January. From this data a
group of about 20 staft statisticians,
clerks and librarians picked 70 key
precincts. In February the field
workers were sent back to the key
precincts to gather additional in-
formation such as poll closing times
(they are not uniform in New
Hampshire), how the vote 1s
counted and in what order, and
any local issues on the ballot.

ABC put about 100 people into
New Hampshire under the direc-
tion of the outside firm of Audits
and Surveys Inc., for three months
to gather background information
that was then analyzed by a I5-per-
son group under the direction ol
Dr. Warren Miller, a University ol
Michigan professor. From the data,
Miller's group chose 60 key pre-
cincts for the primary. ABC calls
its operation Researched Select
Vote Profile (RSVP).

“Although politicians have been
using the idea of key precincts and
projections for years, the first they
were used to any extent by televi-
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sion was in 1964, and the proc
is getting more sophisticated, ju
as polling is,” according to Joh
Thompson, manager of the AB
News election unit. “It deman
interlocking questions and co
stant review of the precincts.” (A
example: After the Romney wit
drawal in New Hampshire, AB
sent a field team to survey peopl
who had previously indicated tha
they would vote for Romney
find out what they would do now.

The problem for the networks i
primary coverage 1s that althoug
the physical coverage may be rel
tively simple, the advance fiel
work for the vote projections ang
analysis must be done—and do
well in advance—for each state i
which it appears there is the possi
bility of any news value, even i

subsequent developments dow
grade the need for actual broadcas
coverage.

By over-all election standard
cost of actual primary coverage i
relatively inexpensive: CBS’s Cha
dler estimates between $10,00
and $12,000 for New Hampshin
tor on-the-scene coverage. This co
ers salaries for added staft; trave
and living expenses for regular e
ployes, and [our days use of equi
ment, but not rental of telephon
lines. This represents a reductiol
in cost from previous years, pr
marily because of two things: us
ol NES and anchoring the primar
coverage in the network’s New Yor
studios.

Normal studio best

All three networks agree wit
Chandler that “outside of the ps
chological advantage of sayin
‘we're here on the scene’ nothing i
gaimed by moving everything to th
primary site, and there’s a big a
vantage in saving money and ru
ning the operation smoothly if y
can keep most of your people a
the control in your normal studi
facilities.”

NBC planned the biggest remo
operation for New Hampshi
with The Huntley-Brinkley Rep
originating there on both Ma

Il and 12. Actual election cov
age, however, was anchored
New York City (with Fra

McGee as the on-air man) and
remote unit, along with the Hu
ley-Brinkley team, set up in
grand ballroom ol the Shera
Carpenter hotel in Manchester,
I1. Altogether, the field elect
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When it . P
gets too crowded
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Conrad Hilton...

g | relax with us
at the Sheraton-Blackstone.

Paramount Tetevision, 20th Century-Fox Television and Screen Gems, Inc., are determined to make the
NAB Convention as pleasant as possible for you foot-weary delegates. So we have our hospitality suites in
the Sheraton-Blackstone, just across the street from the Conrad Hilton. Paramount is in the Regency Room,
20th Century-Fox TV is in the Hubbard Room, and Screen Gems is in the Embassy Room. Come on over!
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All networks will follow basic Nex_v Hamp

YEAR’S TOP STORY

from page 68

unit totaled about 260 persons (in-
cluding the 27 precinct reporters,
telephone operators and techni-
cians) plus about 25 from the regu-
lar Huntley-Brinkley Report stall.

Vote data provided by EVA was
fed directly from an RCA Spectra
computer to a visual display board
of the Digital to Video Converter
(DIVCON) first attempted (with
dismal results) in the 1964 general
election, but much improved in
1966. Although the system has
been rebuilt since 1966, to the
viewer, the set in NBC’s studio 8-H
and the display boards themselves
look almost the same as two years
ago.

CBS’s unit for New Hampshire
consisted of one field reporter in
each of the 70 key precincts (most-
ly local citizens mvolved in town
government but with no direct par-
ticipation in the election), about
25 members of the election unit
and 15 trom the regular news stall
in Manchester. This broke down
into three remote crews with a to-
tal ot 17 technicians, plus a pro-
ducer, direcior, trafic controller,
leg man, eight editorial pcople and
Mike Wallace as the on-the-scene
reporter, plus another 10 assorted
clerical or statistical helpers. The
remote equipment, trucked from
New York in one mobile unit, con-
sisted of three cameras, a built-in
control unit and necessary
switching equipment.

CBS in New Hampshire

This 40-man remote team com-
paies to over 100 people CRS sent
in 1964 when the coverage was
anchored in New Hampshire. The
network’s only other pick-ups were
from congressional correspondent
Roger Mudd and White House
correspondent Dan Rather at regu-
lar CBS facilities in Washington.

Data on primary returns in New
Hampshire was handled by the
group of 20 stall statisticians and
clerks. Ten computer programers
hired from a firm calied Intomatics
and six persons supplied by 1BN
fed the information lor projections
into a relatively small 1BM 1130
computer that provides results on
paper print-ougs.

Neither CBS nor ABC is attempt-
ing to use direct visual display of
resuls Jike NBC's DTVCON for the
primary coverage, because hoth are
using relatively small computers
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shire pattern for coverage of primaries

(ABC’s 1s an I1BM 407) that have
limited display drive, plus there is
much less information to rapidly
digest and turn over in the pri-
maries. ““T'here is really no need for
visual display when you have only
one state and two national races to
report in a primary,” says Walter
Phister Jr., ABC’s executive election
producer. “That would really be
overkill.”

As usual Walter Cronkite 1s an-

.chorman of CBS's primary cover-

age, with assistance from Eric Sev-
areid and Joseph Benti on a set in
the network’s West 57th Street
broadcast center in New York City.
The set is little changed from the
one seen in the 1966 election re-
turns.

ABC’s New Hampshire primary
team consisted of 120 members of
the League of Women voters to
man the 60 key precincts (two per
precinct), two camera crews of 15
technicians and production people
with five TV cameras, and 12 edi-
torial workers, plus two on-air cor-
respondents, and one special con-
sultant—Conrad Quimby, editor of
the Derry (N.H.) News—to help
analyze data from NES and the key
precincts.

Decision makers

The information fed by the key
precinct reporters and Quimby to
the New York City studios was dis-
tributed 1o two groups, the deci-
sion and analysis desks (DAD).
Four ABC news staffers manning
the decision desk had the responsi-
bility of trying to decide at the
carliest. moment who the winner
was and his victory percentage.
Nine people on the analysis desk
(including  two  writers)  were
charged with providing the on-air
commentators with explanations of
what happened and why. The en-
tire. New York broadcast comple-
ment in ABC’s TV-2 studio at its
West 66th Street broadcast center
consisted of anchorman Howard K.
Smith, political editor William H.
Lawrence (also on the air), a total
of about 40 editorial personnel (in-
cluding the DAD people), a dozen
clerical workers hired from tem-
porary employment services (o
make calculations for the DAD
stafl, some 30 telephone operitors,
plus messeugers, guards, etc., for a
total of about 60 noneditorial peo-
ple.

Essentially, coverage of all the
primaries will be the smne for each
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network as New Hampshire.

The big technical show, o
course, comes with the conven.
tions, first the Republicans at Mj.
ami Beach starting Aug. 5 and the
Democrats at Chicago starting
Aug. 26. To network convention-
unit heads it must seem as though
there was a nonpartisan conspiracy
in selecting the sites to come up
with the most devilish possible
combination to tax television pro:
ducers: The sites are almost com-
plete opposites in that what one
has as an advantage the other lacks
(eg: Miami Beach will have a shiny
new convention hall with ade
quate lighting for color, but it i§
short on work space; Chicago has
plenty of work space but not
enough light) .

Also there is the major headache
of transferring what amounts to
three complete broadcasting facili
ties almost 2,000 miles in three
weeks.

The conversion to color is the
biggest collective problem in con-
vention coverage. Cameras are big-
ger, heavier, less flexible, more ex-
pensive to operate. (NBC News
Vice President Donald Meaney es-
timates cost ol equipping, operating
and maintaining the color facilities
boosts that part of 1968 costs 40% ||
above those of the 1964 conven- 4
tion operation.) Color requires ¥
bigger crews (officials of the three T

|
|
|

networks estimate technical staff
sizes up 10-12-159 over 1964), and
finally, there still is not enough
color equipment to meet the mas-
sive demands of a convention.

Color-camera parade |
NBC, with RCA’s pioneering &
lead in developing color, will have =
50 color cameras at each conven—:}
tion—plus the five pool cameras &
trained on the speakers rostrum. AtS
one point during the Democrati€ |
convention at Atlantic City iyl
1964, NBC had 73 l)lack-an(l-white-}ll
cameras operating. i
For quality pictures, the colots
cameras require 350 foot candles of
light—two-and-a-half  times that
needed for black and white—with@
wider spectrum of color than 1
conventional light sources.

This is not a problem at Miam
Beach, where plans for the l}e“'
convention hall under constructio
were changed to provide the nec
sary lighting. But in Chicago. U
whole Amphitheater is being
wired and relighted. The

i ——
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shis will generate so much heat
| at the air conditioning system
50 must be rebuilt. (The aty ol
\aicago, the Democrats and the
‘mphitheater owner are sharing
e cost of the new air condition-
' g, but as of this writing, 1t stiil
asn’'t decided who would pay tor
& new lighting.)
“Conventions are always the
woving grounds for iechnology,”
/s Robert Wussler, CBS execu-
ie producer and director of the
itwork’s special events unit. “The
snerations in development are
‘out four years long, so that with
ch convention you go into anoth-
generation. And it’s so big, so
mplex and so expensive that it’s
le the space program.
“‘It's particularly rough for us
id ABC because from an oper-
onal standpoint we came into
lor practically overnight in the
ammer of 1965. We've never done
s big an operation in color be-
- ”

Waussler adds: “Big new low-light
¢el and long-lens cameras are
ing worked on and there are all
ads of developments every day ot
k week. We're keeping all our
tions on them open and if any-
Ing develops, the delivery time is
ly two to three months, so we
n't have to make final equip-
'nt decisions until May.”

slor portables

Both CBS and NBC will use new
crdless portable color cameras at
e conventions for the first time
wst as the black-and-white
‘reepie-peepies” were introduced
1 the floor at the 1964 conven-
ms) . NBC will have four of the
“fan-Pack” cameras developed by
CA’s Astro-Electronics Division.
RCA  points out that the
»pound units, which will be han-
ed by two-man teams at the con-
mtions, are small enough to he
rried by an astronaut exploring

e moon. They can operate, com-

. etely self-contained, up to a mile
* vay from any base station, depend.-
* g upon the terrain.)

CBS'’s portable camera, developed
Ly CBS Laboratories, is so new
#1at no one from the election unit

# w one until last month. Details
~ ‘e still under wraps, but presuma-

“ly it is comparable to the RCA
it in size and operating capacity.
BS plans to have at least a pair of
1em.

ABC will use a pair of the
0-pound Ampex portable cameras
Jat it used for sideline coverage of
Hotball games this past season.
| Altogether, of its 50 cameras at

Miami and Chicago, NBC will put
16 color cameras inside the conven-
tion halls (in addition to the five
cameras it will provide for the pool
leed 1n Miami and that CBS will
provide in Chicago). The f{our
NBC minicameras will be used ex-
clusively on the convention floors.
‘The other cameras will be in four
big mobile units (each with four
cameras) and two smaller rolling
vans.

At least one of the big mobile
units will be at the ofhicial conven-
tion hotels (Fountainbleau in Mi-
ami Beach, Conrad Hilton in Chica-
go) . A fifth major semi-mobile unit,
which will be set up at the conven-
tion hotels, is a group of packages—
set of four cameras, a switcher and
transmitter—rented by NBC trom
Reeves Sound Studios in New
York. The other big mobile units
will be stationed at the headquar-
ters of the major candidates or
other likely news sites. The two
rolling units (which will have both
stationary cameras and cable-
connected portable cameras) will
be sent to the airports for arrivals
or tor coverage of breaking news
events around the convention cit-
ies.
CBS will use a total of 70
cameras (plus the pool cameras),
209, of them rented. Ten will be
set up inside each convention
arena. Another 10 will be spotted
around the grounds. The other 50
will be deployed in about the same
way as NBC’s: at the convention
hotels, candidates’ headquarters
and in rolling mobile units.

ABC plans film use

ABC, through a combination of
more limited resources and the fact
that it will not need as much live
coverage as the other two net-
works, will rely heavily on film
cameras. It will have 30 cameras in
each city—I18 television color units
and 12 film cameras. Six electronic
color cameras will be in the Miami
convention hall (not counting pool
cameras), and two will be in the
Chicago convention hall. The oth-
er color television cameras will be
deployed at the convention hotels,
candidates’ headquarters, etc.
Three of the television cameras
will be cable portables (in addition
to the two Ampex self-contained
portables), and will be used on the
convention floor and in the two
rolling mobile units to be used in
Miami and the one rolling mobile
unit to be used in Chicago. (This is
in addition to a stationary mobile
unit to be used at the convention
lotel in each city.)

Miami offers advantages for tele-
vision. It is flat, open, and has low
buildings. This will provide free-
dom of movement and clear sight
lines for microwave relay from re-
mote locations. In both cities, the
mobile units will be manned ex-
cept in the early-morning hours
(and even then it breaking news is
expected). Units can be on the
scene and operating in the time it
takes to drive to a news sight, and
unload the gear if there is a cable
drop or a sight line to a microwave
tower.

NBC’s Meaney notes: “Miami is
very television- and color-minded.
It's a good picture location, with
good scenery and a new look for
political activity.”

On the other hand, there are
additional problems and expenses
in piping such huge chunks of net-
work coverage out ot the Florida
city. Chicago is on the networks’
“round robin,” the loop of tele-
phone connections that link Chica-
go, New York, Washington and
major cities in between. The con-

vention coverage can be hooked
directly into the network from
there.

Network lines

In Miami, however, the pro-
graming will have to be sent to
New York for relay into the net-
works—and at present there aren’t
enough north-bound lines out of
Miami. Although a number ot
space shots have been fed out of
Florida without losing a circuit,
they were short-duration projects
that were arranged by reshuffling

existing network and message
traffic for a day or two.
Installation of each network's

north-bound video line is costing
between $25,000 and $30,000 (this
is in addition to the telephone
company's charge of §$1,200 or
more an hour lor their use). It 1s
costing another $6,000 for installa-
tion of each north-bound audio
line.

In addition, to hook the Miami
Beach coverage up with the tele.
phone company’s facilities for relay
from Miami itself, a microwave
relay tower is being built and lines
are being laid under the inland
waterway separating the two cities,
along with the installation of exten-
sive permanent cables-under Miami
Beach’s main drag.

