‘ —1 — g - - 1— = - \‘ = W August 1968
FI1.EVISION ol
_J s ' 3 = = One Dollar



www.americanradiohistory.com

You never will at Movielab.
All our cows are strictly cow-colored.

Movielab, Inc.
Movielab Building
. an au . 619 West 54th Street  #
\ 5B Now York, N.Y. 10019
JUdson 6-0360
A
A

Cable: MoviInLAR

Tolox: 12-6785
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haS heen awarded citations by the Vice Pres-
ident of the United States, the Governor of Cali-
fornia, the American Advertising Federation, the

American Baptists and a number of other groups.

haS elicited inquiries from more than 30 com-
munities, 10 U.S. Congressmen, 2 U.S. Senators,
several government agencies, and newspapers

and hroadcasting organizations all over the country.

haS been staffed day and night by volunteers
exclusively. Several communities are actively con-
sidering similar projects and the city of Hartford
has started it with the good help of the WNHC

stations, our sister facilities in New Haven.

(Iropouts anonymous

has heiped 1344 young peopie stay in School.

We are proud to have created 1t

KFRE-AM-FM-TV Fresno, Cali.

TRIANGLE PROGRAM SALES, 4100 CITY LINE AVENUE, PHILA., PA. 19131, (215) 878-3700

Operated by Radio and Television Div./Trlangle Publications, Inc./4100 City Line Avenue, Phlladeiphla, Pa. 19131

WEIL-AM « FM + TV, Philadeiphia, Po. /| WNBF-AM « FM « TV, Binghomion, N.Y. /[ WFBG-AM « FM « TV, Altoona-Johnstown, Pa.

WNHC-AM * FM * TV, New Haven-Hartford, Conn. / WL YH-TV, Lancoster-Lebanon, Po. [ KFRE-AM « FM + TV, Fresno, Cal.

Friangle Sales Offices: New York / Philadelphia / Chicago [ Los Angeles
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TELEVISION

Volume XXV
Number 8

WITII CITIES IN TURMOIL, TV TURNS ITS EYE ON THE GHETTO
Urban decay and violent inner-city upheaval leave ugly scars on

the face of the nation, and television, which has been there to

reeord the tragedy in progress, has also sought ways to arrest it.

Seeking causes and solutions, TV shows a new social consciousness.

COULD WIRES OF TIIE FUTURE STRANGLE LOCAL PROGRAMING?
Television and the Wired City, a report commissioned by the National

Association of Broadeasters, finds local TV news a growing community
foree. And it says more channels, perhaps afforded by wire TV delivery,
might damage this local force without adding much in program diversity.

A NATIONATL GALLERY OF AWARD-WINNING LOCAL PROGRAMS
From women’s auxiliaries of loeal elambake societies to regional and
nationa!l organizations, award-giving comes as naturally as electing

a recording secretary. From an unwieldy award universe, TELEVISION has
attempted to cull the major regional and national awards for loeal programs.

PACKAGING CANDIDATES FOR VOTER CONSUMPTION

TV eampaigns are so important in the modern political process that advertising
ageneies wonder it they’re tampering with something sacred.

Some argne the eandidate decides what to say, the ageney, how to say it.

But there’s still contusion of the ageney’s form and the politician’s content.

80 I'V'S MOS'T KXPENSIVE MINUTES I'ACE A (COST ANALYSIS
The cost of producing television commercials has visen 72% over the
last Hve yeurs, and now cost accountants ave wmoving into ad ageneies
to check the upward spirval. Their appeavance promises frietion with
creative departments that hnve been used to spending with a lavish hand.

DI ARTM ENTS
4 Punevision on Location
16 Playhuek
18 (‘loscup
20 J'ocus on e
28 J.etlers
83 )ilestutus

104 Jiocus on Commereials
118 Jiditorials

v _ _ =
Postnantér i Fledss wend Korm BO7H Lo Tiunvidion, 17856 DeNales Street, N.W., Washington, D, 0, 20086,

TELEVISION MAGAZINT
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Give everyone
in your audience
a new television set

Amazing new Image Enhancer installed in
your studio “rides through” weaknesses and
defects in home receivers. Delivers
unbelievable picture clarity.

When anyone tunes in your newly-equipped
channel for the first time, he’ll think his old set
is brand new. That's how remarkable our

new Image Enhancer is. Color pictures

(black and white, too) leap to life with
incredible clarity. They have more snap.

More sparkle. More impact.

Our Image Enhancer gives complete contour
enhancement. Even fast-action sporting
events are sharp. Clear. Well defined,

And aremarkable process called “‘crispening”

works like an electronic retoucher. Puts lightin the

eye. Even darkens an eyebrow. And does it
without noise or crosstalk.

Order our Image Enhancer for your studio, and

deliver the ‘“‘new television set’ to your audience.

Don’t wait. Write us for details. Or better yet,
call us collect: (203) 327-2000.

PROFESSIONAL

PRODUCTS
% LABORATORIES

Stamford, Connecticut. A Division of
Columbia Broadcasting System, inc.

www americanradiohistorvy com
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TELEVISION

The word in Hollywood: violence out, guilt in.
Washington: House probers miss another point.
In New York: a Russian size-up of U.S. TV.
Chicago: spinning a success story out of tape.

HOLLYWOOD:
| The month here was occupicd—
indeed preoccupied—with the ques-
tion ol violence. It was the alter-
math, ol course, to the assassina-
tion ol Senator Robert T.
Kennedy. The nation desperatcly
groped for a reason why, and there
stood  Hollywood-—selt-conscious,
guiltridden, contrite, delectably
vulnerable.

The hrst slingshot came [rom the
White House where President
Johnson got his new commission
on the cause and prevention of
violence together and asked wheth-
er “the seeds ol violence, nurtured
through the public airwaves, the
screens of neighborhood theaters,
the news media and other forms ot
communications’” were corrupting
our country. A barrage of accusi-
tions followed to indict the Holly-
wood community at least by infer-
ence or association. They came
from congressmen, clergymen, edu-

cators and various other critics
across the nation.
The television  networks  re-

sponded immediately to the pres-
sure by promising to de-emphasice
violence. How much and lor how
long remains to he seen. To most
obscervers the action ol the net-
works in suggesting to ollywood
producers that they hind dramatic
techmques other than violence to
hold  the 1interest of audiences
smacked ol tokenism. To a minori-
ty ol observers, the tokenism was in
the (mly hall-beavted attempt by
the networks to l)()inl oul that
there was still somc question as o
whether there is an even casual
relationship bhetween the fictional
portrayal of violence in the mass
media and any aceual increase ol
violence i American life.

The individual reaction in Hol-
lywood to the sin ol propagation ol
violence was that ol conlessional

TELEVISION MAGALING

and absolution. Jerry Paris, a TV-
movie dircctor, even took a public
pledge. In a full-page ad in Holly-
wood trade papers he swore, in the
names of John F. Kennedy, Martin
Luther King, Robert F. Kennedy
and his family that “I will no long-
cr lend my talents in any way to

[ add to the creation of a climate for

murder.” TIt’s probably cynical,
but certainly germane, to point out
that Paris has worked almost exclu-
sively in comedy, the Dick Van
Dyke Show on television, “How

Sweet It Is” in movies.

Before long, more than 100
members of the Hollywood film
industry heard the call and took
the pledge. Included were: Ivan
Tors, Les Crane, Richard Boone,
Tom Smothers.

The producers of NBC-TV’s Get
Smart series, which—would you be-
lieve—may have been leading un-
told numbers astray by its ruthless
portrayal of mayhem, announced
that (hey were eliminating all se-
quences involving acts of violence
from next season’s segments. ABC-
TV’'s The Big Valley  series
cancelled a  scheduled  summer
rerun of “T'he Night of the Execu-
tton” segment that contains an as-
sassination scene. In o addition, a
script in the works for the western’s
new season also was cancelled. Sim-
itarly, assassination stories in I
Takes a Thief and FBI series, both
also on ABC-TV, reportedly were
heing rewritten or were dropped as
a result of the new climate in Hol-
lywood.

Warren Beatty, alias shoot-’em-
up Clyde Barrow ol the “Bonnie
and Clyde” box-ollice smash, was
the spearhead of a high-pressure
campaign in Hollywood lor gun
control, the inevitable spinofl from
the violence crusade. e made a
plea for the cause on the Joey

www americanradiohistorv com

iBishop Show and such as Marlo]

Thomas, Barbara Rush, Andy
Williams, Elizabeth Montgomery
were included in his corner. The
Directors Guild of America, that
fount of democratic action, met
with other talent guilds to study
the question of violence in feature
films and television, and the Na-
tional  Association for Better
Broadcasting (nee National Associ-
ation for Better Radio and Televi-
sion), sensing a ncw lcase on life,
prepared to re-rclease reports that
showed the incidence ol fictitious
murders on television.

Why does Hollywood contribute
so generously to its own depreca-
tion? Why does it reflect the think-
ing and action of others so much
more than it projects its own lead-
ership? In that time-honored movie |
script  phraseology, Hollywood is
the perfect pigeon.

Hollywood is made up ol people
who are ashamed of what they're |
doing. The guy in television is al-
ways vowing to get out and do
movies. His counterpart in motion
pictures longs to do a Broadway
play or write a book. To denigrate
one’s own product and homestead
is commonplace. For there seems to
be only one thing that the mass
entertaiinment business means to
many of Hollywood’s people: IU’s a
stepping stone to presumably more
selective and artier things.

Yet to have illusions of grandeur
is epidemic. Every new featured
player is an instant pundit on race
relations and the war in Vietnam.
The exercises in sophistry would
challenge the mettle of the US.
Congress.

Politically, Hollywood is, and al-
ways has been, naive. It’s not really
a question of politics. Forever in
the limelight, publicized and lion-
ized, Hollywood is primarily con- =
cerned with postures and style.
There are certain {ashions that all
beautiful Hollywood people faith-
fully follow—white turtlenecks un-
der dinner jackets, making the
scene at the Factory, being a politi-
cal activist. The issues are always:
black and white, and there are few
second” thoughts about which to
support, particularly In racial mat-q

= ——

ters where black is good and white
is bad. q

God bless the kids who are riot- =
ing on the college campuses;
they're groovy, suggests a well-|
known series actress in a letter to 2
union paper. It’s the up-tight po-
lice who have caused most of the !
property damage.