ABC, which will have the small-
est expenses because of its cur-
tailed broadcasting time, calculates
that its line charges will average
about $300,000 per convention.

Because of the lack of origina-
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Because of Miami space shortage, much network gear will be in vans on parking lots

YEAR’S TOP STORY

from page 71

tion facilities and the relay ol the
feed to New York, more room is
needed in Miami for technical
equipment, but the Miami hall is
short of work space.

The thrce networks asked for a
total of 108,000 square feet of floor-
space in Miami where they need
space lor extra equipment not
needed in Chicago, where each has
an owned station. They got 15,000
each. In Chicago cach is happy
with 7,000 square feet inside the
Amphitheater. Substantial chunks
of space also had to be left at each
convention site ftor the Public
Broadcast Laboratory, the radio
and television independents and
Mutual Broadcasting  System,
which is handling the radio pool.
In Chicago, the networks also have
substantially more working space
at the convention hotel.

In Miami Beach, ABC is taking
some of its working space in the
old convention hall next to the
new one and keeping much of its
electronic equipment such as the
tape machines and the master-
control-room complex in a scries ol
modular units in trailers cabled
together in a parking lot.

Parking-lot control

CBS 1s taking its Miami Beach
space about evenly divided be-
tween the new and old buildings-
and still that’s room for only about
half of its set-up, so everything else
will be in the parking lot, on
wheels. NBC will use only the new
building, with all ity equipment,
including the pool control room,
outside in trailers.

But the trailer situation is one ol
the tew enlorced blessings ol the
convention coverage: It not only
solves the Miami  Beach  space
problem but two others of getting
to Chicago and into the Amphithe-
ater there.

“We're going to just unplug ev-
rything and drive it to Chicago,”
says NBC's Meaney. "¢ saves time
in setting up as well as solving
transport problems.”

ANl three networks are planning
on a fourday Miami Beach con-
vention closing on ‘Thursday night.
“I i rons into Friday or Satur-
day, we'll have fits,” says CBS's
Wussler.  Jollowing  coverage of
any specches by the new nominee
and other clean-up work, the net
works will begin  tearing  down
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their equipment on Friday night.
NBC even hopes to start some of
its trucks rolling out of town on
Friday. CBS expects to have every-
thing packed by Sunday and its
vans moving that night. ABC has
contracted with a trucking compa-
ny that has guaranteed Chicago
detivery within 48 hours of leaving
Miami.

The networks hope to have ev:
erything in Chicago by the follow-
ing Wednesday to begin setting up.
Here’s where things get tricky
again because they all want to get
completely in place within two
weeks, to have everything at full

ready at least one week before the

convention.

Modular gear

This will take a good deal of
overtime and collaboration among
the three networks. “It's going to
be tricky just co-operating getting
through  the doorways,” says
Waussler. The construction of much
equipment in modules on vans is a
second help in setting up, because
normally it would take 10 weeks of
preparation in the hall. Because of
a previously scheduled Chicago
Housewares Show (which closes
July 19 in the hall) the networks
will have the Amphitheater for
only halt the advance time they
would like. However, much time
will be saved with the modular
units, which need only be recabled

together.
The editorial problems pre-
sented in  coverage of the two

conventions are not appreciably
different. It first seemed there’d be
more candidates to physically cover
in Miami because there’d be more
of a contest for the nomination. But
Chicago no longer looks to be the
uncontested coronation for LB]J
that it once seemed. And in addi-
tion to its rejuvenation as a politi-
cal attraction everyone is making
preparations to cover the threat-
ened demonstrations there. (“h
could he World War III therve,”
sayes one news executive.) While
all of the networks echo Waussler’s
emphasis that “we don’t want to be
the cause of a riot, and we won't
put our cameras where there's any
chance they could start something,”
all also stress they will be ready for
anv disturbances.

‘Lo man the conventions, CBS
will take about 700 people, 809 of
them from New York, most of the
rest from Washington and Los An-
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geles. About 250 of these will
technical; 250 editorial and on-aig
the other 200 production peopl
secretaries, etc. This is up abo
129,-159, from 1964 and CB
claims that the 25-man team
correspondents in the conventio
cities will be the largest such ling
up ever to cover a presidential co
vention.

Walter Cronkite will again serv
as anchor man, aided by congre
sional correspondent Roger Mud
and national correspondent Er
Sevareid in a studio just off t
convention floor. Corresponde
Harry Reasoner will be statione
at the speaker’s platform, whil
Mike Wallace will head anothe
team including  correspondent
Martin Agronsky, Nelson Benton
John Hart, Charles Kuralt, Ike
Pappas, Hughes Rudd and Bil
Stout on the convention floor and
in surrounding areas.

In addition, the network has
hired a somewhat odd couple
special newsmen—author Theg
dore H. White as a special politic
consultant and humorist Art Bucl
wald as a “very special correspo
dent.”

Gavel-to-gavel, plus
Both NBC’s and CBS’s coverag
will not only span the full convel
tion but extend to such preconve
tion activity as platform committe
meetings (for the Democrats star
ing in Washington three days be
fore the Chicago convention), at
vivals, caucuses, any especial
newsworthy committee meeting
(c.g. the Democrats’ credentia
committee sessions are expected 10
be stormy). Both NBC and CB
will start their coverage of ca
convention evening at 7:30 p.m.
NBC will have 750 persons
each convention, with the perce
tage breakdowns about the same
CBS. Huntley-Brinkley will agai
anchor for the network, supp
mented by Frank McGee ant
probably, Sander Vanocur. In a
dition to the full news coverag
NBC's Today Show will broadca
for the week of each conventio
from the Fountainebleau Garde
in Miami and the lobby of t
Conrad Iilton in Chicago=
stretching the network’s devolld
to gavel-to-gavel coverage [romt
hreakfast to bedtime. X
For its big experiment in edi
coverage, ABC will wse almost th
same munber of people at the ¢
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Tom Capra interviewing one of the many Sacramento area
servicemen in Vietnam.
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hink you’ve started a sort of ‘improving-the-morale-&-encouraging-

2-loved-ones-of-servicemen-in-Vietnam Club’”’
T. E. JONES

Thank you letters. Not the polite kind. But selves felt about the war, so as to make the ® PP
the kind that come from the heart. Thou-  war more personal, more immediate and KOTV, Tulsa WISH.TV, Indianapolis
sands of them came in response to our more meaningful to our local television KHOU-TV, Houston -WANE-TV, Fort Wayne
filmed Vietnam interviews with servicemen viewers.
|88 from the Corinthian markets. Their letters tell us that we did v CORINTHIAN
We sent crack teams to Southeast Asia our job. W Responsibility in Broadcasting
Represented by H-R/Corinthian Sales,

to find out how local fighting men them-
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Gavel-to-gavel coverage doesn’t require much editing, but critical eye will be on ABC

YEAR'S TOP STORY

from page 72

ventions as in previous years. “\We
need just as many people to cover
things as ever—the only diflerence
is in deciding how much of it to
use,” says Robert Sammon, ABC
News director ol operations.

This means about 500 network
people in Miami and 400 in Chica-
go, plus another 50 local messen-
gers, guards and telephone opera-
tors at each site. About 200 of these
will be editorial employes, mostly
irom New York, with a few pulled
in from Washington, Chicago and
I.os Angeles.

There will be between 25 and 50
fewer technical people at the con-
ventions than ABC used four years
ago. There will he 16 principal
on-air correspondents with Howard
K. Smith as anchorman backed up
by William H. Lawrence, Frank
Reynolds. Tohn Scali and Joseph C.
Harsch. There will be 10 or 15 re-
serve correspondents. with ABC
depending on some heln from affili-
ates because of their knowledge of
local issues and ties to-delegates.

Because of the nature of the cov-
erage, ABC will expand the size of
its film crews (more than 259, over
1964) and its editorial assignment
and desk personnel (a little less
than 259,) . “You don’t need much
editing in gavel-to-gavel coverage,”
says executive producer Pfister.
“But if you're boiling down the
events of the dav, you have to be
sure you have the right ones.” His
hoss, Sammon, notes somewhat om-
inously: “They have to perform
because there will be a lot more
critical attention paid to the show
since it is a departure.”

ABC’s film lab

To handle the footage shot for
each night’s broadcast, ABC will
take its own film processor to Mi-
ami, and probably also Chicago, al-
though color-lab facilities are bet-
ter there. Film can be shot up to
within an hour of air time. The
live crews will have to remain on
duty throughout the proceedings,
even if they aren’t being used be-
cause the network plans to cut live
into any regular programing when-
ever there’'s what Pfister describes
as “any dramatic time.” The 90-
minute nightly show also will be al-
lowed to run over indefinitely if
news, such as a roll-call vote is
hreaking. In addition to the night-
ly show and live cust-ins, the net-

FELEVISION MAGAZINE

work will broadcast special pre-
clection programs the Saturday
and Sunday betore the opening ot
cach convention (7:30-8:30 p.m.
Aug 3 and Aug. 24 and 10:30-1]
pm, Aug. 4 and Aug. 25). Also the
regular Sunday afternoon Issues
and Answers will originate from
the respective convention citics on
the Sunday before each opens.

Once the closing gavel sounds on
the Democratic convention (pre-
sumably on Aug. 29), it’s all down
hill for the election units. Of
course there will be the campaign-
ing and speech making to cover
and a few pre-election specials, but
the last act in the three-part elec-
tion drama is a bit anticlimactic
from a production standpoint. The
basic plan of action will have heen
walked through in the primaries.
The big multimillion dollar spec-
tacular conventions have been
staged. All that’s left for Nov. 5 is
counting up the returns. And that,
in the words of Sammon, “is just
the New Hampshire pattern multi-
plied 51 times and complicated.”
Instead of two major races, there
are 51 different ones for President
for 435 House seats, and for some
108 other races including Senate
seats and governorships. Instead of
New Hampshire’s 302 precincts
there are 170,000. NES covers more
than 130,000 of them.

Morve keys

Instead of the 60 key precincts it
had in New Hampshire, ABC will
have 3,000 nationally. NBC will
have almost 3,000 keys instead of
27 in New Hampshire, plus about
2,000 tag precincts. CBS will have
almost 5000 key precincts com-
pared to its 70 in New Hampshire.
In each case the key precincts are
further divided into national and
state kevs.

The House races are particularly
important this vear because they
are related to what news executives
from all three networks fear could
be a major monkey wrench disruot-
ing the otherwise smooth machine
of election coverage: the candidacy
of Alabama’s George Wallace
could prevent either major-party
candidate from getting a clear ma-
jority of electoral votes. If this
should happen the President
would be determined by the House
of Representatives with each state
having one vote.

To be prepared for such an
eventuality all three networks are

doing extensive research on pas
three-way races and feeding thei
computer memory  banks  ac
cordingly.

The gencral clection night pro-
vides the computers’ big moment

in the television spotlight. This

year they are higger and faster than

ever; machines known as third gen:
eration as opposed to second-gener-

ation computers in 1964. They will i
have space for storing much more

information and using it to per
form thousands of functions at the
same time.

NBC will use the same matched
pair of RCA Spectra computers
that it used in the primaries. (Each
network uses a matched pair of
computers, the second one for back-
up in case something goes wrong.)
Direct visual displays from the com-
puters and the tote boards and sets
in its studio 8-H will look little
changed from 1966.

Computer hassle

CBS and ABC are opposed on
the computer question. CBS is
making a major effort to catch up
to RCA in computer-display novel-
tv. ABC is all but abandoning the
contest.

For the general-election night,
CBS will use a pair of IBM series
360, model 65 computers (the
firm's third largest model) that
will feed into a set of IBM 2250
and 2260 screen retrieval display
devices for direct showing on the
air. This will be the first presiden-
tial election in which CBS tries to
put the computer results directly
on the air, although it did attempt
to photograph an IBM 2260 screen
(its “Victorv Graph”) in the 1966

election with less than successful®

results. (“We wished we hadn't
even thought about it.” admits pro-
ducer Chandler.) Maintaining that

IBM “has done a lot of work on

displays in the past year and a
half,” Chandler insists that new
letter sets and other graphic
devices will make the direct dis:
plays this time ‘“extremely attrac
tive.”

ABC maintains that computer
displav devices are all a bunch of
Ruck Rogers gimmickrv. “We read
the publicity from 1966 and then
went back and watched the video
tapes,” Thompson says. “We're not
convinced at this point whether
computer graphics are really valu:
able as a tool. It may be excitin
for science-fiction buffs, but we fin

| |
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. e can handle material better and
ister by not printing directly on
te screen. Plus it’s hard to read.
(ur basic purpose is to communi-
1ite. If you have to squint, some-
Ixly’s not doing the job.”
‘Thompson’s boss, Sammon, goes
en further, questioning the
hole infatuation with computer-
s2:d election coverage in the past
‘w years, even though ABC is
redited with having beaten both
‘BS and NBC in the number of
wcontested first calls in the 1966
i2ction, with 11 governors and 15
nators. Of course it also had the
rgest number of wrong calls, sev-

governors and one House seat.
“Computer sounds like a magic
>rd—it’s that robot image,” Sam-
on says. “But computers are only
tool. The decisions are made by
rople. Four to eight years ago the
e of computers was news and
:tworks exploited it. But people
en’t interested in tools now.
hey're interest in the results.”
Of course the reason for this
BC attitude may be that the net-
ork will not use direct visual dis-
jays and unlike 1964, when it bor-
wed a pair of Burroughs com-
iters, it has to rent a pair of IBM
ymputers in Paramus, N.T, from
iternational Telephone & Tele-
aph Co. (CBS maintains it still
:ts its computers from IBM free in
sturn for the publicity, although
BC disputes this, and NBC has
te advantage of its in-the-family
slationship with RCA.)

light physical change

In staffing election night. ABC
ill triple the size of its DAD staff
rom the primaries, use some 6,000
1embers of the League of Women
"oters to double-team each kev pre-
inct, use about 100 analysts and
ssistants in breaking down state
esults, hire about 150 extra data
rocessors to sort the overlapping
lata (eg: New York state results,
Jew York state results as part of
he northeast block of states, New
(ork City results in comparison to
sther northeast cities and as part of
he national urban vote) .

Physicallv. ABC will change the
iet of its New York studios TV-1
ind TV-2 slichtly from 1964. In-
' stead of dividing the country into
- four geographic regions with a sep-
~ arate bay and commentator for
- each, only two bavs and commenta-
tors will be used this time, but with
a separate control room for each.

Because of the vote pattern and
flow the returns always come in
consecutive order—East first, then
iSouth, Midwest and West—so two

i

men can easily handle the com-
mentary,” says producer Daryl
Griffin. “Cutting down the bays
should make the mechanical pro-
duction easier and a little smoother
this time.”

In addition to its studio setup,
ABC is planning to have about 30
cameras for remote locations—a
few more than in 1964—for such
standard things as the presidential
and vice presidential candidate lo-
cations, national headquarters of
the two parties, key gubernatorial
and senatorial candidates, etc.

CBS will have a working election
night staff of slightly over 300—not
counting NES personnel, the 5,000
precinct reporters and some 160
telephone operators. This also is a
slight increase over 1964. It will
use about a dozen cameras and
three control rooms in its studio,
plus 25 to 30 remotes. It will look
much the same as 1964.

NBC’s studio set up will look
unchanged from 1964 and the op-
eration will be virtually the same:
some 450 people on the New York
City election night staff, at least 10
cameras for remotes.

The networks plan to go on the
air at 7:30 p.m. Nov. 5 for continu-
ous election coverage, with five
minutes at the half hour and
10-minutes on or before the hour
for local reports bv affiliates.

When the multimillion dollar
army of personnel and mountains
of equipment end their labors in
the early hours of Nov. 6. they will
have brought forth a President—or,
if, not, a blood-letting assignment
for the House. END

OLYMPIC PAY-OFF
from page 55
lom, distances of 300 to 400 yards.

All of this activity was fed into
the center in Grenoble where it
was edited into an hour program
for a 12:30 a.m. satellite feed to
New York where it was 6:30 p.m.
EST. ABC in New York taped this
and inserted the commercials.

That was on a normal day, Feb.
10 to be exact. There were days
that were far worse. But Howard,
who by now has caught up on his
sleep, hasn’t lost any of his enthusi-
asm for the Olympics. He’s looking
forward to Mexico City, which he
notes is “two hours the right way
while France was six hours the
wrong way.”

By that he means that a 6:30
p.m. event can be beamed out of
New York “live/live.” Moreover. as
Olympic sites go, Mexico City
provides fewer time lags than
Innsbruck did in 1964 (winter, cov-

ered by ABC) or Tokyo did that
year (summer, covered by NBC).
And it will be better than the 1972
Olympics, which will originate in
the northern Japanese ity of Sap-
poro (winter) and the southern
German city of Munich (summer) .

In Mexico City, ABC engineers
and sports specialists will join with
Japanese and Mexican teams to
form a pool coverage. But ABC,
for reasons unashamedly chauvinis-
tic and partly technical, is doing its
own private coverage of all track
and field events. About the only
major pool coverage 1t will use will
be of boxing and basketball. But it
has arranged things so that ABC
people will handle the pool for
those events.

The network won’t have a satel-
lite problem south of the border
because sound and image will be
transmitted via microwave—the
same signal by two routes in case ol
a breakdown—to Laredo, Tex.,
and El Paso. From one of those
points ATRT will deliver the sig-
nal to New York.

Bicycles by satellite

If representatives of Eurovision
or Intervision want to get coverage
of Dbicycle races or soccer (both
very big on the continent) they
can lease land lines to Andover,
Me., and send it by satellite. Or
they can fly a tape in and local an-
nouncers can describe the action.

The issue of so-called chauvin-
ism arises in the way ABC some-
times covered the Winter Olympics
and in the way it will cover the
Summer Olympics. Howard is con-
vinced that at no time did ABC
distort coverage to concentrate on
say an eighth-place American. But
he agrees that ABC did try to pay
extra attention to American com-
petitors. And he thinks that’s nor-
mal because ABC’s was shooting
for American audiences.

With present arrangements in
Mexico City he feels the network
will avoid the situation NBC
suffered from in Japan in 1964
where it had to take the coverage
provided by the Japanese. At one
time the coverage was so rigorously
nonpartisan, he says, that the
cameras stayed on the leader in the
women's breast stroke, a Russian
with an absolutely commanding
lead, and ignored an exciting bat-
tle for second place.

Millions of sports-minded Amer-
icans, thousands of superbly
trained athletes and the unfriendly
ghost of Montezuma are waiting
impatiently for the opening cere-
monies on Oct. 12. END
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A common complaint 1s that computers can swamp humans with too much information

COMPUTERS AND TV
from poge 12
buy, with appropriate duplicates
lor others. Orders for piggybacks
are coded so that the machine
turns out two bhuy sheets, one lor
the other account in the piggyback.
In Spot/Col the computer also
turns out a weekly report that
shows the acuivity projected for
each account for each week ol the
year on each station, so that the
client can take best advantage ol
discount situations. A third lcature
of Spot/Col is cross-tabulations,
producing any combination of the
stored data that agency or client
mav desire. It may be quickly ascer-
tained, flor example, how many
spots have been scheduled for a
given day-part, or what commercial
lengths have been ordered, or what
the dollar flow is for any given
week, hiow many spots are available
for piggybacking in a given mar
ket, or how many spots lall above
or bhelow a given rating level.

Spot/Col tested

There have been conllicting re-
ports among other agencies and
reps  about  how  extensively
Spot/Col has been used and how
eifectively it has worked. Some reps
who have participated in tests.
TwXing into the computer
confirmations of orders placed by
Spot ‘Col clients, contend it was
never used for more than f{our
clients at a time and. that when 2]l
the buyers at all the agencies for
traffic clients started in-putting, the
trafic became so heavy that reps
trying to transmit a confirmation
would get a busy signal for hours
on end (hence (he salesman who
returned to explain that “we didn’y
bave time” to run the confirmation
nto the computer)

Y&R, however, says Spot/Col js
being used “in varying degrees for
all our clienrs.” Ostvow savs it's
heing used for all the spot TV buy-
ing for C.eneral Joods “and a few
others,” for the Y&R portion of
other acconnts and lor “somewhen
in between” for the resr. ile aq
knowledges that there are ques.
tions about the pare involving sta-
Lion-rep  participation  and  that
“we're still up in the »ir” as fo
whether reps shoubd  participate,
dthough he says Lests are continu-
ing with u few reps. e tends o
think, however, thar "nothing can
heat  ovirthe-phone  confirma.
tions,” and also points ont tha
there's a question as io whether

TPLEVISION MAGAZINT,

reps, rather than the agency,
should in-put data bearing on the
value ol a buy. “Not,” he adds,
“that we don’t trust them . ...”
BBDO, which broke the com-
puter ice in advertising with the
announcement of its “Mediamet-
rics” media-selection model in the
fall of 1961, is currently putting
the polishing touches on a new
lincar-prograning  system  (LP-11)
that officials say will handle several
things the original did not, such as

“reach, frequency, seasonality and

scheduling. The agency doesn’t
talk much about its computer work,
but Edward Papazian, vice pres-
ident, planning and services, says it
isn’t because they aren’t doing
much. “We have more planning
options  [with computers] than
nmost agencies,” he asserts.

Ie also [ecls that working with
computers—BBDO’s is a Honey-
well—has been an educational ex-
perience. teaching media people to
think more precisely in assessing
the relative importance ol the fac-
tors that go into media decisions; as
well as providing “a very valuable
guide in planning.” e notes that
BBDO's  original  Mediametrics
model is still available for use, that
the new LP-Il will be used lor
wost BBDO chents and that the
agency also uses its own and out-
side computers lor such valuable
things as reach-and-frequency stud-
ies, ranking ol media and preseason
predictions of network audiences.

A woderate’s vicw

Grey Advertsing, a COMPASS
and COUSIN member, takes a
moderate attitude toward the ma-
hine. “Tt's great for what it can
do,” says Al Achenbauwm, vice pres-
wdent and  director of  marketing
services, but in his view there's a
lot it cannot do because the data to
feed it isn’t always trustworthy.

Grey, cuvrently awaiting delivery
of its second computer, got ies first
one, an RGA Spectra, alter paving
computer service bureaus §150,000
a year for research. Achenbawn
isn’L keem on ehe way service bu
reaus were useill in che early days,
“We were supposed (o wget stulf
back laster, cheaper and more ac-
curate,” he says, “but this was not
the case with ns or practically any-
one clse | know. Masi of us gener

ated a lor more dita than w
wanted or needed. T'he cost per

rmuntber was down, but the cost per
cllective number was not.”
T he volmninous ougput of conr

www americanradiohistorvy com

puters is a common complaint.
can swamp you 1n five minute
says one expert. Another, closer
the management than the med
side, sees it as a make-work ma
facturer to boot: “You have tk
computer, and it costs so much ¢t
you have to keep it busy, so yo
make up things for it to do, a
then its print-out is so fast ar
furious you have to hire extra pe
ple to handle all the output—me
of it stuff you never would ha
bothered with if you didn’t ha
the computer.”

One of the gags going aroun
some time back was about a ne
computer program that was alme
miraculous—it  transmitted ¢
print-out directly to the pape
shredder, so no one would eve
have to read it. Burnett’s Bani
however, thinks his agency is abeu
to get the problem under contro
They're working on a concep
that—seriously—will have the co
puter Dby-pass the intermedia
steps, so lar as print-out is cor
cerned, and produce instead a pag
or two of paper that will say, 1
eflect: “This is what you wanted ¢
know. There is other information
can give you il you ask me for i
but this is the best answer to you
question.”

Volume vs. quality

What worries Achenbaum now
not so much the volume of dat
coming out of the computer as tl
quality of some ol the data th
coes in. He doesn’t think marke
data is as good as it should be, an
he’s especially concerned abo
many ol the qualitative judgment
that have to be made aud €
pressed mathematically. For th
reason he's not prep;lre(l to use th
COMPASS model for media selet
cion, though he says “we contin
to experiment and hope eventuall
w make it largely operational.”

Meanwhile, Grey has developés
an integraced  svstem-—short
media selecrion—thac it expects
have fully operational by midyes
The agency got its own compite
Lo operare primarily in resear
wiedia  planning  and  accountin
and media (accounting at Grey i
cludes  estimating) . Among W
media-planning funceions it's bei
used for ave analyses of initra-me
material,  reach-and-frequency
alvsig, matching demographics
the like. Aclienbaun’s advice:
sign g sophisticated computer sy
rem, but implement 1he easiest p
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The sweep of the RCA TK-43 color cameras on this large set for a furniture
commercial brings out every selling nuance in the scene. ‘““How the Record-
Go-Round replaces old-fashioned clutter' is a story well told.

We put a kick in our commercials
with RCA TK-43’s!. rpictures are the sharpest,

colors more vivid, skin tones most natural.

With two mobile units and four TK-43 color cam-
eras always ready to take off to points unknown
at a moment’s notice, LewRon Television, Inc.
makes quality with mobility the keynote of their
color television production service. In their own

words they ‘“do anything, go anywhere, with the
finest of studio equipment.”

The two vans house the complete production
system—cameras, control, switching, monitoring
and taping. Their RCA color cameras produce the
finest studio quality pictures, under all conditions
—whether on location in hot sands of California or
in air-conditioned studios of the East.

“The RCA TK-43 color cameras provide the kind
of pictures that sell on sight,”” says Ron Spangler,
president of LewRon. “Once we get oriented on a
job, we know it will be a success . . . colors aré
more vivid . . . skin tones are the way skin really
looks . . . pictures consistently sharp. Our clients

like the believability and freshness these cameras |

give their commercials."

You don’t have to go as far as LewRon goes to proveé
the superiority of RCA color cameras! Ask your Broad:

cast Representative to fill you in-on other users. Or |

write RCA Broadcast and Television Equipment, Build- j
ing 15-5, Camden, N.J. 08102.

|
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The *magical disappearances of King Syrup at the breakfast table’ is faithfully
depicted by the TK-43 cameras. Only the hands and the product are seen in the fin-
ished commercial, so natural colors—from fingers to golden brown syrup—are a must.

PRy

i

e 1

Remote color pickups on tape—com-
mercials, sports events and local
performances of any type are han-
dled from this color control center.

The two big mobile television vans which LewRon provides for
on-location commercials contain a complete production facility.

Form 3J5230-C]|
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H ow do major companies like

these gain world focus

on their image and news?

By reaching the newsmen

who in turn reach the world—

the newsmen of electronic
journalism. And how to reach
these newsmen? Through

their most relied upon sources,
BROADCASTING and TELEVISION.

Both publications are

universally recognized by
advertiser and reader alike
as the Businessweekly and
the Meaningful Monthly in
the world of broadcasting.

5 27777/

(-4
=
:

write for complete ilst
Broadcasting Publications Inc., 1735 DeSales St.; N.W., Washington, D.C. 20036.

WWW americanradiohistorv com
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:rI;JbchTs MIDAS is designed to help decision-making not to develop ‘computer plans’

IMPUTERS AND TV

)t page 76

ais first, then refine and move
the more difficult areas as you

ie Interpublic Group ot Com-
es has a division, called
)AS (an abbreviated acronym
t Marketing Communications In-
sment Decision Analysis  Sys-
), that for a long time was

so secret that a Broadcasting
nazine reporter who chanced
1 it in 1966 was promptly es-
1:d to the manager’s office and
iefed as it he had trespassed at
CIAL

wof hding

‘he MIDAS people arc morc
>oken now. Marion Harper
in an interview held before
published shortly alter he was
sed as head of Interpublic, de-
ned it in some detail. The inter-
appeared in the November-
'mber 1967 issue ot the Colum-
Journal of World Business. In
arper, a man not likely to have
ten  Volkswagen's  ““Think
11" ad, said in part:
Ne are pursuing a highly ambi-
s, almost revolutionary goal: a
'kup of the U. S. and Europe in
operations-research-mathemat-
scomputer system which will
bly  two  things—the systcms
lysis we are trying to develop
the three-billion figures of
dia information that are re-
ied each year. Our company
been trying to master the
ichanization of this data since
), and the goal is about to be
ched. And where gaps in the

1 exist—for example, individual

ion ratings that are unpub-
sed—the system will fill them
i pugh mathematical projection.

Moreover, this data bank will

dude not merely media statistics,

all of the relevant demograph-
ind market data that we can get

«d of. We hope soon to be able

set out this marketing data for

1 U. S. on a county-by-county

is.”

Well, now, this system—in which
‘.erpublic has invested over $6
‘llion, according to Mr. Harper—
‘es indeed have a lot of data in i1,
“d on a county-by-county basis.

vid Silverstone, MIDAS's
' [e president, says it has over 150
2Is  of magnetic tape full

" information, plus data on cards
~d disks, and uses an array of 25
- eces of hardware and still farms

some ol its work out to service bu-
reaus.

The demographic data include
population, income, retail sales, la-
bor-force, education and a muld-
tude ol other details down to how
each county voted in the last three
presidential elections. (Jack Tink-
er & Partners, an Interpublic agen-
cy, handled New York Governor
Nelson  Rocketfeller’s  successful
1966 campaign for re-election, and
who's to say this voter data might
not conte in handy again?)