I'rance at the boiling point of
revolution was a far more with-it
country than the home of the Stars
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AREe CITIES

WORTH SAVING?
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Should We Abolish the Private
Auto? Should Everyone Be
Educated? Can We Ever Get
World Government? —four of
many highly explosive topics up
for discussion on “Foresight” —
a fresh, provocative local news
feature presented by WTMJ-TV.
“Foresight.” *“Newsmakers.”
“The Big Question.” All new.
All unique. All comprehensive

local news programs produced by
the area's largest staff! No
wonder Milwaukeeans Look
Forward to WTM]-TV for the
most informative and stimulating
local news viewing. For details
contact our representatives:
Harrington, Righter & Parsons —
New York * Chicago ¢ San
Francisco ¢ Atlanta * Boston

St. Louis * Los Angeles.

www americanradiohistorv. com

LOOK FORWARQDO TO WTMJ-TV
The Milwaukee Journal Station « NBC

WTMJ-TV
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Jrom page 4

and Stripes, claims another actress
on a local TV program. Foreign is
in; home-grown is out.

Violence isn’t the problem in
Hollywood. Vulgarity is.

Relax, America, Les Crane prom-
ises not to lend his talents “to the
creation of a climate for murder.”

All over Hollywood, the stages
are humming with the sounds of a
new television season. It’ll proba-
bly be a season a lot less violent,
maybe a little more dull. But what
about the taste level? It’s not likely
to change. MORRIS GELMAN

WASHINGTON:

The House Investigations Subcom-
mittee, which hankers after expos-
ing negligence at the FCC, some-
times appears instead to be rooting
after so many truffles. Last month
it found some that were bigger and
tastier than usual. But the truffles
in this case may be juicier than the
dish they flavor.

Some subcommittee members
seem sure the commission was
guilty of scandalous behavior in its
original assignment and later trans-
fer approval of five Overmyer
UHF construction permits that
were sold to AVC Corp. (U.S.
Communications) .

Sad to say, the commission seems
to have had an inflated picture of
Overmyer financial resources; sad
to say, a commission official in the
transfer branch was forced to ad-
mit that he didn’t know how to
read one of the balance sheets in-
volved, and sad to say, the whole
construction-permit granting and
transfer process comes off looking
very shoddy. Perhaps with a more
rigorous application of commission
rules, the five stations would never
have passed into or through Over-
myer hands.

But before anyone takes vindic-
tive delight in this kind of expose
he ought to think about the bigger
picture. Nobody ever got rich in
independent UHF television oper-
ation. Take a look at the record.
Only one independent U reported
a profit last year, only one the year
before. And nobody ever got rich
trafficking in TTHF licenses.

If Investigations Subcommittee
members would have us believe
that Overmyer never had any in-
tention of operating his stations,
the argument is most unconvinc-
ing. There is every reason to be-
licve that Daniel H. Overmyer,
chairman of the parent company
of the Dbroadcasting ventures, ex-
pected to enter and remain in tele-
vision in a way that would add to
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the fortunes of his company and the
credit of his name. Not only did he

want to put a string of UHF sta- |

tions on the air—each was to bear
the initials of a member of his
family as call letters—he expected
to be the financial father of the
fourth television network, which
was also to carry his surname.

If the commission’s sin was con-
fusion of apparent wealth (enough
to back the stations) with fluid
resources, perhaps Overmyer’s flaw
was overcommitment to develop-
ment and underestimation of the
capitalization required, for both
station and network ventures.

If anything came clear during
the House panel sessions it was
that the house of Overmyer was on

shaky financial footings during its |

period of maximum involvement
in the TV business.

Robert Adams, executive vice
president of D. H. Overmyer
Broadcasting and D. H. Overmyer
Communications from mid-1964
through 1965, testified that he had

| become ‘““a little impatient, disillu-

sioned, frustrated,” with the slow
money commitment being made to
the TV properties by Overmyer.,
He was concerned that the compa-
ny was not living up to the prom-
ises it had made to the FCC. For
example, he said, Mr. Overmyer
had told him to offer only $30,000
for an antenna site, the appraised
value for which was between $80,-
000 and $100,000.

Later in the hearing that would
be the basis of Representative Van
Deerlin’s (D-Calif.) question as to
whether Overmyer had later tried
to get talent and programing for 30
cents on the dollar too.

Again it seems necessary to point
out that UHF television is a differ-
ent animal from VHF. It may sur-
prise some congressmen to know
there are a number of UHF licen-
sees around who are operating lit-
tle more than holding actions, get-
ting by with a minimum number
of hours on the air and with rela-
tively inexpensive programing,
They will continue to delay larger
investment until they have reason

to believe they will not go broke in ||

the process.

During the hearings Overmyer ||

confided—despite an associate’s ap- |
parent attempt to dissuade him—
that his one remaining station,
wpHO-TV Toledo, has lost $1.3 mil
lion. “Big tower, big power, big
losses,” said Overmyer. Before the
gallery had time to dry its eyes
Representative Hastings Keith (R-|
Mass.) brought all up short, asking
why Overmyer kept telling of his

L o p——

hard times in the face of the im-
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If you lived in San Francisco...
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...you’d watch KRON-TV, one of two television stations
in the country which have been awarded all three of these time-honored

symbols of local programming achievement.
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SAN FRANCISCO
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| from page 6

pressive assets ol the D. H. Over-
myer Co. Mr. Overmyer answered
that it would be a mistake lor him
to consider assets without liabili-
ties, that on balance things hadn’
heen so rosy as they might have
appeared. The lesson could not
have been lost on the FCC.

But continued haggling aboul
the financial capability ol a given
applicant lor some UHF construc-
tion permils escapes more funda-
mental issues. This case originally
i caught the attention of the House
panel when the FCC authorized
transfer of the five stations from
Overmyer to U.S. Communications
Corp. It was the block transler that
provoked the committee (o investi-
gation. To give its approval the
cominission was again waiving an
interim policy on multiple owner-
i ship of stations.

When the FCC appeared belore
the conmittee last December i
was the concentration-ol-ownership
question that most of the commis-
sioners talked about. Once people
realize there is no such thing as
nelarious profiteering in construc-
tion permits tor independent UHF
stations, they will go back 1o that
hasic question.

The attitudes expressed at the
earlier hearing lav the problem out
in clear relief.

Chairman Hyde and others of
the commission majority, in so
nany words, felt such block trans-
fers ought to e condoned insofar
as they will speed the development
of otherwise languishing UHT as-
signments, Commissioner Johnson,
bitterly opposed, said “there’s
nothing more nmportant than the
greatest possible diversification of
sources of information and enter-
tainment.”

lLee Loevinger, then a commis-
sioner. questioned: “Are we seek-
g the most atomistic of systems or
something else?” loevinger went
on (o say that concentration is real-
| Iy a network origination maiter,
that the only hope ol diversity in
program origination is to gel more
powerful groups who could start a
network.

The ghost ol the Overmyer Net-
work stirs and
plates the dilference between form
and substance JOHN GARDINFR

NEW YORK:

Boris and Viktor stood in a control
room ol ABC’s West 61cth Street
broadcast center one steamy New
York City cvening last month
watching o crew put together the
6:30 network news Leed.

TELEVISION MAGAZINE

perhaps contem-

It was a particularly hectic show,
with the newsmen winging much
of the production, rewriting while
on the air to get in late film clips ol
an airliner hijacking in Florida
and an explosion in Chicago.

“Is very ethcient,” said Boris.

“Is interesting,” said Viktor.

A press agent for ABC News,
proud of a filmed report from Viel-
nam 1n the show critical ol the
United States village pacification
program, later asked Boris and
Viktor what they thought of the
Vietnam foolage.

“Was ordinary film,” said an
unimpressed Boris.

The dispassionate observation of
the (wo wvisitors was somecwhat
more unusual than thar of other
summer tourists in that Boris and
Viktor are Russian newshilm tech-
nicians.

While language barriers blocked
most ideological comparisons (an
American  interpreter  translated
for the two Russians, who speak no
English), reaction of the Soviel
newsmen to American television
operations left little doubt that the
gap between TV techniques of the
two international powers is at least
as wide as the ccononiic gull De-
(ween capitalism and counmunism.

For the past five years, Boris and
Viktor have shot almost 909, of all
the footage out of Russia scen on
ABC. They arc employes ol the
television division ol Novisti—the
Russian newshilm agency that must
be employed by all {oreign nations
wanting to shoot in the Soviet
Union (at a cost ol about §100 per
day per camera crew) .

Camevaman Boris  Yurchenko,
and soundman Viktor Bushuyev
(in Russia he is called an assistant
cameraman), also have filmed for
NBC and CBS, as well as for the
television correspondents of more
than a hall-dozen other nations,
trom East Germany to Japan.

ABC--news, documentary and
sports divisions—has been one of
their most regular beats, yet they
never saw any ol the footage they
shot for American viewers because
rthere is vitually no color processing
equipment in the black-and-white
recalm of Russian television, and all
thenr ULS, material is {lown out ol
the country raw lor processing and
editing here.

When Acroflot, the Russian na-
tional airline, and Pan American
World Airways instituted  direct
service between New York and Mos-
cow last month, ABC's Moscow
correspondent,  George  Waltson,
coming home for reassignment al-
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ter three years in the Soviet Union,
brought Boris and Viktor along to
film the inaugural Russian fight
(with the Red airline picking up
the travel tab). With the two in
this country, ABG decided to put
them up lor a week and show them
the network’s television operations
in New York and Washington.

Boris—middle-aged and looking
indistinguishable from a middle-
class resident ol Brooklyn in his
shiny grey suit and narrow striped
tue—and the somewhat younger
Viktor—who could almost pass for
an advertising agency creative type
in wide tie, pin-striped 1940-styl¢
suit and  steel-rimmed  glasses—
were, lor the most part, like tour-
ists the world over. (When their
wives [ound out about the trip to
America, “they also wanted
come,” said Boris. They didn’( -get
€o.)

With the American interpreter
providing carefully idiomatic ren-
derings ol the Soviet speech, their
fluent Russian seemed (o come
acrosss the Iron Curtain into En-
ghish sounding just about the way
it does in Hollywood movies.

What’s their feeling abowt U.S.
television?

“Is ambivalent,” said Boris. “On
one hand, news is very well orga-
nized. On second hand, we get led
up with the commercials very easy.
Technique is very good, very in-
ventive. Is hard to make very deep
judgment  because ol language.
You haven’t developed a system ot
liltering the good things to the top
and the bad to the bottom.

’

o !

—

“We have more time devoted (o |

educational broadcasting, a sepa-
rate channel for educational pro-
grams. We have more time devoted
to news.”

In the slowly emerging Russian
television, TV news footage is still
shot silent; ABC had to provide
them with sound-on-film equip-
ment for network shooting. “There
were difficulties at first,” said Boris,
“because we hadn’t had any prac-
tice with it and was nobody to

explain how to use it. Was mostly |

intuitive.
“At first was hard for Viktor and
[ to get used to films and techni
ques ol American TV and we al-
ways have to do filming without
secing final product. We t1y to pick
up techniques of country we work
for—there are great ditferences be-
tween countries. The principles of
putting films together in  your
country are very ditlerent from
ours.
“In making Russian documen-
(Continued on page 12)
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Does that jar you? It should—and it has jarred Houstonians. Helping to
jar them are programs like “Guns Are For Killing”, “61 Riesner Street”,
“Tell It Like It Is”, “Dialogue”, and “The Last Word.”

Houston is a nice town, and KPRC-TV is proud of it ... But Houston
could be a much nicer, and safer, and cleaner, and more law-abiding, and
more understanding, and more healthful town—-and KPRC-TV is try-
ing to make it so. As we understand it, that’s part of the responsibility

we assumed when we began telecasting almost twenty years ago—and
it still 1s.

U SEE, WE THINK WE ARE A CITIZEN T00...THAT'S US,

CITIZEN I(I’RB'W

NBC ON HOUSTON’S CHANNEL 2
Edward Petry & Co., National Representatives
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Allanid
MOVES
[he Greal
Soutneast,

SIS
Aliana!

A new era for Atlanta television be-
gan when WAGA-TV moved into its
new building . .. a building so care-
fully planned and conceived, a build-
ing so complete that it is now known
as The Television Center of the
South! The growth at WAGA-TV is
easily summed up: New Building in

1966 ... New Programming in 1967...

New Audience Leadership for WAGA-
TV in 1968!

On these pages, you'll glimpse a few
of the reasons why Atlanta's Storer
Station has assumed the leadership
role in one of America’'s fastest
growing markets. The developments
at WAGA-TV have been three years
in the making. Progress continues.
And here, where excitement and en-
thusiasm abounds . . . the best is
yet to come!

“DIALOGUE"...is a person-to-person in-
terview with prominent guests. Recently,
Paul Shields' penetrating interview style
probed into the personal lives of George
Jessel, Charlton Heston, Carol Burnett
and Pat O'Brien.

New home of WAGA-TV in Atlanta was
completed in 1966. Its colonial design
is in the Storer tradition and houses all
administrative, engineering and studio
facilities. It forms the base for the one-
fifth mile high WAGA-TV transmitter
tower. It is also the southeastern head-
quarters for CBS News.

THE WORLD...watched. the Dr. Martin
Luther King funeral with the video pool
handled through WAGA-TV.
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WAGA-TV in recent years has been the
recipient of many of the industry’'s most
coveted awards, including “Station of
the Year" and ‘“Promotion of the Year"
Awards from the Georgia Association of
Broadcasters . . . “School Bell Award”
given to TV5 for its interest and atten-
tion given to education issues . . . Na-
tional Headliners Club First Award for
TV Editorials—National Safety Council
Award, presented to Dale Clark as the
broadcaster in the United States—in a
local station or at network level—who
did the most to promote traffic safety
... "Pacemaker” Award, given by Asso-
ciated Press to the Georgia television
station with the most outstanding news
operation. Categories in which WAGA-TV
earned first place honors were best reg-
ular sports programming . . . documen-
taries . . . general sports coverage . . .
best news film of the year.

THE THIRD PREMIERE of “Gone With
The Wind"... featured remote camera
coverage in front of Lowe's Grand The-
atre. Co-hosts were Paul Shields and
Don Barber with Mayor Emeritus William
B. Hartsfield . ..shown here with GWTW
star Olivia de Havilland.

PIED PIPER OF PLEASURE . . . Dave
Michaels, TV5's popular Mr. Pix is shown
with children from Hillside Cottages, a
Community Chest agency, as they ex-
plore Atlanta's Six Flags Over Georgia
amusement park. Michaels arranged the
trip for children who otherwise might
not ever visit the park.
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“Matches-n-Mates” is just one of many
syndicated shows produced by WAGA
Productions, the ‘station’s production
company. Gulf, Texaco, Delta Air Lines,
Ford, Dodge, Martha White Flour, and
many others have used WAGA facilities
to create extraordinary commercials.

“What to Do With Alcoholics”
“Georgia's Growing V-D Problem™ . . .
“Planned Parenthood” . . . are among
the touchy subjects tackled by Dale
Clark, TVSs Public Affairs Director.
Clark’s two programs, “TVS Reports”,
and “Let’s Discuss It" are Atlanta’s only
weekly public affairs programs airing in
evening time.

TV5 leads all stations in Georgia with
five studio color cameras. The station
also offers production aides such as
Chroma-Key and two huge studios with
sky biue cycs accented by black drap-
eries . . . and neutral draperies, which
can be lit to create a backdrop of any
color.

“D.U.I. INITIALS FOR DEATH"” was one
of the most provocative programs ever
aired on Channel Five. It dealt with per-
sons who mix drinking with driving. The
film has already been loaned to 32
sources, including the showing to 500
members of the Governor's Traffic

Safety Conference, the Alabama Safety
Council and others.

JULIE CARNES...recent graduate of
East Atlanta High School, was judged
winner in the WAGA-TV local high school
editorial competition. The TV 5 editorial
board regularly reviews high school
newspaper editorials and awards the
winning writer or the school, a $1,000
scholarship. Another feature of the TV 5
editorial program is “Editorial Feed-
Back” which regularly airs editorial
comments of TV 5 viewers.

WAGA-TV regularly airs the most varied
collection of sports programs. Two were
“Steeplechase” (1967) and “Dawn Till
Dark” (1968), narrated by Ed Thilenius.
They were produced in color to publicize
the annual charity race (Multiple Scle-
rosis) . . . Other TV5 sports included
CBS soccer; NFL football, including
TVS5's Falcon pre-season originations;
SEC basketball; golf tournaments, and
the Soap Box Derby.
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“HIGH-Q" . . .
“College Bowl" is still another TV5 pro-
gram that puts its accent on youth! It
pits metro high school teams against

based on TV's famed

each other, offers weekly prizes to
schools and a scholarship fund to the
season’s champion school.

A look at Atlanta TV station popularity!
(Shares of metro audience)
Station Station Station
TIME PERIOD WAGA-TV A B c
9 AM - Noon 41% 24% 36% —_
M-F
Noon-5PM  39% 28% 35% 1%
M-F
5PM-7PM 35% 32% 32% 3%
M-F
Prime Time
7:30 PM -
11 PM 9% 27% 35% 2%
Sun - Sat

Time periods selected for review are
clearly defined. March, 1968 ARB data
used is subject to the limitation on ac-
curacy inherent in the method of sur-
vey, and should be considered esti-
mates.

New Building in 1966...
New Programming in 1967...
New Audience Leadership in 1968
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STORER

BROADCASTING COMPANY

waga
Atlanta

Represented by
Storer Television Sales, Inc.
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For example — just one WLBW-TV documentary —
ESCAPE TO HELL — on the subject of teenage use
of narcolics, involved discussions between the sta-
tion News Department and more than 25 Civic and
official organizations, used approximately 850 man
hours of preparation covering talent, announcers,
directors, floormen, engineers, lighting technicians,
copywriters, arlists, newsmen, photographers, re-
searchers and newswriters.

“Escape to Hell” has since been aired on 37 televi-
ston stations throughout the United States, Mexico,
Canada and South America, and even on several
radio stations.

For all the effort expended in the coordination and
cooperation by every department of WIBW-TV,
this program looks pretty small on an official report.
Jut THAT'S the way one community - minded sta-
tion in a vital U.S. market operates.

s WLBW-TV

MIAMI FLORIDA

whomagirnn

ARBILIATRD WITH wCRY
BU MW INCINNATL OHIQ

MAGAZINK
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from page 8

tary film, is done more for motion
picture standards than TV. A cor-
respondent standing in the picture
is very rare in Soviet newsfilm.”

Nonetheless, according to Watson
“technically there are very few
problems—they are much better,
generally, than you would expect
from American crews.”

This, undoubtedly, is due to
training standards that few U.S.
camera crews have to undergo. In
cinema- and news-conscious Russia
(where the average family film-
going remains higher than the
U.S., and where all movies still are
preceded by 10-minute newsreel-
lectures) , Boris and Viktor had to
go to an institute for four years to
learn their trade: “The fourth year
is most for practical work. Then
we had a year to write a degree

paper.”
While championing  Russian |
technical skill, Boris had to ac-

knowledge that Russian television
is slowly catching up with its impe-
rialist brother. Color—on the order
of the French SECAM system—
introduced last November, is now
being broadcast once a week, from
2 to 5 p.m. on Sunday, and, horror
ol capitalist horrors, “we started
recently commercials—just begin-
ning, once a week on Saturday half
an hour for nothing but commer-
cials. Mostly they are announce-
ments.”

“On the Fourth Channel there is
a program, ‘lllusion'—the old Rus-
sian word tor cinema—they show
the classic ilms—old 'movies [rom
around the world. They had ones
by the American, Grifhth.”

Thus the cultural gap closes an-
other notch: can a 1915 “Birth of
a2 Nation” on channel 4 in Mos-
cow be much different from the
Laie, Late Show on channel 2 in
New York?  WALTER TROY SPENCER

CHICAGO:
Llis  vellow matching the

oflce,

shirt
his LaSalle Street
William ], Marshall Jr.,, board
chairman ol T'eleTape Produc-
tions Inc, exudes that glow ol
conhdence as he admits, “I just
drifred into this business.”
Muavshall,  lawyer curned husi-
nessnitn,  may  have drifted  into
Tele- Lape, but his associates agree
neither he nor the youug video-
£ e production and services com-
pany has done any drifting since
then. Vele-Tape's action is Jargely
in New York, where it is investing

$2 million in a new 'LV sgudio |



www.americanradiohistory.com

| Broadcast
_'/ Management

By Ward L.Quaal
and Leo A.Martin

A contribution
to broadcast literature

WGN CONTINENTAL BROADCASTING COMPANY

STUDIES IN MEDIA MANAGEMENT « A, WILLIAM BLUEM, GENERAL EDITOR
COMMUNICATION ARTS BOOKS « HASTINGS HOUSE, PUBLISHER
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theater now nearly completed. But
its exccutive and administrativ:
offices contmue in Chicago where 1t
all began as the alter-dinner kitch-
en-table dreams of former NBC
technicians eight years ago.

Of a half-dozen small mobile
video taping firms that began about
the same tine, only Tele-Tape sur-
vives. It absorbed one, Vicoa Corp.,
along the way.

Tele-Tape appears hell-bent on
growth. It recently acquired De-
troit-based Jam Handy Productions
for $2 million cash from its 85-year
old founder and a small New York
outit, Paradigm TFilms, which now
15 in budget movie production.

Tele-Tape has voted a two-for-
one stock split effective Aug. 9.
The goal i1s to broaden the stock-
holding base and move closer to
listing on a major exchange. About
1,000 shares average are traded
over the counter cach day, the
present price pushing $35. The
stock sold for $12.50 in November
1967 when Tele-Tape made its last
major public offering.

Tele-Tape had sales of nearly

$2.8 million in &scal (267, two-
thirds of this com FUm program
packaging or oduction  and

about one-third fr¢r commercials.
A token amount was earned in
post-production  services. Tele-
I'ape ended fiscal 1968 at the end
ot June with estimated total sales
of around $4.5 million, breaking
out to $2.5 million from programs,
$1 million from commercials and
$1 from post-production.