MIDAS models and systems in-
clude one for audits that shows,
among other things. how many
gross rating points—the client’s or
his competitors'—were delivered by
county; ARBAR, a merger of
American Research Bureau ratings
with Broadcast Advertisers Re-
ports’ dollar estimates to measure
compctitive pressures [rom nel-
work, spot or both, to cxanune
cost-per-thousand efhciency on a
compatible basis and to cxamine
demographics, also market-by-mar-
ket; NETBAL, which 1s short-
hand for “network bhalancing” and
which according to Silverstone will
find the most nearly optimum
scheduling for each brand ol an
advertiser with, say, 15 dillerent
brands secking 15 dilterent target
audiences; a simulation of the U.
S. population and a measure of its
media-exposure  patterns against
which campaign plans can  be
tested or from which, with a varia-
tion called FAST  (Frequency
Aimed  Selection  Technique),
media schiedules can be selected
that develop “focused Irequency
against each of the key target

"
groups.
Linear programing

MIDAS also has “LP Modifica-
tion,” described by Silverstone as a
variation of linear programing
that, if an advertiser wants to deliv-
er, say, $3 worth of raiing points
in one county, $7.50 in another
and only 50 cents worth in a third,
will work it all out, right down to
how many rating points to buy on
each station.

The simulation program, called
SCANS (for Schedule Analyzer by
Simulation), is an artifical sample
of some 4,000 adults with demo-
sraphics—and with MIDAS officials’
best estimates of their exposure to
more than 65 magazines and 150
network TV programs—to match
those of the U. S. population as a
whole. It can be used, Silverstone

waww americanradiohistaory. caom

says, to analyze media plans belore
or atter theyre executed,

In one case he reported that a
MIDAS system was used to increase
the desired reach ot a campaign at
a saving of $225,000, about one-
tenth of the budget, by juggling
print insertions and reducing
them, in total, from 64 to 53. An-
other time it saved an advertiser
$273,000, again over a tenth of his
budgcet, by reclistributing his media
allocations.

In the MIDAS operations the
computer does not, however, nor-
mally specity which station to buy,
although it does so in “limited situ-
ations,” according to Silierstone.
Nor is MIDAS an integral part of
media planning. In some situa-
tions, lie explains, it’s not necded.
The emphasis throughout is not so
much on “computer plans” as on
“developing information to help
decision-making.”

Share the wealth

In  his published interview
Marion Harper oftered to share the
MIDAS computer bank—the data
that’s factual, published informa-
tion generally available to anyone,
not the competitive material—with
other agencies and presumably ad-
vertisers and media under what he
said might be ‘‘a tripartite gover-
nance.” Silverstone says some ex-
ploratory steps have already been
taken in that direction, trying to
find out to what extent other com-
panies might be willing 1o accept
the MIDAS material, but he ac-
knowledges that in matters of this
kind there is always a problem in
convincing others that the material
is scientifically based and noncom-
petitive so that they don’t have lo
go through all the years and dol-
lars required to duplicate it in
their own shops.

Most agency officials will admit
privately if not publicly that their
progress with the computer has not
been as fast as expected. At Ted
Bates & Co., Sam B. Vitt, senior
vice president and executive direc-
tor of the media-program depart-
ment, says [rankly: “If we were com-
pletelv candid, we would doubt-
less discover very little progress
—if any—has been accomplished in
the more sophisticated areas of
media.”

But, he says, “working with the
computer is a little like mining
gold—a disproportionate amount
of hard work. is necessary before
you find a nugget, but enough nug-
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COMPUTERS AND TV
from page 81

gets have been turned up to sug-
gest that even in the face of a
ceriain  disappointment with the
computer’'s slow progress there is
little question that its promise
burns as brightly as cver. The val-
ue is there, but much further down
the road than anticipated.”

Vitt seces considerable progress
m less sophisticated areas: “For
example, the computer is permit-
ting quicker recaps and analysis ol
spot-broacdcast purchases, Irequent-
ly not feasible in the past. This
produces a report card on how
goals are being met, and it is avail-
able quick enough to do something
about it where necessary. This
means greater effectiveness of the
client’s advertising, which mcans
greater sales, and greater sales, of
course, 1s the name ol the game.”

Although  agencies use com-
puters extensively to analvze per-
formance of schedules after the
fact, and 10 compare schedules in
advance, few if any use them to
rank avails by efhciency before the
buy. As one media official said:
“This 1s one area where we find we
can move more quickly with pco-
ple”” Some agencies say they can
rank avails, or are working on pro-
grams that will permit them to, but
for the present this is one job that
seems wide open [or the reps.

Rely’s goal

The ability to compile and pull
out, in a twinkling, a set of avails
coming closest 1o the client’s spec-
ifications is, of course, a very old
and cherished goal of station reps.
It is one of the big reasons 11-R
Representatives and the Katz
Agency have installed computers
on their respective premises, and
its practicality has recently heen
quietly hut apparently extensively
tested by John Blair X Co. in coop-
eration with one ol its represented
stations, WGAN-Tv Portland, Me.

But computers are bheing used
extensively and increasingly by
reps [or other purposes, too, and by
major  stations as well. Lloyd
Grifhm, president of Peters, Grillin,
Woodward, which years ago in-
vested some  $500,000 in a com-
puter system [or availability report-
ing only to learn that the machine
and the system weren’t up (o the
task, says: “I'm using them real
hard now.”

There’s no evidence that PGW is

TELFVISION MAGAZINE

Several station reps are quietly planning to install their own data processing units

trying again to computerize avails,
but it does.use service bureaus lor
a4 wide variety of station cost and
rate studies, market analyses and
demographic breakouts.

The American Research Bureau
and A. C. Nielsen Co. market re-
ports are available on tape, and
PGW is one ol several reps—not 1o
mention individual broadcasters-
who get the tapes lor their markets
and have them run through the
computer as soon as they come out.
“I get the tapes for every market 1
represent,” Grilhn says, “and an-
alyze every unit on every station,
by every demographic and by cost—
and I get all this information back
within 48 hours.”

Like many other reps, Griffin
feels that “with the 50-plus demo-
graphic items in the rating books,
i's much more efficient to have
this recall done by machine than
by man.”

A new art form

Indicating the extent of such
use, ARB officials say hall a dozen
reps and four station groups, rep-
resenting in all about 200 stations,
plus four individual stations and
two networks currently get special-
ized ARB market information' on
tape. In addition to making many
dilterent analyses of schedules, au-
diences and costs, the computer
can run through the tapes and pull
out data to enable stations to put
together packages aimed at specific
target audiences. Some other reps
and some agencies have ARB do
cume and other analyses to their
specifications.

The advantage of all this mass
of data in selling is obvious. It has
come close to raising the switch

pitch to an art form.

While most reps use regular
computer bureaus for these studies,
some have other arrangements as
well. Edward Petry & Co., [or one,
uses the Cox Broadcasting Corp.
computer in Atlanta—as, indeed,
does Cox Broadcasting Corp.

Dan Clay, Cox’s manager of data
processing, says that aside {rom a
host of bookkeeping functions the
Cox computer, a Honeywell 120,
does a variety ol diflerent sales
analyses (by product, by agency, by
salesman and by Petry branch
ofhce, for instance), t(urns out
weekly sales projections for wss-Tv
Atlanta, produces comprehensive
cost-per-thousand analyses (from
ARB and Nielsen tapes) showing
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audiences reached and CPM
each rate and each demogra
breakout for all stations in Cox
markets, prepares avails submissj
for wss-Tv's local salesmen, ry
avails, turns out daily avails re
lor wsi-1v showing what'’s sold :
what 1sn’t, and does cume st
lor Cox stations that want th
Robert M. McGredy, presid
of Television Advertising R
rescutatives, a subsidiary of W
inghouse Broadcasting Co,,
never thought machines could h
a candle to people in deliver
availabilities, and he |ha
changed his mind on that poi
But he feels that “we’re inevita
moving in the direction of co
puters” for other services. “In th
handling of demographics,” I
says, “they’re becoming useful ant ‘

~maybe essential,” especially sina

rating books now contain up to 5 |
columns of demographics.

TVAR plans to buy ARB marJ
ket tapes and probably Nielsen's:|
hopes to begin test runs by June |
McGredy recognizes that wide dif *
ferences exist as to the adequacy o
the samples on which some of th
ARB and Nielsen demographic
are based. “Some stations think th
sample size in some cases is totall
inadequate, others not,” he say |
“We'll probably use about half @ ¢
the columns on a consistent basis.

Rep installations '

Several reps are said to he quie' |
Iv studying the feasibility of instal |
ling their own EDP units, and tW 11
that already have on-premise colf &
puters, H-R and Kats, will b!
joined by another, John Blair |
Co., when the 1BM 360/20 it hai
ordered is delivered any day now.

These computers and the pi
grams they employ are in varyin
stages of design, testing and ust
and they also vary in purpos
Blair’s, a relatively small cantl
computer, will not be used in spt
selling. Rather, according to Jamt§
A. Jurist, vice president, a(lminI
tration, it will be put to work @
the accounting and managemer =
control of Blair's operations. TJurit
envisions it as leading to bet
handling of financial data, incl
ing data Blair gets from statio
and as helping to solve, amo
other things, billing-discrepa
problems.

Blair's decision not to use
computer in selling doesn't m
the company isn't interested
such an application or that it 1
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Rank Taylor Hobson
Varotal V lenses

now fitall
major TV cameras

Hurray!

That means that | can keep my favorite
Varotal V lens when | buy my new camera.
No matter what | choose?

Right. In addition to all monochrome
cameras and RCA color cameras, our
lenses now fit General Electric, Norelco,
Sarkes Tarzian and Marconi color
cameras.

And that means when | buy a new camera
and need a new lens, | can order the
camera with a Varotal V?

Right again. Our lens fits 2-tube, 3-tube,
and 4-tube color cameras. Image Orthi-
con, Plumbicon, and Vidicon.

How did you do 1t?

With a new Lens-Pak developed by Rank
Taylor Hobson.

Does it work as well as a lens without the
pak?

Better. The focal length ot the Varotal
lens can be easily changed by finger-tip
control. And the Lens-Pak has a '‘ride the
rails’’ device that allows ‘‘close-up’’ focus-
ing to less than 1 inch.

Hmmm. Sounds like something | should
look in on.

Fine. Why not look in on us at the N A B
Show, Booth 251.

LA

While you're there, we'll show you the
newest thing in color T.V. monitors and in
color title card and transparency scan-
ners. And we have another electronic
device on display that takes unusable
color film and applies calibrated gamma
correction to make the film acceptable
for T.V. use.
ALBION OPTICAL COMPANY

260 N. ROUTE 303 WEST NYACK, N. Y,
Sole U. S. Agents for

Rank Taylor Hobson
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Will the computer ever be used to turn out firm and dctailed ad media plans?

COMPUTERS AND TV
from page 82

not go to it later. Officials would
rather not talk about it, but they've
recently ~ completed  inventory-
control tests in which availabilities
of wcan-Tv, which Blair represents,
were fed via telephone line into a
computer in New York. As sales
were made, by either the station or
the rep, the orders were fed into
the computer, which promptly re-
turned confirmations or reported
that the spots had already been
sold by someone else. What other
uses were tested is not clear, but
the telephone-line phase ol the
work ran from last November until
February.

It is also known that Blair au-
thorities regard the tests as having
established the technical feasibility
of computerized inventory control,
but apparently they are still delib-
erating on (he question ol econom-
ic feasibility.

Atthough Blair officials will say
only that the tests were conducted
with “a central computer,” it is
known they were done¢ in cooper-
ation with Central Media Bureau,
a computer bureau in which Blair
has had a 309 interest. CMB
ofhcials themselves have said they
worked on such a project for Blair.
Blair, incidentally, reported in its
earnings statement for 1967, issued
a few weeks ago, that it had written
oft its entire investment in CMB,
putting it at $268,000.

H-R, which introduced invento-
ry control for several of its stations
on an IBM 1401, starting in 1964,
ran into people-to-people and
other communications delays and
switched to its present model, an
IBM 360, Now it's using the ma-
chine for a number of purposes in-
cluding C:PM analyses, cume stud-
ies, demographic rankings, account-
ing and contracts, and (s working
toward reinstating the availability
rogram. That will come, accord-
mg to ofhcials, when the over-all
360 communicatoins system, link-
ing H-R offices and stations to the
New York headquarters, is in op-
eration.

H-R's timetable

Martin k. Goldberg, [ER vice
president and director of data proc-
essing and research, says the cor-
rent timetable goes like this: Put
the Chicago oflice on-line with the
computer in New York by late this
year for westing; connect the other

TELEVISION MAGAZINT

H-R offices (10 cities) by early
next year; begin putting H-R sta-
tions on the line and into the com-
puter in late 1969 and early 1970.

By the end of 1970, says Gold-
berg, “we should have a working
system—il everything goes ac-
cording to plan.” (“If everything
goes according to plan” is a famil-
iar caveat in the computer busi-
ness.) ,

Sales assistance is the prime as-
signment that Katz has given its
IBM 360, though it expects to get
many corollary benefits including
billing for all of its stations—a
function that historically has set
Katz apart from other independent
reps.

Katz has designed its computer
system as a tool for avails inquiry,
where a salesman could feed in the
agency’s specifications for a buy,
get back a list of avails most nearly
meeting those requirements, pick
out those the salesman thinks
would best serve the agency, put
the batch back through the ma-
chine and gct a printout for
presentation to the buyer.

That sort of thing, ol course,
approaches most reps’ idea of the
milienium, although some insist
people can do it bhetter and others
argue that most stations are not
going to give a rep that much
control over their inventories un-
der any circumstances.

Katz's success story

Katz (and H-R) obviously has
no such qualms. Katz officials say
they've already completed a suc-
cessful run with one station and
are now working with another.
They say theyre using the com-
puter for avails on the station
that’s been [ully tested and that
they'll use it for others as tests are
completed. How long will it take to
convert all the stations’ files into
computer capability? “We don't
know,” says Kenn Donnellon, Katz
director ol corporate information.
“Nobody's ever cone it before. But
we hope to have all [62] of our
I'V stations in sometime early next
year. But since no one has ever at-
tempted a system that covers the
full spot-TV sales cycle before, it's
impossible to project exactly when
data processing will be fully opera-
tional.”

As for a firm timetable, however,
there isn’t one beyond hooking up
the Chicago office, scheduled for
this spring.
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Among other things that K
expects to get {rom the compu
when the system is fully operati
al are avails, spot account repor
afhdavits, contracts, revised ¢
tracts, advertiser frequency repor
reports on expiring acounts, rat
ing data, reports on sales by off
and by salesman, sales projectio
and daily activity reports for s
tions. |

And, of course, nothing ¢
come out ol the computer il
hasn’t been put in, in one form
another. Donnellon says the K
computer operation—headed
John Amey, a senior salesman,
with  Sylvia Cassel, a computer
expert, as manager—has spent 24
000 man hours thus far in writing
67 individual programs to handle
the assorted tasks. Eleven of the
programs are needed just to kee
the others going.