LaSalle Street investment bank-
ers have Tele-Tape pegged in fiscal
1969 at a gross ot around $15 mil-
lion, with $4 million coming from
programs, $2 million from com-
mercials, $7 million from Jam
Handy and $2.5 million from post-
production. The post-production
business is especially significant be-
cause it is the most profitable,
could grow fastest as the marriage
of tape and flm along Madison
Avenue becomes even more solid.

With commercials and post-
production work keeping the bat-
teries of Ampex high-band color
machines humming around the
clock in New York, program pack-
aging and production work as well
as political-candidate assignments
keeping the mobile vans and studi-
0s jumping, Tele-Tape moves into
August with everything on the
move, even Tele-Tape. Bursting at
the seams upstairs over Sardi’s at
234 West 44th Street in New York,

TELEVISION MAGAZINE

next door to the Little Theater
where it tapes the Merv Griffin
Shiow for Westinghouse, Tele-Tape
by mid-August hopes to complete
its move 1o larger quarters at 321
West 14th Street.

This month, 100, Tele-Tape will
start production of the new ABC-
TV comedy series, That’s Life!
starring Robert Morse ai The Sec-
ond Stage, its name for the $2-mil-
lion rejuvenation job it has per-
formed on the old 81st Street The-
ater at Broadway 1o make it the
latest in color- TV design.

Sccond Siage will seat an aud
ence ol 500, but no person will be
more than 30 feet from the per-

| formance. The idea is to get the

actors 1o play to the audience, not
the camera, and the audience to
relate 1o the performer, not the
monitor. Tele-Tape hopes its new
desien will make the home viewer
feel more a part of the theater
audience, a sense of involvement it
has worked for in its network spe-
cials like Streisand in the Park, set
for CBS-T '/ this fall.

Tele-Tajz today is the result of

| a dream by iour wmAQ-tv Chicago

program technicians back in 1960:
Dick Riedel, John Natale, Phil
Bodwell and Ray Freutel. Riedel,
now Tele-Tape president, and Na-
tale, now executive vice president,
both base in New York and are
stockholders. Bodwell, the original
president, no longer has an inter-
est. He currently is commercial
production supervisor at Doyle
Dane Bernbach, New  York.
Freutel, now only a stockholder,
works at wgsk-Tv Chicago. Jim
Witte, Tele-Tape's first employe in
1960, is vice president in New York.

Riedel scouted his Chicago
suburban neighborhood and came
up with the “Bellwood Backers,”
part of the original stockholder nu-
cleus. Biggest investors in this
group were two brothers, Bob and
Henry Schuette, at that time in the
golf driving-range business. Henry
Schuette since has retired in Cali-
fornia, but Bob Schuette is Mar-
shall’s administrative right arm in
Chicago and is assistant treasurer.
Marshall was brought into the firm
early too as counsel and stock-
holder.

Early going proved rough. Tele-
Tape went through two private
underwritings before going public

over the counter. Individual hold-

ings have been diluted in the proc-
ess and no one individual holds
anywhere near controlling interest
now. There are over 700 stockhold-
ers today and about 909, of all
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employees own stock.

IT'hanks to Marshall and his wide
LaSalle Street contacts, Tele-Tape
has had access to backers and mon-
ey whenever the going got 100 diffi-
cult. A prominent rial attorney
with experience in copyright and
patent law, Marshall enjoyed work-
ing for a client list that had in-
cluded Howard Hughes and 3M.

Marshall was born the day be-
fore  Christmas in 1918 at

| Pasadena, Calif,, but he grew up at

Henderson, Ky., where his family
had roots for generations.

He received his degree from
Northwestern in 1947, the same
year he visited a New York friend,
the late Hen Ritchie, then vice
president of MGM, and saw televi-
sion for the first time.

“That’s the end of movies,” Mar-

' shall told his host, a shot from the
| lip. “You're nuts,” was the reply,

but subsequently Ritchie died be-
fore Hollywood could pull out of
its slump and mine new gold in
TV-land, proving both had made
their points.

Marshall didn't get involved
with the business again, apart from
the legal side, until asked to be the
secretary-treasurer of Tele-Tape in
1960. The Riedel group had just
taken delivery of a retired Grey-
hound bus, fitted it with Ampex
gear and was headed for O’Hare
airport to tape the arrival of Rich-
ard Nixon on campaign tour.

Marshall took his family out to
O’Hare to show off his latest ad-
venture. “They were short of peo-
ple,” he recalls, “and before I
know what was happening I was
on top of the bus acting as floor
director and giving cues to Dick.”

The Nixon business has come
full cycle. Tele-Tape crews joined
the Nixon team in New Hamp-
shire last December and have stuck
with him. Other Tele-Tape crews
later joined McCarthy, Humphrey
and, until his assassination, Robert
Kennedy. Tele-Tape also has been
doing work for Rockefeller.

Marshall, the man with the ex-
acting legal mind who professes
sometimes he doesn’t quite under-
stand creative types, obviously un-
derstands the whole thing far bet-
ter than he lets on. Only one thing
confuses him. Son Jeff, 13, no lon-
ger mows the lawn for his al-
lowance. He has subcontracted it
to friends and has decided to be-
come a model in TV commercials.
As he explains it to his sister Malo-
ry, 16, you just sit around and
“collect the residuals.”

LAWRENCE CHRISTOPHER
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5 times a week this Fall!
52 weeks—46 weeks first-run—

only six weeks of repeats

90 minutes or one hour! Color-taped live!

At last there’s to be a syndicated,
variety-guest show with a host who’s
already known in just about every

“American home. It’s “The Donald
O’Connor Show!” Talented, versatile
Donald sings, dances, acts, parodies,
talks, converses, teams-up with major
name guest stars. The format is
refreshment! You take it from there.
Call now—orders are coming in.

DISTRIBUTED BY:
WOLPER TELEVISION SALES

A METROMEDIA COMPANY
485 LEXINGTON AVENUE
NEW YORK, NEW YORK 10017
(212)682-9100

PRODUCED BY VTP ENTERPRISES INC.
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% Best Coverage, Single News Story,
from Associated Press, Minnesota.

* Editorial, First Place (Six state
area), Northwest Broadcast News
Association.

% Liberty Bell Award, U. S. Savings
Bonds Division.

* General Excellence, TV News,
Northwest Broadcast News Asso-
ciation.

EXCLUSIVE VITAL COVERAGE . . KCMT-TV,
Alexandria, and KNMT-TV., Walker
Minnesota’s TV Twins provide exclu-
sive coverage in a market you can't reach
from Minneapolis, Duluth or Fargo a
market with 155770 potential TV homes
in a total of 33 Mid-Minnesota counties.
KCMT/KNMT clearly show up in ARB
Coverage/85” as Mid-Minnesota’s hard-
core leaders, with:

w average delivery of 39,900 prime-time

homes (AREB Feb.-Mar, 1968)

* over B0y audience share in oan 1.

county arca (43,600 TV Homes)?
w over 60°0 audience share in a 20-

county arca (101,100 TV Homes)

KCMT/KNMT

Channel 7 Channel 12
Alexandria Walker

=

=

Itepresented by
AVERY-KNODEL, INC.
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A monthly measure of comment
and criticism about television

Old movies and the time machine
Pauline Kael, in her new book of
movie criticism, “Kiss Kiss Bang
Bang,” wrote ol the relationship of
television and old films:

“Movies are a combination of art
and muass medium, but television is
so single in 1ts purpose—selling—
that it operates without that pain-
ful poignant mixture ol aspiration
and effort and compromise. We al-
most never think ol calling a televi-
sion show “beautilul,” or even of
complaining about the absence ol
beauty. When we see on (elevision
phmographi(‘ records ol the past,
like the pictures ol Scott’s Antarctic

expedition or those series on the |

First World War, they seem ahmost
too strong for the box, too pure for
it. The past has a terror and a
fascination and a beauty beyond
almost anything clse. We are look-
ing at the dead, and they move and
grin and wave at us; it's an almost
tnbearable experience. When our
wonder and our griel are inter-
rupted or tollowed by a conmmer-
cial, we want to destroy the ugly
box.

“Old movies don’t tear us apart
like thar. They do something celse,
which we can take more casily:
I'hey give us a sense of the passage
ol life. Tere is Elizabeth Taylor as
a plump matron and here, an hour
later, as an exquisite child. . .

“Amovie on television is no long-
er just o drama in iesells 10 is a part
ot a huge ongoing parade. To a
new generation, what does it mat-
ter i o few gestures or a nuauce
arc lost, when they know they can’t
watch the parvade on all the chan-
nels at all houwres anyway? 1t's like
trathe on the streee. Vhe television
generalion knows there is no end;
1t all goes on. When television
watchers are surveyed and  asked
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what kind of programing they
want or how they feel television
can be improved, some of them not
only have no answers but can’t
understand the questions. What
they get on their sets is television—
that’s it.” '

Of dogs and humans

In his Waslhington Post radio and
television column of May 5,
Lawrence Laurent wrote:

“Great praise has been heaped
on the makers of Ailmed television
commercials, citing the creativity
that is used to pack a sales message
into a minute or less. But 1n the
current climate and in this season
ol discontent some sort ol restraint
is surely in order.

“This came to mind during a
news program and a report on the
Poor People’s Campaign in Wash-
ington. On film, a woman had
talked about the hunger she knew
from living on $130 a month, $60
ol which went ftor rent.

“The film segment ended and
alter a splitsecond interlude, the
commercial arrived. 1t advertised
dog lood and showed the agony of
a woman who couldn’t choose
among several juicy steaks or three
plump chickens tor her dog.

“Has the world gone insane?
I'his was a sequence of scenes that
would have horrificd even Jona-
than Swif(, the most savage of satir-
ists.