At this point, according to Ka
computer people, the avails ing
ry system is 1009, designed a
tested. The avails file itself and
programing, rates and ratings files
are 1009, tested. The contracting
and billing programs are 100
written and the systems test is cu
rently under way.

On network row

The networks have been quiete
than anybody about their com
puter operations, but some of thel
are getting deep into the fiel
Though CBS appears to be consig
erably farther along than the otl
ers, NBC is using the machine €3
tensively in accounting, market I
scarch and similar areas and ’
working on systems extending in
virtually every phase of owne
station and network business fu
tions, while ABC uses an outsidé
computer 400 hours a month, pr
marily for television and radio net
work station clearance and sales af
plications and has an IBM 360 @
order for delivery in June.

CBS-TV's  Univac 1050 si
alone; its operators are in the vat
ous departments that use it—an
rangement that Controller Ja
Geer and Systems Director Jam

|
1

to its acceptance by all depaf
ments. “Each one thinks of il
“my computer’,” says Geer. And i
extensively used—by people in
search, sales, afliliate relations,
won clearance, programing, opel
tions and accownting.

There are 25 computer termi

ih
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~one each in Los Angeles, Chica-
o and Detroit, four in the CBS
iroadcast Center on Manhattan’s
Vest Side and the rest scattered
irough departments in the head-
narters building—and it can re-
five queries from and teed an-
wers to all 25 at once, if the trafhc
2ts that heavy.
' It can tell how many positions
re available for sale on a given
\dte or in a given program months
nead. It can show all orders
laced by a given advertiser,
arough a given agency or with a
ven salesman. It can show what
hiliates are clearing a given pro-
am, or carrying it delayed, or
arrying a non-CBS program in a
‘ven time period (and what the
rogram 1s) . It schedules commer-
al placement, keeping an eve out
r product protection, and a sys-
rm is being set up now to let it
hedule manpower. It computes
\ation compensation and officials
'y they’ll be billing from it
1ortly.

aper eliminator
Its capabilities seem almost end-
ss, but Geer and Walsh figure
ney're about five years away from
computer-based ‘“total informa-
on system.” In time, however,
ey expect the computer o virtu-
'ly “eliminate the internal f{low of
aper.”
Where will it all lead—all these
omputers whirring and clacking
1 all these agency, advertiser, rep,
ation and network offices and
pmputer bureaus? Like a lot of
pmputer problems, this question
in best be answered if broken
own into components. Even then,
pme conclusions can be stated
ith a bit more assurance than
hers.
! First, it does not seem likely that
zency computers will ever—or,
ince “ever” is a really long time,
ot in the foreseeable future—be
fuerying rep computers directly
r avails. Sheer business consider-
Wions dictate against it. One rep
“ficial put it plainly:
& “We all have a ‘top of the line’
171 a ‘bottom of the line’ in what
We're selling. If the buver could
d his specifications into a rep’s
iomputer—or a centralized com-
uter—and get back all the avails
lat come closest to his require-
ents, he’d take our top of the line
‘ery time, and we'd never sell the
ottom. But buyers are usually sat-
fied if the CPMs average out to a
rtain level, so working through
1e salesman—whether we use a
mputer or not—we’re able to put
gether a package that includes

some top-line spots and also some
others, and together they average
out to a perlectly acceptable pack-
age.”

Another rep added this thought:
“Think what a monopoly a PRXG
could have it it could plug in and
get our unilormly best avails every
time. What would be lett, even for
the Levers and Colgates?”

Will the computer he used ex-
tensively by agencies and adver-
tisers to turn out rclatively firm
and detailed media plans?

Media-sclection models are of
course being used to some exient
now—though some knowledgeable
sources insist privately that this
doesn’t happen nearly as often as
some agencies would like it
thought. Forgetting that argument,
however, the testimony indicates
that such plans—whatever their
number—are at present treated as
guides, not blueprints. As one
high-level authority put it: “We
respect the computer’s plan, but
we tinker with it. We know the
difterence between a print-out and
a recommendation.”

Agency authorities are still at
odds as to whether a media-
selection model should be used “all
the way through” or even carried
beyond a certain point inn some ot
its component uses, and one of the
big hang-ups is over the judgmen-
tal values that must he made and
reduced to mathematical terms for
the computer to understand and
consider.

Unanswered questions

In terms of advertising effec-
tiveness, for example, what is color
worth as compared to black and
white? A minuie vs. a page? More
specifically, a given network min-
ute vs. a given magasine page? A
10-second announcement vs. a 20, a
30, a 607 A piggyvback vs. a free-
standing 307 Perhaps harder still,
what is effective reach and what is
effective frequency? Is a viewer
more apt to he converted on his
third exposure to your message or
on his 10th? Which is more impor-
tant, reach or frequency?

These are some of the questions
cited by agency people who feel
that the answers need to be better
known and understood before the
computer can be entrusted with

them. Until some way can be
found to weight these varying
units, these authorities feel that

media-selection models will be usecl
little or not at all in their shops.
Opposing them are those who
point out that media planners have
always had to make judgments on
questions like these, by instinct if
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A computer glossary

What may be called a fringe ben-
efit of the wonderful world of com-
puters is the whole new language
ol alphabetic names that is spring-
ing up among agency and rep-
resentative users of the various
tvpes and specialized forms avail-
able. Ranging irom the cute to the
complex these names and their in-
terpretations include:

COMPASS — Computer Optimal
Media Planning and Selection Sys-
tem, a co-operative venture by 10
agencies for media selection.

COUSINS—COMPASS Users Inc.
who have a part in the use of the
co-op described above.

Spot/Col—collection of data on
spot-TV buys used bv Young &
Rubicam.

High Assav—Young & Rubicam’s
model for putting together an opti-
mum media plan.

Mediametrics — the ILinear-Pro-
graming (LLPY media-selection mod-
el that BBDO introduced in 1961
and is now revising with an LP-TL

MIDAS — Marketing Communica-
tions Invesiment Decision Analvsis
Systems. long but no longer highlv
secret component of the Interpub-
lic comblex. Includes computerized
marketing data on county basis and
assorted models and sysrems such as
ARBAR. LP Modification, SCANS,
and FAST (See helow) .

ARBAR—-a merger of American
Research Bureau ratings with
Broadcast Adverticers Reports’ dol-
lar fzures in a MIDAS svstem to
examine arlverri<ing pressures, cost-
ner-thovsand anfd efficiencies and
demograplics on a market-hy-mar-
ket basis.

FAST—Freanency Aimed Selection
Techniane a “turned around” ver-
sion of SCANS. for selection of
meclia schedules.

LP Modification—a MIDAS varia-
tion ol linear programing making
it possible for an advertiser to buy
exactlv what he wants to deliver on
a countv-by-countv basis.

SCANS—meaning Schedule An-
alvzer by Simulation, an artificial
sample of adnlts with Jdemograph-
ics which MTDAS says gives best
estimates of exnosures to magazine
and TV advertising.

SOS—Svstems of Snot. Television
Bureau of Advertising’s project to
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COMPUTERS AND TV
fromn page 85

nothing else, and that theyll al-
ways have to answer them-——or sim-
ply avoid them-—even without the
computer. The computer, i this
view, requires that the judgments
be made much more thoughtlully
and precisely—and also makes it
impossible to avoid making many
judgments commonly avoided.

So the argument continues, and
the prevailing opinion seems (o be
that so long as 1t does, widespread
and detailed use of the computer
tor media seiection will be delayed.

What about computer-centered
data banks? There is considerable
but by no means unanimous heliel
that one or more are inevitable in
time. As the MIDAS people—and
others—point out, it would scem
monumentally wasteful, and prob-
ably impossible, for many compan-
ies to compile, individually, a bank
even approaching the volume they
could achieve and use collectively.

Yet several major agency officials
voiced serious reservations about
the desirability of a centralized
data bank, even if it contained
only noncompetitive material that
is gencrally available from pub-
lished sources. Some questioned
whether it could be kept entirely
noncompetitive, while some indi-
cated that even il it could, theyd
preier to have their own—I(or com-
petitive purposes.

Central services

The history ol centralized com-
puter services in broadcast adver-
tising, several noted, has not always
been auspicious. Broadcast Billing
Co., set up in 1961, oflered agencies
a billing service for spot-TV buys
but the plan was later abandoned.
Broadcast Clearing House, oflering
a similar service for spot radio,
lasted through 1963. Central Media
Bureau, also formed in 1961 and
offering agencies a spot-TV coordi-
nating service, discontinued this
function two years ago. A CMB
official explained a few weeks ago
that the service had been “unprofit-
able at that point in time.” CMB
still does media research for agen-
cies, but its most significant recent
project, according to the oflicial,
was automating publication of the
New York Times index.

Although not a centralized ser-
vice, the Simulmatics Corp., too,
didn’t [are excessively well when it
ventured into advertising com-
puterization. Simulmatics, whose
“people machine” won wide publi-
city lor reliability in predicting vo-
ter reactions in President John

TELEVISION MAGAZINE

Kennedy's election campaign in
1960, came out a couple of years
later with “Simulmatics Media-
Mix,” a service offered to agencies
lor prediction of the extent, depth
and quality of coverage that any
given advertising campaign might
attain. Queried a few weeks ago,
Simulmatics President Idward L.
Greenfield dismissed the project as
“pioneering and overambitions.”

Such ventures to the contrary,
however, some leading reps as well
as agency officials argue strongly
for ceniralized computer services—
so long as they're operated 1n a way
that will prevent leakage of coin-
petitive inlormation. For the most
part, however, they do not argue
strongly that such services are apt
to proliferate very soon.

TVB's SOS

A central-computer operation is
envisioned at the ultimate step in
the Television Bureau of Advertis-
ing’s current SOS (for Systems ol
Spot) project, developed with the
aid of the accounting firm of Ar-
thur Young & Co. to hack through
the paperwork jungle of spot TV
and make spot buying casier and
less costly. SOS is starting by trying
—with considerable success, SOS
leaders say—to get standardized or-
der/confirmation forms in use
among reps and agencies and, fol-
lowing that, standard invoice forms
in use by stations, Ultimately the
SOS blueprint calls for direct-line
hook-up of stations, reps and agen-
cies mo a central computer to
make the (low of these forms uni-
form and virtually instantaneous.

The prevailing view among lead-
ing agencies and reps is that the
computer phase of SOS is a long
way down the road, still out of
sight, but that the project’s stand-
ardization ol forms 1s certainly
attainable, probably without too
much delay. (Some agency officials
report, however, that they're hav-
ing, as one put it, “one hell of a
time trying 1o find agreement even
on the fornns.”)

The conllicting views on the
computer phase of SOS are rellect-
ed by two leading reps. One said:
“I’s inevitable.” The other pro-
nounced it “dead for all of the
foreseeable future.”

Those favoring a computerized
SOS argue that it will save time
and money, increase spot-TV sales
and improve the profitability of all
concerned. Its transmission of
conlirmed orders o stations, reps
and agencies simultaneously, ac-
cording to one advocate, “will in
itsell be a tremendous step forward
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by avoiding piddling litile yes-1-did
no-you-didn’t arguments where
$35 bill can hold up a $35,000 or
der.” 4

Some authorities would like
SOS—or some other system—to go
even further and act as a central
computer  operation  handling
schedules, billing and Llemographic
data for all stations in the country.

LEdward Shurick, president of
I1-R Television, has devised and
presenied to The Station Rep
resentatives Association, which he
formerly headed, a plan for a na
tionwide centralized computer sys
tem, owned and managed by reps,
that would link reps, agencies and
eventually stations. Shurick says
avails ol all participating stations
would be stored in the computer
with absolute security, a buyers
request for availabilities would be
relayed by the computer to the
appropriate rep rather than an
swered by the computer directly,
the rep would submit his list to the
buyer 1n person, and orders and
confirmation would be processed
through the computer—which at
the end of the month would
present a single bill to each agency.
With a system like that, says Shur-
ick, spot TV would be truly com-
petitive with network (TELEVISION,
September 1967) .

SOS pros and cons

While important reps advocate
SOS and even more elaborate sys:
tems, others, also important, say
SOS in its computerized form
doesn’t have a chance—and proba-
bly shouldn’t have. The arguments
against it contend it is overambi-
tious in both concept and likely
results, impractical in some ele-
ments and unrealistic in its cost
estimates—especially costs chargea-
ble to reps. Reporting that in test
runs with some agencies incoming
TWNX transmissions from reps were
allowed (o pile up on the floor and
were left unread, one critic said:
“Just think what chaos there would
be if 500 stations were feeding into
the agency.”

Wherever computers are con:
cerned in advertising, it would
seem, nothing is very simple and
much is deeply controversial. For a
machine so fast, its over-all prog:
ress has been slower than expecte
and its future gains seem apt ¢
come in inches more often than 1
strides. But it has come a long wa
in many important application
and as for the' future, hope sti
springs eternal. As one computé
man was saying: ‘““The 1980’s ar
going to be wild!” E
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Spiked!
You wince at the wasted staff time when you have to spike a
story. The cost of that time must be included in the price of

your newspaper or magazine if you are going to stay in
business.

You’ve paid for the effort, but you still have to spike some
stories because they don’t quite measure up or something
better pushes them aside. That’s how you maintain that
invisible ingredient called “quality™ in your publication.

We produce medical products for doctors to prescribe. We
“spike” many, many more prospects in the laboratory than
ever get on the pharmacist’s shelf.

Medicines that are to work and cure disease have to fight
their way past our “spike.” We have no choice but to reject

those that don’t measure up no matter what the research cost.

That’s how we maintain that invisible ingredient called
“quality” in our products.

L :_L,_ederle b

LEDERLE LABORATORIES

A Division of American Cyanamid Company, Pearl River, N. Y.
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A TELEVISION
ENCOUNTER

IS ACCOUNT
SWITCHING
ouT OF
HAND?

TELEVISION MAGAZINE

GEORGE LOIS
president, Lois Holland Callaway,
New York

Wouldn’t it be great if advertising was on a put-up or shutup
basis? I know a way it could be. Tomorrow.

All you need is a lot of agency switching. Now I know all the
arguments against switching agencies. They’re understandable,
and there’s a logical ring to them. But they are, finally, phony.

It’s so simple. We're only here to do great advertising. Most
clients want it, and all of them need it.

It's fine to have nice account men, familiarity with the client,
personal relationships, flashy creative men, and all the other jazz.
But sadly, none of them can make up for anonymous ads.

I'll bet (whatever the published reason) dissatisfaction with
the ads is behind a lot of agency switches. Good, and there
should be more of it.

Outrage time: Clients simply have no responsibility for an
agency’s profit structure or personnel problems. It’s crazy. They're
buying advertising and the agency must deliver it. If they do a
great job, the client should stick to them through thick and thin.
1f they do a poor job, they should be fired. (It’s a scary balance,
but the weights are true.) Of course, I'm not saying the client is
the only one to judge what’s good and bad. Because there should
be client switching too. If an agency reallv believes, really
believes, that a client won’t let him do good work, he should
resign the client. It’s good for the soul, and even better for sleep.

So what would happen if clients judged agencies as honestly as
managers judged ballplayers? Boyoboy. You know what would
happen. Agencies would work their heads off. They'd think and
think and dig into problems and discard frivolous solutions.
They'd go heyond Nielsen and go beyond research and account
men and do great ads. They'd have nothing to lose. (By the way,
that’s why very often, when an agency knows it’s lost an account,
the last work they do for that client is prolific and terrific. Not
hecause they're trying to get the business back, but because they
have nothing else to lose anyway. There are a lot of good people
in this business who've been linessed out of doing their best
work.)

Clients who wanted dull advertising conld get it. From dull
guys at a dull agency. And yes indeed. Some clients want dull
advertising. No advertising director ever got fired for having his
agency write: “Drink Pepsi.” But “Think Small”? “Well now,
let’s talk that one over.”

And there's another reason clients don’t switch at the drop of a
share point. T'hey might genuninecly like the people at the agency.
They might think it’s not worth the effort. They might think
(and they might be right) that the next agency will be just as
bad. So they do what God hates people to do. They compromise.
They coax or coerce the agency into deing the ad they think is
right. They don’t get bad ads; they get invisible ads. Pick up
Life, it’s tull of them. And oh, just think of the media men and
assistant account men whose heads rolled becaunse of some
crunuy ads they had nothing to do with.

So what do we do? Here's what we do. We say to every client,

Continued on page 94

www americanradiohistorv com


www.americanradiohistory.com

ae of the easiest things to do in business is to fire the
wvertising agency when problems come up.

It happens every day. And the news of these changes, once
tafined to our industry trade press, is now carried by many of
> daily newspapers with, in many instances, four-column
adlines. Yet, 1 believe that this widely accepted game of
nsical chairs—and all that goes along with it—and with all its
counted costs—adds up to one of the great wastes in our
siness. Furthermore, I know that it contributes importantly to

image of instability that seems to plague our industry.

The statistics are somewhat overpowering.

In 1967, Advertising Age reported that 313 major U. S.
vertisers changed agencies, moving %470 million in billings in
: process.

[n the last five years, 1,499 companies felt a need to review
2ir advertising relationships and then assigned their accounts

new agencies. These switches i1epresented only the major
vertisers, and totaled more than $1.9 billion in advertising
lume.

That’s an awful lot of business to move around. And, unfortu-
“tely, no statistics are available on all the hidden costs of all this
1ency swapping.

How many man hours did the advertisers invest in the
.ection and education of their new agencies?

How many people in these companies had a voice in the
cision to make an agency change?

How much time did they spend agreeing to make a change?
1d deciding which agencies to listen to? And explaining to
chers why they weren’t invited> And preparing the question-
ire? And comparing the questionnaires? And visiting the
rious agency offices? And having them visit the company oflice?
ad sitting through presentations? And then going on to the
inal screenings” alter the list was natrowed down? And talking
' the advertising trade press, week alter week?

Finally, after the winner was chosen, how much additional
me and turmoil went into the shakedown cruise? How long did
i take before the new agency was completely knowledgeable
yout the company's problems and objectivesr How long belore a
nooth and enduring advertiser-agency relationship was buile?
The true costs of these changes can never be known. But it
st be a staggering figure. And to whatever extent the changes
ren’t really warranted, the cost ol making them are sheer waste.
Let me now add, quickly but emphatically, that many an
gency change is completely justified. New products, mergers,
reconcilable points of view, conlflicts, management or owner-
up changes, declining sales, and many other lactors do create
ituations where a different agency must be the answer.

Change, per se, cannot be regarded as an automatic dirty word.
‘C&B wins some and loses others, like every successful agency.
Vhat we deplore—is the whimsical, emotional or unthinking

witch that too often simply leads to another, a year or so later,
Continued on page 92

LOUIS E. SCOTT
director and senior vice president,
Foote, Cone & Belding Inc.,, New York
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FOCUS ON

1) Conunercial opens on a clear light bulb.
2) The bulb burns oul, with the broken
flanment clearly visible, and a hand unscrews
and removes the bulb.

3) Dissolve {0 « microscopic close-1fy of
the broken filament. Voice over: “Union
Carbide makes a machine that can

weld things (hrough glass without hurting
the glass.”

4) Zabp goes the laser. VO: “II’s called a
Laser Microwelder and when iis beam lits
something that stops it, you can get
temperatures as Jigh as 5,000 degrees.

“We don’t use this machine to [ix a 49 cent
light bulb very often because il cosis
$23,000.

5) “But when il comes to repairing
something as complicated as a tube for the
guidance system of a moon rocket. . .” Hand
screws the bulb in the socket and it

lights up.

6) The 49 cent bulb is contrasted to a piece
of snazzy rockel cquipment and the
commercial fades to Union Carbide’s logo.
“This Union Carbide discovery makes a

lot of sense.”

TELEVISION MAGAZINE
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How to reach a
target group
in a mass medium

Union Carbide, a company with a
select group of customers, has
carved out a select audience for
itself in the biggest of mass media—
television. A Young & Rubicam
client, it is the only account at that
agency that wholly owns a show:
Union Carbide sponsors CBS's 2/st
Ceniury.

“You really can’t tell where the
programing and the advertising be-
gin and end,” says Steve Irankfurt,
YRR president. Union Carbide’s
one- to three-minute commercialg
employ a documentary approach
akin to the program itself, which is
a  Sunday-evening documentary.
Both the program and the com-
mercials deal with scientiiic prog-
ress, and Y&R hopes that, by associ-
ation, a certain dignity and a pub-
lic-service image will rub oft on its
client. ;

Union Carbide is primarily a
supplier to industry, though it has
a few consumer products to sell
(such as batteries and insect repel-
lents) . “It is in everybody’s husi-
ness and everybody’s business inter-
ests i,” one account executive ex-
plains. Carbide is involved in such
industries as plastics, mining and
space electronics. This is its first
real venture into television (it has
done limited consumer advertis-
ing), and the decision to make it a
corporate campaign is most signifi-
cant. One of Carbide’s biggest com-
petitors, E. 1. duPont de Nemours -
& Co., has always used television
for consumer campaigns, according
to the agency. Carbide decided to
try a different tack.

This commercial, titled “Laser—
Welding,” is graphically simple.
“It was so simple that we don’t
even show the machine,” says Joe
Sollish, associate creative director
on the account. “There was criti
cism of that.” The spot is an easy-
to-look-at, one-minute demonstra-
tion of how a piece of equipment
works.

While the commercial is visually
easy, its creators say Carbide has a
sophisticated technically minded
audience that would be insulted by
an  oversimplified presentation.‘

The commercials must, Sollish ex:
plains, “resist an elaboration ol
things already well known.”

The audience that 2/st Centunr)
attracts is more than technically
minded. It is a well-educated, up
per-income group. With this madet- |
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order viewer on top of a solid
ngazine schedule, Union Carbide
lims to be hitting 709, to 759 of

' I audience it is after.

Carbide hopes “Laser—Welding”
i other commercials will solve a
mber of problems. With teachers
d ‘students in the audience, the
mpany hopes to do some recruit-
, a highly competitive area in
field. Alter network use, 2Ist
atury films are distributed with
commercials intact to schools,
reby pinpointing the audience
t much more.
Carbide hopes to draw the atten-
in of thinkers in government and
iking. The company needs gov-
iment awareness, particularly lo-
government in areas where Car-
e has plans for expansion. The
ue of iriends in the financial
mmunity is obvious. Carbide
oes to influence hoth brokers
d stockholders, a large chunk of
general public.
‘Laser—Welding” mentions only
ers and their relation to space
ichnology. The creators ol this
npaign make a point of limit-
. each commercial to only one
rect of Union Carbide’s business;
by make no crossreterence. A
npany as diversihed as Union
rbide (it manufactures so many
all, anonymous things), must
id the image of an industrial
ettante. If it tries 10 cover too
ch ground in one commercial,
Sllish says, the eflect is “come look
my display case,” leaving the
vwer with his head swimming.
1e commercial that attempted to
amine ‘‘the world of plastics”
ws abandoned for that reason.
The writers working under Sol-
h are not technical writers; he
refers it that way. “They are not
sentifically oriented ar all,” says
Sllish. “If they know rtoo much,
:ey become as fascinated with the
rinutia as the scientists.” With lay-
en on the account, the results,
sllish says, show more imagina-
bn and less attention (o unimpor-
Int detail.
The writer responsible for
Laser—Welding” was Peter Grif-

‘th; the art director, Jim Swan.

11l Richardson is the account di-
ictor. The producer at Y&R was
oyn Maloney and the production
ompany was VPI Productions in
lew York.

Because of the length and nature
f most of the Carbide commer-
1als, the process is more like film
faking than cominercial making.
veryone at the agency, it seems,
ants to work on the account. The
nswer to the glut of volunteers

has been “guest shots,” as Sollish
calls them. Creative people from
other accounts take turns working
on Union Carbide.

Considering  “Laser—Welding”
will only run four or five times and
then its usefulness will be over, it is
a fairly expensive commercial. Biu
this caumpaign is a special situation
for an advertiser with special
needs, and the client is pleased
with the results.

What more could an advertising

=]
agency ask? END

After all,
it'sonly a

TV commercial
by Granger Tripp

The bar was almost empty. The
bartender flipped channels on his
I'V set giving each program about
10 seconds to reach out for his
attention, miss, and suller the in-
dignity of (uick rejection.

Soon he was back where he had
begun.

‘It's company,” he said 10 the
man at the bar. “We get (hese
quiet 1imes, and, like I say, it's
company. Ya watch it much?”

“Oh, veah, I watch it. Quite a
bit, I guess. You see, 1 " He
paused. He had been about to say
that he wrote television commer-
cials for a living, but he stopped.
The hell with it, he thought. Let’s
not go into that.

The bartender interpreted his
pause as agreement. “Like I say,
you like the company, right?”

“Riaght.”

There was a companionable
silence as the program segment
ended. Music up and out. Fade to
black. Commercial.

It seemed to the man at the bar
that he should have known instant-
ly, in that first second-and-a-half

| before the sound track began, that

the commercial was one of his, but
he did not, in fact, recognize it
until the opening scene had almost
run its course. It looked different,
somehow, in this remote spot, hun-
dreds of miles from New York,
stripped of such familiar surround-
ings as screening room or editor’s
cubicle.

There it was, all by itself: The
Winner, over countless competing
ideas, treatments, concepts, execu-
tions; The Survivor, of no one
knew how many presentations, eval-

Tripp is VP-creative supervisor at J.
Walter Thompson, New York.

| uations, reviews; The Subject, of

endless meetings, debates,
ments, contemplations.

“You wouldn’t believe.” the man
at the bar had once tola his wile,
“thar normal human beings could
find so much 1o say about such a
relatively simple subject.”

But here it was, doing its work,
selling the product. Or was it?

The man looked at the barten-
der, now dividing his attention
with fine nmpartiality among wet
glasses, two customers at the other
end of the bar, and the unfolding
commercial on the screen.

‘Tle'd be surprised it I started
reciting the words along with the
sound (rack,” the man thought. "I
wouldn’t need a script, at this
point. And if I told hira about the
meetings. . ..

“Empathy. The reason for that
scene is empathy, If we don’t grab
‘em right there, il we don't really
involve them with that scene . . "
The voice of the account man at
the final presentation came (loating
back to his consciousness. Sudden-
ly, each scene, each word of the
commercial evoked another memo-
ry ol its creation.

He remembered the worried
look on the account man's face at
rhat very first meeting: The market
share was off; competition had a
really great spot that the client’s
kids could recite verbatim; the
whole account was shaky.

He remembered the writing, the
whole pleasurable complex of
study, thought and action that
vielded. eventually, a script that
met his own, personal standards.

He remembered the script meet-
ing, the first ol so many presenia-
tions. He remembered the story-
board and the long sessions with
art director and producer.

He remembered the changes, ad-
ditions, subtractions, the other
scripts considered along with this
one. He remembered the tri-
umphant day he had written
“Client Approved” neatly at the
top of the script. It seemed impor-

argu-

. . {
tant to formalize so large a mile-

stone with dignity.

He remembered a media presen-
tation in which someone had calcu-
lated that this commercial, in the
course of its lifetime, might have
100 million—or was it a billion>—
viewer impressions.

“Well, this is one of them,” he
thought, moving his eyes from the
familiar pictures on the screen to
the bartender, polishing the glas-
ses. “One 100-millionth of the
job!” (He decided not to count the
two guys at the other end of the

Continued on page 94
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MULTISET TV OWN ERSH P

Nearly one in three U. S. TV homes has a second

set according to Papert, Koenig, Lois Multiset-TV-
ownership estimates for April 1968.

mate is three points higher than color ownership,
but the multiset growth rate is slower—now
tween two and three percentage points a year. At
this level of growth, the prospect of the second set

fragmenting television audiences by leading to per-

sonal rather than family viewing, seems lar distant.

Multiset TV ownership, as would be expected,

follows income. According

households with an income of over $10,000 have

more than one set as compared to one ol eight
households in the under-$5,000-income category.
The geogr
set owners concentrated in
Central and Pacific territories.
The following market-by-market
ownership figures are Papert,
mates as of April 1968
NSI October /November 1967, sweep data, adjusted
to regional growth patterns developed by Nielsen

The current 299, muluset TV ownership esu-

aphic ownership patterns show second-

Data for these markets is included at the end of th
listing.

Nielsen cautions that because NSI figures are
sample-base estimates they are subject to sampling
error and thus should not be regarded as exact tg
precise mathematical values. The PKL projections
have the additional error possibility associated with
forecasting.

In the May issue, TELEVISION will present Papert,
Koenig, Lois-Nielsen Station Index estimates of
May 1968, local-market color penetration.

PKL Projections
April 1, 1968
Sept. 1, 1967 Multi-TV ownership
N SI area

from national survey data.

Three markeis—Akron,
and Worcester, Nlass.—ar¢
Nielsen on prime-time
reached bhasis, and therefore

ENCOUNTER: SCOTT
from. page 89
and more waste of time,

Time alter time, we see an agency
being fired by one client only to
prove its ability to produce pay-oft
advertising for another and some-
times competitive advertiser.