“Since I am a2 dog owner and a
buyer of dog food, 1 have no anger
toward the advertiser. But 1 have
long had rveservations about middle
commercials in news programs and
now | have some doubts about the
wisdom ol television’s endless par-
ade ol the bounties ol our aflluent
society,”
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NEW YORK NY JUN 11 1131A EDT

DONALD P. CAMPBELL, VICE PRESIDENT AND GENERAL MGR

WMAR-TY BALTIMORE MD
FROM ALL OF US HERE AT CBS NEWS=--~ AND ESPECIALLY FROM ME-= OUR
DEEPEST GRATITUDE TO YOU, DAVE STICKLE AND ALL HIS BOYS FOR THE

MAGNI FICENT WORK YOU DID FOR US IN THE RFK COVERAGE
WHEN TELEVISION HISTORY IS WRITTEN AND RECALLED, THE BALTIMORE

SEQUENCE WiLL BE REMEMBERED AS ONE OF THE MOST MOVING PIECES EVER

BROADCAST, ALL THANKS
DICK SALANT, CBS NEWS
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LLALLO SCHIFRIN. What's a fin
young musician like Lalo  Schifri
doing in television? The 36-year-o
creator ol the Mission: Impossib
theme was recently commissioned
compose a major work for the
Angeles Philharmonic. He's also co
posing a special choral camata for tl
University of Judaism in Los Angel
and a picce for the Pitsburgh Philhap
monic. It's television that made it hay
pen. Argentina-born Schilrin, arrivin
in Hollywood in 1964, went 10 work
Universal  Studios  learning &
mechanics of writing background m
sic for TV segments—how to synchro
ice the music 1o the action, how i
score. He acquired musical versatilig
wrote the score lor one of the fir
Universal movies made specifically f
television, ““See How They Run,” an
for numerous TV segments includingd
Suspense Theater. “1 was new in thip
country, delighted to have the oppon
tunity to learn and work,” he recall
today. His work spilled over into mo
tion pictures where he wrote scores foy
such movies as “Once a Thiel,” “The
Cincinnati Kid,” and more recently fo)
“The Fox" and “Cool Hand Luke.’
He also wrote albums for instrumen
talists and singers. But it was in televi
sion that the quick silver ol nation
wide fame was tapped. Schifrin, whe
aims to inregrate classical music with
jaszz, wrote a theme—an unusual themt
in 5,4 time—for CBS-TV's Mission
Impossible series that pulses with ex
citement and suspense, is as €ssentia
to the quality of the show as Barbari
Bain's sex appeal, Martin Lapd.au’
quick-change abilities. His “Mission
Impossible™ album, on the Dot label
is a best-scller, sold more than 250,000
copies in its first three months Qf re
lease. Boris Schilrin  (Lalo s
nickname) was born in Buenos Aire-'l'
where his lather was concertmaster fo
a local symphony orchestra. He begal®
studying at nine, later came under l}}'
influence of jazz great Dizzy Gillespi€y
The credits are piling up so fast now
for Schifrin that there’s little time lef
for television. In recent seasons past e
wrote the themes for Mannix, T.H.E
Cat, The Making of the President
The Rise and Fall of the Third Reicl
and Universal-NBC-TV’s World Pre
miere movie, “How I Spent My Sum
mer Vacation.” He won't write fo
commercials unless the wages are €2
ceptional, although ;1ckno.wledg!n
that admirable musical work is comin
out of that arca. "I I sell my soul €
the devil,” he explains, "I want
awlully high price.”
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REDERICK M. BOHEN. When con-
ict was last made, this former White
ouse stall assistant promised through
1 intermediary to call back. Now a
p-cqual with  Av Westin,  exccutive
irector and executive producer of the
ublic Broadcast Laboratory, with the
Fcial title of deputy director lor pro-
aming, a job for which he has abso-
itely no credentials, Bohen can be
sirgiven it he is somewhat shy with the
vess. (tlis hrst Dhig interview in the
ew York Tunes was granted only on
pndition that it be a joint interview
ith him and Westin.) Sceking an
iterview and a suitable candid photo,
reporter phoned his ofhce to be 10ld
ve would call back, that there was only
i passport picture, that he would not
yprove use of any other. New por-
aits werc to be taken and would

“wait his approval. Bohen is 31 ycars
Id and a veteran of Washington pol-
ics. Belore joining PBL he had becn

staft assistant in the White Housc

“nce October 1966, working for
‘pseph A. Califano Jr., special assistant
' the President. He had assisted in the
levelopment ot some of the President’s
“gislative programs and also worked
‘n issues ol organization and manage-
sent of various federal programs. Be-
ure that, Bohen was assistant dean ol
" 1e Woodrow Wilson School of Public
wid International Affairs, Princeton
-‘fniversity (1964-1966). He received

is B.A. from Harvard College in 1959
nd his masters degree in economics

* ud public policy from the Woodrow
Wilson School, Princeton, in 1964. Bo-

en is married ro the former Halycone

“Harger of Ridgewood, N.J. and they

ave three daughters, Shawn, Kimberly

nd Courtney. The photo above has
ot been approved by him.
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HARRY W. CHESLEY JR. Sitiing

cool. high in the simmering summer

St. Louis sky, beside a generous Flor-
entine marble disk that substitutes for
a desk, Chesley can tap his loot on a
button and listen w0 his olhee door
click closed. Or peer eastward through
the notch ot the stainless-sicel Gateway
Arch that Eero Saarinen styled to
match the moving new mood ol this
old  Mississippi  River town. But
Chesley spends little time tapping or
peering. \s board chairman ol D'Arcy
Advertising, Chesley is too busy these
days guiding the growth of the 62-ycar-
old agency to linger long on the derails
of D'Arcy’s new headquarters on the
I1th through 15th floors ol Gateway
T'ower. The agency's cluborate closed
crcuit TV siadio and  video-taping
center was hardly wired up  belore
Chesley's team began turning out new
business presentations which have con-
vinced Southwesiern Bell Telephone
Co. und two other accounts that D"Ar-
¢y is the place to put about $3 million
worth of new  billings, pushing the
company well over the S1HY million
mark. The Southwestern Bell business
will be in broadcast, covering 32 TV
markets and nine radio markets in six
states with a major campaign breaking
carly next year. And it’s all new mon-
e¢y. The other two new accounts arc
Ralston Purnia Co.’s Ry Krisp and a
new  lawn  lertlizer product, Spray
Gro, madce by the Schultz Co. and
markcied by Cupples Co. Chesley is
especially aware ol the aggressive new
mood of his stall, whether working on
traditional accounts like Budweiser or
the newer, reflecting the stimulating
surroundings and spirit that mark the
entire riverfront renovation project of
the city. But growth, change and inno-
vation have been rthe Chesley way of
life. Born Feb. 4, 1904, at Towson,
Md.,, Chesley grew up in Chicago
where he was the announcing voice for
all sports eveuts originating at the
World’s Fair there in 1932-33. Market-
ing and advertising work for Swift X
Co. took him up to World War Il
during which he was assistant to the
secretary of the air staff and exccutive
ofhcer to the commanding general of
the air lorces in the Pacific. Atfter the
war he was vice president and director
of national sales for Pepsi-Cola and
then vice president-director of market-
ing lor Philip Morris. He joined D’Ar-
¢y in 1956 as executive vice president,
becoming president in 1957 and chair-
man in 1967. Chelsey’s out for growth:
“We have the finest agency facilities
anywhere, Madison Avenue included.”

AUGUST 1968
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FOCUS ON

FINANC

Broadcast-associated stocks in summer slump
while CATY issues rise on court decisions

A general mood of sluggishness
bogged broadcast stocks caught in
the summer solstice. The TELEvI-
sioN index of selected stocks was
down slightly more than 1.69,
while the Standard & Poor Indus-
trial Average went up 19 in the
period from June 13 to July 10.

On the whole, there was relative-
ly little movement in either direc-
tion among the major categories.
The only division to show great
change was that of CATV stocks,
which leaped a stunning 33.59, as
Wall Street responded both to the
Supreme Court decision exempting
CATV operators from copyright li-
abilities and to major growth fore-
casts.

At the same time, many financial
observers proclaimed some of the
higher-flying  individual CATV
stocks overpriced and envisioned a
mild settling back to slightly lower
average prices in the category dur-
myg the months ahead.

With the exception of ABC, all
large blocks of stock within the
TELEVISION index remained rela-
tively stable during the month.
Onec Wall Street analyst noted that
with the exception ol ABC, every
move of more than 179, took place
in stocks with total market values
of under $50 million, “These big
moves by smaller companies just
continue to reflect the over-all
financial trend, where there’s a
bullish market for inexpensive
stocks sold on the American Ex-
change and over the counter,” he
said,

The exception with ABC, which
junmiped 1897, came, ol course, be-
cause of Howard Hughes’ attempt
to buy a 439, controlling interest
in the company at §74.25 a share.
CBS was down 29,.

Corinthian gained 59, as it an-
nounced a dividend of 714 cents
per share on the company’s com-
mon stock, payable fuly 81. Cox
stipped 89 us it announced pur-
chase of an 8097 interest in Indus-
trial Machinery News, a Detroit-
based monthly tuabloid. Purchase

TELEVISION MAGAZINE

price was about $1 million.

Gross’s 2097 gain was attributed
by observers to an earnings turn-
around in the second quarter, while
Taft's 109, drop was blamed on its
report of a 49, drop in its net
earnings during the first quarter
ended June 30.

Talt’s per-share earnings were 50
cents, compared to 52 cents in the
same 1967  period, and came
despite a 297 increase in revenues.
Officials blamed the earnings de-
cline on the 109, federal-income-
tax surcharge without which, they
said, earnings would have gone up
69,. Observers were unable to pin-
point specific reasons for Metrome-
dia’s 2097 gain or the 309, leap in
Reeves Broadcasting.

Wometco was down 39 despite
its report of a 6.39, increase in net
income during the second quarter
ended June 15. On record first-half
sales, six months income was up
1.89,, although per-share earnings
for the period were only 54 cents,
compared to 58 cents in the first
half of 1967, because of effects from
a three-for-two January stock split
and sale of 350,000 more shares.

Broadcasting with other major
interests remained virtually un-
moved during the month; over-all,
the stocks were down an average of
three-lourths of 1%.

Avco remained virtually un-
changed, although its military
manufacturing divisions received
five Army contracts for work on
helicopter engines that totalled
$65.3 million.

Chris-Craft’s 119, gain  came

with further Wall Street rumors
that negotiations are almost com-
plete for a merger of the firm with
Warner Bros.-Seven Arts. W7, in
the programing category, also was
up 119,

General Tire was up 29 as it
reported sales up 59, in the first six
months and profits up sharply. Net
income for the period ended May
31 was $1.05 a conunon share, com-
pared to 61 cents a share for the
same period in 1967. The over-all
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corporate gains were credited Lo
the Aecrojet-General and General
Tire divisions, as the RKO Gener-
al broadcast division was off steeply
during the period. RKO General’s

earnings for the six months were |

$972,000, compared to $4.768 mil-
lion in the same period the year
before.

Among the individual CATV
stocks, H & B American hit a new
high for the year of 20 5/8. Closing
the month’s reporting period at 20
even, it was up 509, from June.
During the month H & B an-
nounced plans to buy three CATV
companies—Jack Kent Cooke Inc.,
Continental Cablevision and Gen-
eral Television. Together, the
three firms operate 25 systems in 56
communities, with about 92,000
subscribers. Total purchase price
would be 1.82 million shares of
stock.

Other major CATV advances
were made by Teleprompter, up
359, 1o 4014, only 1 5/8ths points
below its high for the year, and by
Vikoa, up 289,. Entron’s price re-
mained unchanged for the month,
and Ameco went up 5%

Programing stocks showed virtu-
ally no change during June, with
the average price increasing by less
than half of 19,. Drops of 179, in
both Columbia Pictures and Wal-
ter Reade were laid by observers to
readjustments from earlier run-ups
in the prices of the stocks. Colum-
bia President Abraham Schneider
predicted record earnings and sales
for the film maker in the fiscal year
which ended during the month,

Disney was down 39, although
its treasurer, Lawrence Tryon,
predicted earnings for the fiscal
year ending Sept. 30 of $2.75 to
$3 a share, compared to $2.52 a
share in fiscal 1967.

Filmways was up 49, as it report-
ed the highest third-quarter in-
come in the company’s history.
However, the 109, federal-income-
tax surcharge cut the net income
from 87 cents per share to 33 cents
and left the income for the nine
months ended May 31 at $1.03 per
share, compared to $1.28 the year
before. Filmways also contracted
during the month to buy five spe-
cialty companies: Artistic Repro-
ductions Inc., C. F. Enterprises

Ltd., Incentive Specialties Inc., In- |

ternational  Poster Corg_ and
United Bindery Inc. The firms en-
gage in a variety of operations,
including lithography and special-
ty printing, paperback and maga-
zine binding and production and
distribution of popular posters.
Gulf & Western was among the
mildest-hit major conglomerate
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EYEWITNESS®

A =
Tom Ryan Dan Imel

means more local news,
more local color...

The homefolks in Central Ohio are not the
least bit provincial. But they do like to
know what’s going on around town. Since
we were horn and raised here, it's our job
to tell them. That’s why we've added an
extra half-hour to our early evening news
coverage. We start at 6:00 and run through
7:30, Monday-Friday (CBS News with
Walter Cronkite in the nmiddle). Our local
news stafl plus television’s finest hardware
make every WBNS-TV viewer an evewit-
ness to home-town history.

WEBNS-TV

First in News Columbus, Ohio

e EYEWITNESS 90 NEWS TEAM,

i ‘ w m “

et B r

L _ ' ! .
; »

v ’

'
Ted Mullins  Walter Cronkite Chet Long
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HALF COVERED

You’re only

in NebrasRa...

if you don’t use
KOLN-TV/KGIN-TV

You won't get real action in Nebraska
without the state’s orher big market:
Lincoln-Hastings-Kearney. 4; e
KOLN-TV/KGIN-TV dominates i
this market, and is the official CBS “ft
outlet for most of Nebraska and
Northern Kansas. Avery-Knodel can
gnide you.

—

NIBRASKA

| KANSAS

Fhe Felyer Habions
RADIO

WKZO  KALAMAZOO-BATTLE CREEK
WIEF  GRAND RaPIDS

WIFM  GRAND RAPIDS-KALAMAZ00
WWAM/WWIVEFM  CADILLAC

TELEVISION
WKZO-TY  GRAND RAPIDS-KALAMA200
WWTV/ CADILLAC-TRAVERSE CITY
WWUP.TV * SAULT STE. MARIE
NOLW-TV/ L INCOLN, NEBRASKA
KGIN-TY "GRAND ISLAND, NEO.

KOLN-TV/KGIN-TV

LINCOLN, NESRASKA
1500 1. TOWER

GRAND |SLAND, NEBRASKA
1069 FT. TOWER

Avery-Knodel, Inc., Exclusiva National Rapresentative

[J! YEAR $5
M PAYMENT ENCLOSED
] PLEASE BILL MFE

Add 50¢ per year Jor Canada
$1.00 for foreign

NANIE
COMPANY
ADDRISS
FLvery Month d
We'll e P'icased To Send You CITY
TELEVISION s1a7r zp

Mail to Television Magazine, 1735 DeSales Si., N.W., Washington, D. C. 20036

JELYVISION MACAZING
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FOCUS ON FINANCE
from page 20
stocks  which dipped with an-
nouncement that the Federal
Trade Commission is undertaking
a study of conglomerate mergers
and possible new legislation. Gulf
& Western slipped only 19,.
Trans-Lux climbed 129, as it
announced plans to introduce in
the fall a new table-top leased
stock-market ticker for private in-

vestors to use in their home or
office.

Service and manufacturing stocks
were the two categories which
performed most poorly during
the month. Service stocks were

down just over 2.6%, and manufac-
turing stocks just under 2.8%,.

In the service category, advertis-
ing stocks did badly, with the ex-
cepuon ol Papert, Koenig, Lois,
which shot up 239,. Observers
were at a loss to explain the sud-
den gain. While most Madison
Avenue executives were talking of
recovery from last year’s slump,
Doyle Dane Bernbach reported net
income for the first half of fiscal
1968 down, despite increased gross
billings. Per-share earnings for the
six months ended April 30 were 83
cents, compared to $1.20 the year
before. DDB officials said  profits
climbed during the second quarter
and were expected to continue im-
provement during the rest of the
vear. The agency’'s stock declined
597, Foote, Cone & Belding was oft
097, Grey Advertising, 129, and
Ogilvy & Mather, 39,.

General Artists was down 69, as
plans were revived for a three-way
merger ol GAC, Creative Manage-
ment Associates and Trans-Beacon
Corp.

Nielsen was oft 29, as the ratings
firm reported carnings for the first
quarter ended May 31 down to
$4.27 million from §1.55 million
the year belove, despite a 7.7%,
increase in sales.

Tele-Tape Productions Inc. de-
clared a two-lor-one stock split el
fective Aug. 9. Tele-Tape, which
sold Tor $12.50 in a public offering
in November 1967 and currently is
selling around $35, is aiming lor
a broader market and listing on a
matjor exchange.

Among  manufacturing  stocks,
RCA, parent company ol NBC,
gained 1%, as it announced record
siades and net earnings lor the first
halt of the year. Per-share income
for the six months ended June 30
was U7 cents, compared to 90 cents
in 1967, The NBC division report-
cd record sales and profits for che
second quarter and first hall.  exp
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Baltimore television’s most exciting
new programing line-up!

Steve Allen to wake up weekday morn-
ings at 9. John Gary to spark Sundays

at 10 p.m.
°
The lure of cash prizes—a new $1,000-

a-week Ring-a-Rino telephone game,
plus the new 6 p.m. Monday-through-
Friday strip. Duckpins and Dollars.

°
The “young sound’ on the Saturday afternoon Kerby Scott Show. Hurdy

Gurdy and all that jazz, Sunday evenings at 7.
)
Provocative new concepts in TV reporting by Maryland’s Largest Broadcast

News Team.
°

Plus a great new NBC schedule and a strong roster of returning favorites.
®

No wonder Baltimore area viewers will be launching the LOOK-IN Sept. 9!
®

Isn’t now the time for you to LOOK-IN on these
great new selling opportunities? See your Petry
man today.

WBAL TV

BALTIMORE

Nationally represented by Edward Petry and Company

www americanradiohictorv com
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The Television stock index

LALE b1
A monthly summary of market movement in the shares f |, 1 ( |
ol 69 companics associated with television, compiled h ]
by Roth Gerard & Co.
ippror. Total Market
- Closing Closing Change from June 13 1968 Shares Out Capitalization
change  July 12 June 13 Points % Thyh Low (000) 000)
Broadcasting
ABe N T2%, 615 + 11y +18 73 tt 1,682 340 600
Chs N Hldg 6034 -1 -2 1il 14 23,500 1,383 400
Capital € 1ties N Tt T3% + 115 + 2 i b4 2,740 205600
Corinthian N 36 3415 + 1% + 5 11 23 3,184 121 800
Cox N Tty 62 - 4% - 8 L 14 2 HB0 163,700
Ciross Telecasting (9] 36 30 + 6 + 20 AT 25 L{H1 14 400
LIN Broadeasting O 273 274 + Y% + 2 o] 11l iR 21,900
AMetromedin N 147 349 + 5% + 15 5 | il 1 5.8 2056 900
Reeves Broadeasting \ 23 173, “+ 5S4 -+ 30 s | 1l 1. 809 41,600
Seripps-Howard O 3044 32 — 1% -5 4 = 2 589 79,000
Sonderling A 42 4534 - 33 S |= * 800 33,600
Talt N 40 4434 134 —10 il Ak 3,363 134,500
Wometco N 2634 2714 - 4 3 ) 15 5.339 88100
Total 54,610 $2,834,100
Broadcasting with other major interests*
Aveo N 1934 1914 - u — 65 37 14,075 695,000
Bartell Nedia \ 17 % 1934 — 21y —12 21 it 2,106 36,100
Boston Herald-Traveler O 60 ot + 4 + 7 71 i3] 565 33,900
Chris-Crait N 4134 40 + 444 “+11 EN 2y 1,663 74,000
Cowles Communications N 1434 1534 - 5§ - 4 17 1% 24,941 43,400
[Fugua N 40 41% - 1% 4 40 B 2,270 90,800
(lannett O 34 3514 -1 -3 aE 24 3,064 105,700
General Tire N 30 2934 + 34 + 2 W2 2 10,7149 501,600
Gray Communications (9] 1234 13% -1 - 8 15 ] 475 5,800
Meredith Publishing N 44 33Y + 1Y + 4 Wa ] 2,602 91,800
The Outler Co. N 3144 3234 + 14 + 4 Re| 203 1,356 33.300
Rollins A 649 14 0314 + 6 + 9 71 433 £, 10061 281,200
Rust Craft \ 5034 1234 + 8 “+ 14 3l 21 Ta7 36,900
Storer N 5934 5474 - Y — 63 an 4,180 249 800
Time loe. N 9734 10634 -9 — 8 109 Hiy 6,510 641,200
Total 63,127 $2,920,500
CATV
Anieco A 9% 934 + Y% + 5 11 5 1,200 11,900
Entren O 5%% 5% — — ] | 617 3.600
Ii & B American A 20 1334 + 6% +50 20 1 2,637 52.700
Teleprompter A 4014 2434 +10% —+35 42 24 994 40 000
Vikoa A 2814 2214 + 64 +28 2 L 1,359 38.700
Total 6,807 $146,900
Frograming
Columbia Pictures N 36%¢ 43% - Ty —17 15 24 4 177 164,000
Commonwealth United A 1634 1454 + 134 +12 17 7 4,090 67,000
1Misney N G H814 - 2y — 3 H9 42 4,230 271,200
lilmways A 3444 33Y + 14 + 4 a7 17 Gl 31,500
Four Star 0 T4 634 + 3 +11 100 5 666 3,000
Gult & Western N 51 5134 - ¥ -1 645 39 11,620 592,600
MO N 44934 51% 214 - 4 a4 47 1,500 373,100
AYEQRY | N 41 4124 - % -2 a0 3 G, TAL 236,000
Sereen Qems A 27 28 + 1 “+ 4 3 25 1,050 109,000
Truns-Lux A 7RG 6914 + 834 “+12 K2 2 it 55,700
20th Century-IFox N 3814 3334 + 5lg “+15 40 25 7,055 270.800
Walter Reade O 1034 13 - 2y —17 14 7 IS8 17.000
Warner-Seven Aris A 3924 36 + 3% “+11 11 26 a4, 740 149 400
Wrather Corp. [9) 1214 10Y4 + 2 +20 14 4 1,755 21 500
Total 58,123 $2,371,800
Service
John Blair (@] 3344 2914 + 4 +14 Wl 20 1,080 3ih, 200
Comsal N 5614 5784 - 14 -3 I 11 10 000 562,500
Doyle Dane Bernhach O 3514 374 -2 -5 +1 il 1.994 70,800
Foute, Cone & Belding N 178, 1944 — 1Y -9 20 13 2 14 38,100
General Arlists O 23 2414 - 1% — 6 Eh 1] Sl 13,400
Grey Ndvertising O 15 17 — 2 —12 20 12 (B 11] 18,000
MPO Videotronies A 1344 1274 + Y + 2 L 11 [ i,800
Maovieluh A 144 1544 -1 -6 18 14 1,508 20,300
Nielsen O 43 3334 — 34 -2 ]| a7 5, Lk 169,301
Ogilvy & Mather [¢] 1914 20 - -3 = 14 1,087 21,2400
Papert, Koenig, Lois A 1374 B + 134 +23 14 fi Thl 7.300
Total 25,024 $963 , 90d»
Manufacturing
Admiral N 2154 214 + Y% + 1 25 17 5,062 109 5t
Ampex N 3144 3334 - 1% - 6 37 a3 1,565 301, 30i
Genernl [Sleetrie N 86 8914 - 3% — 4 100 85 91,068 7,831,801
Mugnuavox N 51 5034 + 5% + 1 56 a7 15,410 785, 91k
3M N 109 116%% - 7% -7 120 &1 53,466 5,827 800
A\Inl,lnrnlu ) N 14314 139%% + 334 + 2 Ll Uy [ B 876, 3001
Nu‘l,lnnul Video A 15%% 1534 ER + 1 g 15 ooTEl 44,100
RCA . N A7 1744 + u + 1 e 4B 2, d6i5 2 982, 7l
Reeves Industries A % 614 + 13 +26 i 3 §,427 26, 20
Wentinglionse N 74y 1Y + % + 1 T 0 3v.a71 2 808, 1
Zenith Rudio N 553, 5634 — By -1 66 il 18, #49 1,050, BN
Total 305,681 $22,644,800
Grand Total 514,272 $31,882, Wil
Standard & Poor Industrial Average 111,44 110.74 + .70 + 1 111.54 R5.31