Up to now, T've been talking
about the waste involved in mak-
ing agency changes that shouldn’t
he made. Now, I'd like to touch on
another kind of waste inherent in
the way advertising agency reviews

re handled

I'he selection of a new agency is
a difficuly decision.

Who should the advertiser call
in? How should he do it?

The questionnaire approach seems
to be the maost favored. Fine. But
i m me that, if a question
naire is used, great care should go
into deciding who gets it, and the

TELEVISION MAGAZINE

Ohio; Anderson,
not
station-total-homes-
cannot be ranked.

| Mariet TV households 9, Households ‘
he- - l
{
| 1 New York 5,651,530 45 2,513,200 i
‘ 2 Los Angeles 3,591,710 34 1,221,200 ]
3 Chicago 2,463,540 34 837,600
1 4 Philadelphia 2,234,940 39 871,600
| 5 Boston 1,870,650 34 636,000
‘ 6 Detroit 1,604,980 38 609,900 i
3 7 Cleveland 1,368,010 36 492,500 :
to Nielsen, half of | 8 San Fiancisco-Oakland 1,54 ,810 29 448,600 | |
| 9 Waslington 1,585,220 37 586,500 | |
10 Pittsburgh 1,303,720 32 417,200 1
Average for markets 1-10 36 i
11 £t Louis 841,930 27 227,300
B 12 Dullas-Fort Worth 878,880 25 219,700 1
the Northeast, Easi 13 Minneapolis-St. Paul 737,840 31 228, 7 i
|14 Baltimore 979,390 39 382,000
. | 15 Indianapolis 776,850 29 225,300 1
_1'““1“5‘—"‘TV' 16 Houston 632,470 25 158,100
Koenig, Lois esti- 17 Cincinnati . 828,470 36 208,200
H : e 18 Hurtford-New Haven, Conn. 1,044,850 28 204,000
. They are projections from 19 Miluaukee 613,580 29 17,900
20 Buftalo, N.Y. (U.S. only) 584,110 27 159, 100
‘ Average for markets 11-20 30
| Average for markets 1-20 33

S.C.

reportable by
1967 survey.

PKIL market rankings based wupon
station totul homes reached—all stations combined, NSI October /N ovember

average quarter-hour, prime-time,

NS area households are as of September 1967 and are reprinted with the |

permission of A. C.

|

Nielsen Co.

kind of inlormation requested.
You wouldn’t believe some ol the
questions we’'ve had aimed at us

this to make an intelligent selec
tion.
But I dou’t think he should ré

J

at Foote, Cone & Belding. quest, or expect to receive, detaile T
For example: “Is your agency confidential information on an L
comprised og‘ noncreative advertis- agency's clients, marketing plans,
ing pcop](. semicreative, or adverusing e\pcmlltures special
creative?” Or: “Show us three ex- research projects, merchandising =

amples of current marketing plans
developed, i)?r your agency prefer-
ably lor products in related helds.”

Or: “List the total number of
creative people who will spend
time on our account; the approx-

immate percentage of total time Lhey
will spend; and the length of time
cach ol these pmplv has been with
the organization.” Anc I coull go
on andl on,

Surely a prospect has every right
to ask for basic, hard-core inforna-
ion abon organization, facill-
ties and pertinent ex.l|wrience of
comtending agencies. He needs all

www americanradiohistorv com

results, and the like.

No advertiser has any busines
asking for any information that h
would be unwilling to have th
agency divulge about his own opé
ations.

So much lor the questionnait
Now, who should get ir?

A popular practice today is
send it to the agencies that lo
best qualified qlun;., with anybo
else who asks for Then, bef
you know it, the .l(l\'ertncr is fac
with the impossib e task of readi
and evaluating  questionnai
frone 30, 40 or 50 agencies.
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PKL Projections

April 1, 1968

Sept. 1, 1967 Multi-T'V ownership

NSI area
Market TV households
| 21 Seattle-Tacoma 635,100
22 Miami-Fort Lauderdale 628 400
| 23 \tlanta 626,180
24 Kansas City, Mo. 64:3,02)
| 25 Sacramento-Stockton, Calif. 665,950
© 26 Columbus, Ohio 538,220
27 Portland. Ore. 552,820
* 28 Memphis 532,730
29 Denver 148,960
30 New Orleans 457,630
Average for markets 21-30
Average for markets 1 30
31 Tampa-St. Petersburg, Fla. 497,140
32 Birmingham, Ala. 515,930
33 Nashville 513,250
34 Albany-Schenectady-Troyv, N.Y. 612,120
35 Providence, R.1. 1,526,660
36 Grand Rapids-Kalamazoo. Mich. 60 , 160
37 Charleston-ltuntington, W. Va. 442,160
38 Syracuse, N.Y 570,040
39 Oklahoma City 387,630
40 Dayton, Olio 532,910
Average for markets 31-40
Average for markets 1-40
41 Lo 1sville, Ky. 432,430
42 San Antonio, Tex 413,140
43 Wichita-lTutchinson, Kan. 264, 160
44 Norfolk-Portsmouth-Newport
News, Vu. 345,990
45 Phoenix 344,560
46 Greenville-Spartanburg, S.C.-
Ashevill2, N.C. 670,930
47 Salt Lake City 294,050
48 Greensboro-tligh Point-
Winston-Salem, N.C. 502, 800
49 Omaha 312,070
50 Charlotte, N.C. 613,160
Average for markets 41-50
Average for markets 1--50
51 Orlapndo-Dayvtona Beacl, Fla. 405,220
52 San Diego 356,400
53 Tulsa, Okla. 395,870
54 Lanpcaster-Harrisburg-Lebanon-
York, Pa. 582,770
55 Toledo, Ohio 425,940
56 Wilkes Barre-Scranton, Pa. 406,620

PKL Projections

April 1, 1968
Sept. 1, 1967 Multi-T'V ownership
NSI area

% Households Market TV households Households

28 177,800 57 Davenport-Rock Isiand-

29 182,200 Moline, II. 312,620 22 75,400

22 137,800 58 Little Rock-Pine Bluff. Ark. 310,710 16 49,700

23 147,900 59 Shreveport, La. 307,260 18 55,300

26 173,100 60 Roc .ester, N.V. 368,630 30 110.600

34 183,000 Average for markets 51-60 23

28 154,800 Average for markets 1-60 27

19 101,200 l

28 125,700 61 Green Bay, Wis. 379,560 23 87,300

24 109, 800 62 Richmond-Petersbur:, Va. 328,890 24 78,900 1

26 | 63 Flint-Saginaw-Bay City, Mich 469,870 32 150, 100

31 | 64 Champaign-Springfieid- |

| Decatur, Il 312,910 20 62,600

20 99,400 65 Des Moines-Ames. [owa 301,580 1 54,300

19 98,000 66 Mobile, \la.-Pensacola, Fla 262,340 20 58,500

19 97,500 67 Cedar Rapids-Waterloo, lowa 312,710 18 56,300

27 165, 300 68 Paducah. Ky.-Harrisburg, Il

35 534,300 Cape Girardeau. Mo. 296,100 18 53,100

28 169,400 69 Johnstown-Altoona, Pa. 1,075,550 32 314,200

23 101,700 70 Jacksonville, Fla. 270,740 23 62,300

28 154,600 Average for markets 61-70 23

19 73,600 Average for markets 1-70 26

34 181,200

25 71 Raleigh-Durham, N.C. 378,070 18 68,100

29 72 Knoxville, Tenn. 290,610 19 55,200
73 Fresno, Cualil. 235,080 20 47,000

23 99,500 i 74 Spokane. Wash. 289,440 2 89,600

20 82,600 75 Rounoke Lynchburg, Va. 310,740 20 62,100

19 50,200 76 Chattanooga 229,750 21 18,200
77 Portland-Poland Spring, Me. 415,720 25 103,900

26 90,000 78 Youngstown, Ohio 275,470 28 77,100

28 96,500 79 South Bend-Elkhart. Ind. 265,990 29 77,100
80 Jackson, Miss. 277.890 17 47.200

18 120,800 Average for markets 71-80 22

24 70,600 Average for markets 1-80 26

19 95,500 81 Peoria, Il 215,790 23 56,500

22 75,300 82 Madison, Wis. 280,480 21 54,000

20 122,600 83 Albuquerque, N.0. 196,540 21 11,300

22 84 Mason City, Towa-Ausiin.

28 Alinn.-Rochester, Minn. 247,330 18 14,500 |

21 85,100

2G 103,400

17 67,300 PKL market rankings hased upon average quarter-howr, prime-time.
station total homes reached—all stations combined, NSI October/N ovembher

25 145,700 1967 survey.

30 127,800 NSI aren households are as of September 1967 and are reprinted with the

23 93,500 permission of A. C. Nielsen Co.

Long before an agency change
. to be made, the advertiser should
now which agencies are qualified,
nd which are not. Which ones are
oing the kind of advertising he
‘Hmires. Which ones have the tal-
it and the experience he needs.
't’s part of his job to know this.
' My suggestion, then, is that the
“lvertiser keep his questionnaire
“iort and simple and pertinent,
‘nd that it be sent only to those
~gencies that are known to be
ualified.
Now, let’s consider the presenta-
on itself.
I do not favor competitive,
jeculative presentations. I believe
1e advertiser should be opposed to
2em, too. For he stands to lose far
1ore than he could ever hope to
in from this practice.
The case against
esentations has perhaps

speculative
been

best stated in a letter written o a
prospective client by William H.

Johns of BBDO. In 1t, Mr. Johns

said: “If, In just a few days, after
we were appointed your advertis-
ing agency, we presented plans and
ideas, you would probably, and
properly, feel that we had not giv-
en your business sufficient study,
and had been careless in advising
you how to spend your appropria-
tion. If this feeling would be jus-
tified a week after we were ap-
pointed, it is even more justified if
we presume to build advertise-
ments for you before we enjoy your
full confidence and have discussed
under that confidence all the fac-
tors which must enter into the
thinking behind a successful adver-
tising endeavor.

“Speculative plans and copy are
obviously designed to sell the agen-
cy to the advertiser rather than to

WWW.americanradiohistorv.com

sell (he product or the service ol
the advertiser to the public. In-
stead ot seiling ourselves to you,
we wish you 1o buy us alter a study
on your part of our method of
working and the success we have
achieved in other lines. . ..

Mr. Johins wrote this in 1934—
but it is just as timely, just as
pertinent, just as true today as it
was then.

What should the advertiscr look
lor in an advertising-agency pres-
entation?

It I were in his position, I would
want a prospective agency to an-
swer these questions:

Why are you interested in my
problems? What experience have
you had with other clients dealing
with similar problems? What spe-
cific facilities and capabilities are
available? How would you organize
to work on my account?> Who

APRIL 1968
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I PKL Projections | PKL Projections
April 1, 1968 April 1, 1968 |
| Sept. 1, 1967 Multi-TV ownership Sept. 1, 1967 Multi-T'V ownership 1
NSI area — = | NSI area - — i
| Market TV households Households i Market TV households %, Households “
| f |
85 TFort Wavne, Ind. 237,760 25 59,400 123 Burlington, Vt.-Plattsburgh, i
l 86 Ilomnolulu 168,990 19 32,100 NY. 211,640 21 44,400
' 87 Evansville, Ind.-ITenderson, Ivy. 215,180 21 15,200 124 Montgomery, Ala. 179,720 18 32,300
| 88 Wheeling, \WW. Va.-Steubenviile, 125 Lufayette, La. 215,310 18 38, 800
Ohio 990,240 33 326,800 ! Average for markets 101-125 21
I 89 Lansing, Mich 554,950 32 177,600 Average for markets 1-125 24
90 Lincoln-Hastings-lNearnev, Neb. 232,960 18 41,900 )
Average for markets 81-90 23 126 Abilene-Sweetwater-San
Average for markets 1-90 26 Angelo, Tex. 113,050 19 21,500
127 Wansau-Rhinelander, Wis. 163,700 20 32,700
91 Sioux Fulls, S.D. 173,720 15 26,100 128 Columbia-Jeflerson City, Mo. 132,530 16 21,200 i I,
| 92 Baton Rouge 361,100 18 65,000 | 129 Odessa-Midland-NMonahans, Tex. 113,630 22 25,000
{93 Duluth, Minn.-Superior, Wis. 146,580 23 33,700 | 130 Lexington, Kyv. 149,340 20 29,900
] 91 Mmarillo, Tex. 141,880 19 27,000 i 131 Cadillac-Traverse City, Mich. 183,420 22 40,400
35 Beaumont-Port Arthur, Tex. 178,890 22 39,400 132 Savannah, Ga. 121,150 18 21,800
I 96 Greenvill>-New Bern- 153 Las Vegas 84,040 34 28,900 |
Washingion, N.C, 230,930 18 41 ,600 13¢ Huntsville-Decatar, Ala. 143,460 16 23,000 1l
97 Columbus, Ga 291,510 21 61,200 135 Bakerstield, Calil. 157,440 21 33,100
| 98 Binghamion, N.Y. 267,020 21 56,100 136 Yaukima, Wash. 139,410 20 27,900 !
99 Wichita I'alls, Tex.-Lawton, 137 oise, Idaho 97,160 18 17,500 i
Okla. 168,890 16 27,000 138 Austin, Tex. 166, 380 15 25,000
100 Fargo-Grand Forks-Valle 139 Ilarlingen-Weslaco, Tex. 80,720 21 17,000
City, N.D. 154,340 16 25,500 140 Bungor, Me. 131,700 21 27,700
Average for markets 91-100 19 141 Chico-Redding, Calil. 137, 150 21 28,900
Average for markets 1-100 25 142 \lexandria, Minn. 111,000 14 15,500 R |
| 101 Rockford, 111, 227,330 27 61,00 | 143 Topeka, Kan. 141,870 16 22,700
102 Joplin, Mo.-Pittsburg, Kan. 176,750 15 26,500 141 West Palm Beach, Fla. 281,760 25 70,400
103 Waco-Temple, Tex. 160, 240 16 25,600 145 Lugene, Ore. 138,090 19 26,200 [
104 Springfield, Mo. 179,770 15 27,000 146 Nuacon, Ga. 121,700 18 21,900
105 Colorado Springs-Puebio 124,220 28 34,800 | 147 Albany, Ga. 162,070 18 249,200
106 El Paso 126,340 26 32,800 148 Wilmington, Del. 186,730 17 31,700
107 Erie, Pa. 205,310 23 47,200 149 Becklev-Bluefield, W. Va. 284, 860 22 63,800
108 Bristol, Va.-Johnson City 150 Tallahassee, Fla. 177,400 18 31,900
Kingsport, Tenn. 217,230 18 39,100 Average for markets 126-150 20 l
109 Monroe, Lu.-IEi Dorado, Ark. 213,870 16 34,200 Average for markets 1-150 23
110 Springlicld-Tlolyoke, Mass. 106, 160 28 113,800 l
111 Terre Haute, Ind. 212,600 20 42,500 151 Florence, 8.C. 217,990 I8 39,200 §
112 Tueson, Ariz 153,080 27 11,300 152 Reno 84,310 27 22,800 |
113 Monterey-Salinas, Calif. 950,720 31 244,700 153 Alexandria, La. 154,200 17 26,200
114 Charleston, 8.C. 183,520 92 10,400 154 Meridian, Miss. 116,670 15 17,500
115 Columibia, 8.C. 225,370 20 45,100 | 35 Lilaho Falls, Idaho 63,080 21 13,400 !
116 Corpus Christi, Tex. 125,930 20 25,200 | 156 Utiea-Rome, N.Y. 223,900 24 56,100 F
117 Quincy, 1l.-Hannibal, Mo. 157 Billings, Mont. 68,510 17 11,600 1
Keokuk, Iowa 139,210 18 25,100 [ ]
118 Harrishurg, Pa. 430,440 265 Li1,900 PRL warket rankings based upon average quarter-honr, prime-time,
119 La Crosse-Gan Claire, Wis, 226, 640 17 38,500 station total homes reached—all stations combined, VSI October /N ovember |I
120 Sioux City, Towa 142,180 18 34,600 1967 survey.
121 Augusta, Ga. 258,020 21 54,200 NSI area houssholds are as of Seplember 1967 and are reprinted with the
122 Lubbock, Tex 126,620 22 27,900 permission of A. C. Naelsen Co,
|
ENCOUNTER: SCOTT more—was wasted in the nonsense  what must be marvelous to say: = !
from page 93 that now surrounds our business. “Great, boys, let’s go with it.” Or,
would the assigned people be and I T am atall right on the degreec  what's probably just as much fun = n
what are their hackgrounds? of the waste, just think of the im- (o say: “Forget it, you buwms. I'm =i
And | would expect that the Ppact oh our business if the wasted yanking the account.” END
presentation would be givrn. prin- $5 million were redirected into bas &
cipally by the people proposcd to i€ R&D work designed to {urther = > S :
serve ry account. This is the kind  the technology and understanding FOCUSON COMMERCIAL e
ol presentation ) would want; the ©f our business. from page 91 L U
kind that leads to a lasting, J)rodm' 1 think it's worth the eRort. bar. They weren't watc_lnng any- (
tive clientagency relationship. = o way.) But this fellow, this Average 81|
w.;h the record what it s on . ‘ e (‘mP)bumer, this In'ealhmg n‘leml)er i
wasteful speculative presentations, ENCOUNTER: LOIS of "Target Group A\, this Respon=ut |
L hope that soon most leading from page 88 dent in column B—were they maks 8 i,
agencies will decline (o participate, ‘L‘I,l_,usc: we've got a'n.(l those we want: ing it with him? g
Just as 1 hope thae thoughtlul man. We'll do advertising for you, great tle thought of the long debate by,
agement will soon ahandon, the advertisiug. And yon've got to help  about “Will they get it?” H i
practice entirely. us” By contributing, and by keep-  remembered the impressive author = i
I estimate that the total cost of  ing hands oft. (As [ saidl once, icies quoted to prove that this man Iy,
new-hbusiness activities for the 25 when I was even younger: “You  this |Jrivutc one-man  consume b
Jargest agencies last year was about  Make the maczos, we'll make the  panel of his own, either would o o,