N New York Stock Fxchange
A-Americun Stock xchange
O-Over e connter

TELEVISION MAGAZINE
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After you've seen the
last old Bogart movie,
what'll there be

to seeonTV?

Avco Broadcasting
has an idea.

We predict you'll be seeing many more live percentage of color TV homes in the

programs.
With home-town people.

Doing and talking about things of personal
interest.

Is this just a guess? No. Avco Broadcasting
stations have been telecasting live original
shows since 1948.

We were the first regional network to
telecast a regular schedule of live color
programs. Four Avco Broadcasting cities—
Cincinnati, Dayton, Columbus, Ohio and
Indianapolis—have among the highest

country.*

And, today, no major group of stations in
the country telecasts as many live shows
of all kinds. Music, comedies, sports, news,
documentaries, speciails.

And our viewers love it!

To put it another way: 12 million people in
seven states and the District of Columbia
tune in to our growing family of 11 radio
and television stations.*

Because we've tuned in to them.

*Source: American Research Bureau estimates of color TV penetration and coverage.

Data subject to qualifications issued by ARB.

(Left to right) Avco Broadcasting TV stars Bob Braun (50-50 Club) and Paul Dixon (The Paul Dixon Show)

BROADCASTING CORPORATION

TELEVISION: WLWT Cincinnati/WLWD Dayton/WLWC Columbus/WLWI Indianapolis/WOAI-TV San Antonio
RADIO: WLW Cincinnati/WOAI San Antonio/WWDA Washington, D. C./KYA & KOIT San Francisco
Above Represented by Avco Radio Television Sales, Inc./WWDC-FM Washington, D.C./Represented by QMI

www americanradiohistorv com
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THAT'S OUR BASIC TACK AT
WZZM-TV. IT'S THE KEY
INGREDIENT OF OUR LOCAL
PROGRAMMING . . . UNCOMMON
AND IN TOUCH WITH WEST
MICHIGAN. THE FOLLOWING IS
A REPRESENTATIVE LIST OF
OUR 1968 EFFORTS AS WELL
AS CURRENT

IN-PRODUCTION PROJECTS.

* THE UNCLE TOM NEGRO

* HIGH SCHOOL SUMMER COURSES
* WHITE RACISM IN THE U.S.

* DC-3 AVIATION DOCUMENTARY

» “SUCCESS” PROGRAMS; SERIES
ON STATE ORGANIZATIONS AND
PEOPLE WHO HAVE GAINED b5
FAME AND IMPORTANCE

» INEQUITIES IN INNER- AND
OUTER-CITY EDUCATION

o MULTI-PART SERIES ON GRAND *
RAPIDS EMPLOYMENT,
HOUSING, LEGAL AID

MANY OF THESE PRODUCTIONS ARE
TOUGH, CONTROVERSIAL. BUT WE
HEAR A DIFFERENT DRUMMER

AND WEST MICHIGAN'S LISTENING
AND LOOKING TO US.

WZZM
TV13

GRAND RAPIDS, MICHIGAN
SERVING MUSKEGON = KALAMAZOO (TV12)

Happiness
/s Helping!
£

GIVE
UNITED
CEREBRAL
PALSY

%

TELEVISION MAGAZINE

(LETTERS)

Case for research

Perhaps it's time for broadcasters
and their industry to face up to the
obligations and problems of matur-
ity.

The National Association of
Broadcasters and other industry-
sponsored organizations are lar too
often called on to play the role of
attorneys lor the defense. Under
such pressures, their traditional ap-
proach seems to be to rush in, no
matter what the charge from out-
side, and defend like mad, using
every related and unrelated fact,
statistic, or phrase that will tend to
support the impression that this
giant communications complex is
incapable of doing wrong, or harm,
to any person, place or thing.

To be mature requires a
willingness to probe one’s corpo-
rate personality and an ability to
admit mistakes, or if necessary,
even be big enough to admit a lack
of interest in self-analysis. If broad-
casting, particularly television, is to
be a truly mature service to hu-
manity, it must be curious enough
to find out if it is doing harm—
before 1t is attacked by private in-
terest, the public, or government—
and take honest corrective action if
such is indicated.

For example, if there has been
any serious large-sample study on
what effect violence on TV has on
the audience, it hasn’t received
much publicity.

There is a great deal of talk and
legitimate concern about cigarette
smoking and cancer. Has anybody
cared enough to find out, as matur-
ity would demand, whether most
cigarette advertising just gets peo-
ple who are already confirmed
smokers to switch brands, or does it
indeed get people who never have
smoked, particularly younger peo-
ple, to start a habit which, ac-
cording to a steadily growing pile
of evidence, can kill an awful lot of
them before they fulfill a normal
life span?

[t this sounds like the talk of a
radical or some other uniquely la-
beled individual, 1 suggest that
pinning labels is a way to avoid the
issuc.

We don’t, lor some reason, allow
hard-liquor advertising on the air,
but we show very few scenes in a
dramatic program, be it a western
or a soap opera, without a drink in

www americanradiohistorv com

somebody’s hand. Maybe this sells
more liquor than if the distillers
paid for the time. Does anybody
care, particularly in view of the
fact that national studies show al-
cohol is the leading common ingre-
dient in the roughly 55,000 high-
way deaths a year we experience in
this country?

How responsible are broad-
casters for current racial problems?
I'm sure everyone has a quick an-
swer, but is it the truth, or is it an
impression based only on personal
opinion?

These are only a few examples
ol a great number of questions that
a medium of tremendous power
should ask itself. If some readers
are upset, I would like to suggest
perhaps the answers to all of these
questions are not negative.

It is possible to kill the goose
that laid the golden egg if we set
artificial profit goals too high with-
out remnvesting some money at
both the network and local levels
in examining the effect of our pro-
graming, and even some commer-
cial practices, on the people whose
best interest and good will we need
the most.

Philip L. McHugh,
McHugh & Hoffman,
Birmingham, Mich.

Bright spot
Your issue of June featured an
article entitled “UHF Television
on a Loss-Paved Road to Profit.”
Despite the fact that the UHF
giants losing money were frequent- |
ly mentioned, there was no refer-
ence to one of the few (if not only)
case histories of UHF successfully
and profitably competing in a here-
tofore established VHF market.
KmEx-Tv tackled the seemingly in-
surmountable odds here in Los
Angeles in late 1962 and has been
profitable for the last three years.
Joseph §. Rank,

vice president-general manager,
KMEX-TV Los Angeles.

Question of morality

Your article in the June TELEV-
stoN [“What's Happening to TV
Standards?”] was a lively account
tailored to suit the market with |
pertinent information. It was not
your purpose, I well understand, to
go into the thorny thicket of why |
and wherefore. May I offer some
observations to serve as guideposts.
for such an inquiry?

Invariably the discussion of
media content from a moral point
ol view is placed in the context of

(Continued on page 32)



www.americanradiohistory.com

|

!

ABG Flm$

IS proud

10 announce
the seventh

anniversary of

. ' . i ;

"Virginia Graham's Girl Talk” is syn-
dication's most successful daytime wom-
en’s program.

And for good reason.

Programmed in any time period, in
markets of varying sizes, in all regions
of the country, against all types of com-
petition, “Girl Talk” has set the pace in
ratings for the past six years.

And time has not diminished its im-

&

pact because “Girl Talk” doesn't stand
still in a changing world. It leads. It
leads in innovations, excitement, con-
troversy. And new talent. Which is why
Virginia and her guests have been cap-
turing women for 1,095 half-hours while
countlessimitators have fallen by the
wayside.

On June 7th Time Magazine referred
to the show as ‘the brightest female

panel discussion in television.”

ff you've had our “'Girl Talk” on your
schedule, you've probably renewed for
the seventh season. If you haven't been
fortunate enough to have Virginia Gra-

ciation et soniet @ ARC
FILMS

your ABC Films rep-
resentative.
Color Half-Hours.

NEW YORK/LOS ANGELES/CHICAGO/ATLANTA/DALLAS/LIMA/LONDON/MADRID/MEXICO CITY/PARIS/RIO DE JANEIRQ/ROME/SYDNEY/TOKYO/TORONTO
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In marketing,

size 1s important.
Especially when it
comes to
circulation impact.

The television

stations represented by
Peters, Griffin, Woodward
deliver more circulation

in their combined effective
coverage areas than
Reader’s Digest.