$10 million. A significant portion
of this money-—perhaps il or
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ads.””)  Then, when they see the  would not comprelend the ratio
inal product, the Aient should say  ale built inro those feeting pt

Ll
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i Sept. 1, 1967
NS/! area
Market TV households
| 158 Aberdeen, Miss.-Florence, Ala. 73,550
159 Dothan, \la. 121,740
Ji 160 Great Falls, Mont. 56,920
. 161 Roswell-Carlsbad, N. M, 73,100
| 162 Medford, Ore. 63,400
I 163 Rapid City, S.D. 64,650
164 Fort Smith, Ark. 96, 390
165 Mankato, Minn. 120,940
166 Clarksburg-Weston, W. Va, 145,840
167 Marquette, Mich, 65,300
168 Ottumwa, Iowa 99,590
169 Cheyenne, Wyo.-ScottshlufT,
Neb.-Sterling, Colo. 129,260
170 Santa Barbara, Calif. 200, 680
171 Eureka, Calif. 51,400
172 Watertown, N.Y. 75,490
1| 173 Ensign-Garden City, Kan. 48 980
| 174 Bisinarck, N.D. 55,450
175 Minot, N.D. 41,840
Average for markets 151-175
| Average for markets 1-175
176 Coliunbus, Miss. 94,760
|| 177 St. Josepl, Mo. 188,120
178 Panama City, Fla. 137,800
179 Butte, Mont. 649,320
| 180 North Platte-tlayes-McCook,
| Neb. 58,100
181 Greenwood, Muss. 6,540
182 Mitchell-Reliance, S.D. 57,040
183 Tyler, Tex. 129,200
184 Hattiesburg-Laurel, Miss. 124,150
185 Casper, Wyo. 46,400
186 Manchester, N.I{. 1 132,410
187 Grand Junction-Montrose. Colo. 50,350
188 Biloxi, Miss. 128,440
189 larrisonburg, Va. 108,500
190 Salisbury, Md. 56,310
| 191 Ardmore, Okla.-Sherman-
Denison, Tex 76,230
192 Fort Myers, Fla. 45,330
193 Lake Clarles, La. 87,250
194 Hays-Goodlund, Kan. 64,170
195 Lima, Ohio 35,150
196 Twin Falils, Idalio 33,030
197 Yuma, Ariz. 32,170
198 Tupelo, Miss. 69,870
199 Alissoula. Mou 549,700
200 Lufkio, Tex. 50,210

PEKL Projectisns
April 1, 1968
Multi-TV ownership

PKL Projections

April 1, 1968
Sept. 1, 1967 Multi-T'V ownership
NSI areu

Households Mourket TV households %  Households
12 2,800 Average for markets 176-200 17
16 19,500 Average for markets 1-200 22
23 13,100
17 12,400 201 Ada, Okla. 106,600 11 11,700
18 11,400 202 Joneshoro, Ark. 102,680 5 15,400
16 10, 300 203 Williston. N.D. 31,670 13 4,100
13 12,500 201t DPresque [sle, Me 23,990 16 3.800
16 10,100 205 Jackson, Tenn. 93,560 11 10, 300
1 21,800 206 Fort Dodge, lowa 57,190 12 6,900
17 1, Hon 207 Zanesviile, Ohio 51,290 23 11,800
10 10,000 208 I'lorence, \la. 35,460 13 4,600
200 Klamalh Fualls, Ore. 26,210 16 4,200
1¢ 24,600 210 Bellingham, Wash 118,010 22 26,000
26 52,200 211 Dickinson, N.D. 30, 160 13 3,900
23 11,800 212 Laredo, Tex. 15,550 22 3,400
20 15, 100 213 Lafayette, Ind. 58,060 21 12,200
14 6,900 214 Parkersburg, W. Va. 43,790 18 7,900
14 7.800 215 Riverton, Wyo. 14,600 15 2,200
16 6.700 216 Bowling Green, Ky 180,240 18 32,100
18 217 Pembina, N.D. 23,850 14 3,300
23 218 Glendive, Mont. 4,170 12 500
219 Muncie-Marion, Ind. 1249 840 28 36,400
12 11,100 220 Selma, Ala. 15,170 15 2,300
16 30,100 Average for markets 201220 16
15 20,700 Average for markets 1-220 21
17 11,800
Akron, Ohio* 208,980 38 113,600
13 + . 600 Worcester, Mass.” 181,850 32 58.200
16 15,400 Anderson, 3 9‘ - 27,320 19 5,200
9 5,100 * Not included in PR L ronling
17 22,000 PKL wmorket rankings based upon average quarter-hour, prime-time.
17 21,100 statton tolal homes reached-—-all stations cowhined, NSI October/November
17 7,900 1967 survey.
34 385,000 NSI aren households are as of September 1967 and are veprinted with th
14 7,000 permission of 4. C. Nielsen Co
18 23,1
" o NIELSEN ESTIMATES OF
18 10,100 APRIL 1968 MULTI-TV SET OWNERSIIIP
) Multe-TV
;; ';:’gg Nielser. Territory TV households Households
20 700 Northeast 14,723,910 35 5,004,500
14 9. 000 | Last Central 9,034,590 32 2,882, 000
23 21,900 l West Central 10,102,510 26 2,616,600
18 5.900 LS()IIF‘h ]3,(_5,]“),‘N2}O 21 2,‘._'14,(‘)““
20 6 500 | Pacilic $,568,360 30 2,570,500
2 | ]
. 000 | Total US*  50,049.090 20 16,075,200 |
14 7,000 i * Freluding Alasia and Hawaii

‘tures on the television set’s screen.
The bartender put a clean glass
ron the shelf, and picked up anoth-
er wet one. The man watching him
“wondered if research would consid-
‘er a dropped glass good or bad.
' “Pay attention, damn you,” he
o thought. “We're getting near the
dend.”
*  On screen, a pretty girl delivered
a line. Casually, as though it had
occurred to her that very moment.
The man at the bar remembered
the afternoon in the studio when
that casual thought had consumed
hours of time and worry. He could
still hear the kid with the clapstick,
slating the scene: ‘““Take thirty-
two,” he had said disdainfully, as
the writer made a mental note to
complain that there was no rule
anywhere that called for expressive
slates. But then the girl did her

line just right, and all was for-
given.

But how about the bartender?
Did he {orgive, or would he forget?
Was he moved, motivated, nudged
just a little toward The Product,
now radiating quality and pride up
there on the screen?

Music Up and Out. Iade to
Black. The program began again.

The man at the bar waited, and
watched. The response of this one
man, this miniscule fraction-of-a-
market, had become irrationally
important. “Television is not a
mass medium,” he had once heard
an agency spokesman say. “It’s a
one-person-at-a-time medium, just
one person listening, or not, to
what we have to say.”

The bartender spoke: “Like I
say, it’s company.”

Oh, come on! Is that the best

wiww-aericanradiohistorsecom

you can do? Is that what happens
at the end of weeks ot work, hours
of struggle? Is that the thanks we
get for all the trouble we 100k to
make you buy our brand?

Well, lace ir: Maybe itU’s Dhad.
Maybhe the doubters were right. It's
too involved. Or too simple. Too
hard. Or too soft. Maybe I just
don’t know any more. Maybe I've
had it. Maybe I oughta get out of
the business. Maybe . . .

“Like I say, it's company. An’
once in a while you hear about
something. Like that stuff in that
commercial. I think T'll try some.
Did you hear what they said? You
see, there was this guy, and then
the dame comes along, kind of
casual like, an well, T guess
you wouldn’t care one way or the
other. After all, it was only a com-
mercial.” END

APRIL 1968

l
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‘ EDITORIAL

Tactics and strategy
in the spectrum war

The computer:
a gullible machine

[] Yor the loresecable [uture the television system of
this country will lace repeated raids on the broadcast
frequencies it occupies. As the lead story in this issue
explains, nonbroadcast users of the electromagnetic
spectrum are proliterating and their economic stakes
in the airways are expanding. Political clout can be
generated by economic power. No longer may the
broadcasters assume thev have been given decds in
perpetuity to those six-megacycle channels they have
so fruitfully cultivated.

As a group, broadcasters were slow 1o recognize the
vulnerability of their holdings in the spectrum. They
felt secure 1n the conviction that the service they per-
formed was of a higher order ol importance to the
public than, say, the dispatching or rerouting of a
diaper-delivery truck. It was incredible that Washing-
ton would pay any attention to cries lor a diversion
of frequencies to the private conveniences of the land-
mobile radio users.

As they have now learned, the broadcasters under-
estimated both the resources and resourcefulness that
land-mobile interests could command. Some of the
largest corporations in the country are arrayed in sup-
port of the campaign for more land-mobile spectrim
space. "The campaign itsell 1s a model ol political sim-
plicity: In the broad interests ol the public, television
could as well be delivered by cable as by broadcast;
the lrequencies thus reclaimed from TV could be put
o use in vital communications that cannot he trans-
mitted by wire.

Superficially, this arcument has its attractions. It
sounds as though the public would be guaranteed
more television service than it now gets (cables can
deliver more channels to a given community than the
broadcast allocations supply) . Tt also sounds as though
the public would be given better police and firc
protection, bhetter transportation, better services—all
through the expansion of vehicular communications.
No wonder there is more and more talk in Washing-
ton that echoes the land-mobile line.

Fhe broadeasters” problem is to counter the super-
hicial appeal of the land-mobile case with the hard
realities of what a wholesale transfer of TV to wire
would mean to the American public. 1t is the public
that would have ro pay the huge capital cost of install-
ing a national cable system. And even if the public in
the population clusters were willing 1o loot the multi-
billion-dollar hill, the millions who live in nonwrban
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areas would be beyond reasonable reach of wire grid

But if logic for the moment favors retention of th
television broadcast service, it provides no guarante
of permanence. For the land-mobile services are n
alone in coveting the television frequencies. Th
TELEVISION article beginning on page 35 identifi
some ol the other combatants in the war for spectru
space. The combatants are certain to multiply an
the war to cscalate as new technologies of communic
tion spill [rom the laboratories and new systems fro
the economic venturers. The broadcasters will b
shortsighted indeed if they think only of the tactica
defense of the moment without also considering strat-
egy for the longer range.

Among the strategic questions that broadcasters
must entertain is how to justify both the uniqueness
and uselulness of the service they are providing. In
earlier editorials, this publication has suggested that
the best insurance policy the individual broadcaster
can buy is an investment in local identification. The
station that demonstrates meaninglul service as a
local journalistic force can make a stronger claim to
its piece of spectrum space than the station that is
primarily a relay point for a national program service.

[] Whatever he may think of it now, anyone who
buys or sells television advertising must include the
computer in his future tool kit. Enough companies
on both sides of the buy-sell process have put enough
money into computer installations and research to
justify the conclusion of the extensive article in this
issue: The computer is here to stay. |

But, as the article also makes clear, no computer 18
a miracle machine. It simply stores huge quantities of
information that it can then sort and retrieve in re-
markably little time. I the information that it stores
is questionable, the computer can inject no validity.

Right now, as the article points out, there are ma:
chines at advertising agencies that are being fed grea
gulps of those demographic figures contained in ARB
and Nielsen television-market reports. Nobody seem
to be wondering whether the figures are statistically
sound. Perhips nobody needs to wonder.

But we are nagged by the thought that maybe, jus
rmaybe, the samples from which local-market repor
are built are subject to more questioning than a col
puter is equipped to ask. If so, more mechanizatio
won't deliver more answers.
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