And Life.

And Look.

And McCall’s.

Combined.

And here’s the clincher.
When you crank in

Spot TV’s ability to
demonstrate a product with
the drama of sight,

sound, motion and color,
the contest is over.

Want to do big things
in Spot Television?

mlﬂ'll"llz‘, um,@m FIRY N,@( YODWARID, e,

Ploneer station representatives since 1932

SOURCES: Entimoton of TV ofronlation from Salas Mun-
agemaont Magazine 8/67 and Amarican Ronoareh, Duronn.
Magazine pdroslatfon from their mont recent roporta on
e otth Talewifon Nurean of Advertising.

wWWW americanradiohistorv com
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d s Digest delivers
e

3 4 871 coples monthly; '.
PGW

presented stations

liver 16,387,000 homes .h ¥
weekly. 3
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LETTERS
from page 28
the acceptability it meets (i.c., how
many complainis from what kind

ol sources) rather than siuated |

the feld of morality (i, whai
good or bad effects are likely 1o
follow from the presentation on
the behavior and values of the aun
dience) . The first procedure is of
immediate utility to programers
and is  relatively  simple: Count
noses. T'he latrer procedure is tedi-
ous and [raught with ideological
acrimony, but it ofters some in-
truction on the society we live in
and the society we make tor our-

selves.

But we go to great lengths to
avoid this issue; some social scien-
tists go so [ar as 1o say, in ecltect,
that no programing at any time has
any cffect on anybody. It scems to
me though that if you can sell soap
with sex and cars with status, you
are also selling a definite version of
sex and status with your cars and
soap.

I hereby make my obligatory de
claration for freedom of speech
and untrammeled art. This said, 1
must show disappoimntment at the
penchant all treatments ol this

qncs[ion have for the introduction

Our heart belongs to daddy.
,..but not allthe time

There are times when only locally produced programming
can fulfill our obligation as a responsible, mature informa-
tion medium. That's why we run 27% hours of live, local
programming weekly. In addition, we have monthly specials
that are provocative, sometimes controversial, but always
informative and timely. Here's an example of some of our

most recent ones:

“Death in the Electric Chair”
(This one hour special won the Texas UPI
Broadcasters Assoc. Award for 1967)

“V.D.—Killer Disease"
“Alcoholism”’

‘“Business '67-'68""
“Tornado Tips''
“N.A.A.C.P. Symposium’’
“Amarillo City Commission Coverage'

So, maybe we don't love Daddy all the time but that’s o.k.
He understands that we must keep an eye on the local scene
too. That's why we're number one in the market.

KFDW-TV Clovis, New Mexico

Amarillo, Texas

KFDO-TV Sayre, Oklahoma

—

TELEVISION MAGAZINE

www americanradiohistorv com

of what Ellul has called the myth
of progress. If we say and show
things in 1968 that we didn’t dare
to 1 1958, the later date 1s not an
automatic hallmark of improve
ment.  (‘The theater of Caesar's
Rome, for instance, would curl
the Hair Off Broadway.)

Well. Really, I did enjoy your
piece and was flattered to be
quoted, as all academics are.

Jack Phelan, S. J.,
chatrinan, department
of connmunication arts,
Fordham University,
Bronx, N.Y.

Late show

Your New York television execu-
tive, in the opening statement in
your article on daytime network
television in June would more like-
ly be returning f{rom a late-late
lunch at Charlie Brown’s than get-
ting off a late-morning train from
Fairfield as the Minneapolis house-
wife sets her drooling preschooler
i front of the tube and turns on
The Beverly Hillhillies.

Hillbillies is a delayed broadcast
in Minneapolis and airs at 4:30
New York time.

James R. Bavker,

broadcast media supeivisor,
Generval Mills,

Minneapolis.

Agency switch
A few corrections to the ‘price
tag” charts in your May issue:

The following  Bristol-Myers
series credit Young & Rubicam as
agency of production. Just for the
record, FC&B is agency of produc-
tion for the following: Peyton
Place I, The Flying Nun, New-
lywed Game, Lawrence Welk
Show.

Peter M. Bardach,

vice president,

Foote, Cone & Belding,
New York.

Rating record

Please send me three reprints of

the article, ““The Pedigrees of 299

Movies in or Headed for Syndica-

tion” from your June issue. En-

closed is a check for $1.50.

Walter K. Roads,

promotion manager,

wTvT (TV) Tampa, Fla. |
(Reprints of the feature, which in- |
cluded play dates and times and

ratings and shares of movies that

have played the networks are still

available at 50 cents each.—Ed.)
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The Men
& The Mission

To Make The World A Better Place — that is the
mission of these dedicated public service directors
— Norvell Slater. WFAA AM-FM-TV, Eddie Hallack.
KRLD AM-FM-TV, Robert Grammer, Jr., WBAP AM-
FM-TV and Bill Camfield, KTVT. Mix Datllas and Fort
Worth as a single community, sprinkie generousiy
with promotion for every worthwhile civic endeavor,
and the result is an example in cooperation for radio
and television stations everywhere.

Represented Nationally by Peters, Grilfin, Weodward, Inc.

www americanradiohistorv com

WBAP-TV NBGC
DALLAS—FORT WORTH
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Moon-Shot Proves
TK-42 Performance

Unretouched Monitor Picture
Reveals Resolution, Sensitivity
and Dynamic Range of the
RCA Color Camera
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Unretouched photograph taken directly from monitor

on Ektachrome daylight film, ASA 160, 2%. x 2% " for-

mat. Color temperature of monitor 9000K; color tem-

perature of film 5500K.

High resolution in a color camera gives pictures the
extra detail that produces finest programs and com-
mercials. What does it take to provide this resolution
capability? It takes a big 4%2-inch image orthicon tube,
which gives big picture sharpness. Add dynamic con-
trast range, to handle broad variations between high-
light and shadow. And sensitivity, to cover wide ranges
in lighting. In short it takes all three to produce the fin-
est color pictures. We know RCA TK-42/43 cameras
have all these capabilities—but we wanted to prove this
kind of performance.

How could we prove it? We set up a camera with tele-
scopic lens to shoot the moon. The proof is in the un-
retouched monitor photo above: Frominent features of
funar terrain are sharply distinguishable. The TK-42/43
provides resolution that captures the detail of craters
on the moon; sensitivity to compensate for extreme loss
of light with a telescopic lens; dynamic contrast range
to faithfully reproduce the tremendous range of high-
light-to-shadow areas. It shows that these cameras have
got what it takes to turn on viewers. And you don’t have
¢ to shoot the moon to prove it! Ask your RCA Field Man.

RCA Cotor Camera set up to test technical capabil-
ities. A casegrain type telescope, focal length 125
inches, was installed on the Camera to produce the
moon-shot shown here.

Broadcast
Equipment

Form 3J5255-B

wwWwW americanradiohistorv com
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TELEVISION

AUGUST 1968 VOL. XXV NO. 8

On the desks ol many station managers is a subliminal
question mark. It is sandwiched between the profit-
and-loss statement (please do not use red ink) and an
FCC license-renewal forin (what percentage ol your
programing is devoted to public service; how are you
meeting community needs?) .

The question mark has been there since TV stations
realized there had (o be more to programing than
kinescopes ol roller derbies, wrestling maiches and
15-minute pitches for Charles Antell’s lanolin hair
formula. The question it asks: “What are you doing
about the problems society laces and what should you
be doing?” ‘

Three and four vyears ago stations were running
specials on alcoholism, dope addiction and mental
health. Those problems are still around, and stations
are still facing them.

But in the year 1968 the big problem lies within the

In local television
'the eye begins
to open on the ghetto

. By Sherman Brodey

cities, It’'s called urban unrest, civil disturbance,
lawlessness. And at the core of these problems lie the
anguish and increasing militancy of the minority
groups who are blamed for the difficulties and who
are trying to break through the walls of a social
and economic gheito into a world populated by smil-
ing white children without cavities.

The public today, unlike the public of a few years
ago, is only too aware ol the problems of the minority
groups, of the gnawing at rhe innards of urban
socicties. These problems are brought home with
stunning violence on hundreds ol daily TV news
shows through sharply realistic hlms of marchers,
looters, arsonists, pickets and the voices of those who
demand equality whether it comc¢ from a state of
anarchy or democracy.

Although many TV licensecs feel they should be
doing more—"The big thing is dialogue. We can’t do
enough of it. This is the kind ol communications we
need "—there is the realization that whatever is being
put on television today is a tar cry from what was not
being aired in carlier vears. And to those critics who
want television singlehandedlv and overnight to trans.
form a disparate nation into a singular being, T\" has

37
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an honest, 1l sad 1o admit, answer: “I think we're
forgetting that we'd have been run out ol town three
to five vears ago lor the kind ol conversations we're
having on the air now.”

That comment came [rom the manager ol a major
TV station in a large Midwestern market, and his
reference was to the power, now diminished-—but not
vanished, ol the Ku Klux Klan. It was the KKK, many
broadcasters can recall, that lorced a sponsor boycott
ol a Louisiana radio station a few years ago, forcing
the owner to sell out,

Regardless of the broadcasters’ rcasons lor waiting
until now to generate programing enthusiasm for the
plight of the cities and the minority groups, many,
who should know better but fail to, could criticice the
stations as coming up with self-serving defenses in
their desire to get and hold a television license (“a
grant of great power and wealth”—FCC Commission-
crs Kenneth A. Cox and Nicholas Johnson in their
Oklahoma case study) . But in the long run broadcast-
ers are working on the problems their communities
face and they are not doing it simply with programs
that turn up as a nebulous percentage on a renewal
torm.

FELEVISION MACGAZINI

From a TELEvisioN Magazine survey of the nation’s
commercial TV stations it does not seem that stations
arc opening up thousands of hours of new time to this
type of public affairs programing, although it appears
there is more such programing now than there was a
few years ago. But the noticeable change is in what
the stations are programing. The emphasis has shifted
from venereal disease to rats in the ghettos, from air
pollution to substandard housing, from mental healtl
to the black militant.

What are America’s television stations doing to cure
some of the problems besetting the cities, to calm
down the militants—both white and Negro—to em-
phasize the positive aspects ol race relations, to “give a
damn’ about the less articulate, less affluent members
ol the community? They’re doing a lot and not all ol
their actions will turn up on the home TV screen.

Their efforts have run a gamut ranging from the
costly, complex and widely shown Westinghouse
Broadcasting Co. special, One Nation Indivisible, to a
documentary which kKero-tv Fresno, Calif., is working
on only alter a special-assignment reporter spent four
months finding out the problems of minorities in that
market. There are shows being produced by members

www americanradiohistorv com
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ol the ghetto with stations supplying only technical
aid, like wriv(rv) Los Angeles's From the Inside
Ouwl and there are the nonshows where stations and
groups work with community leaders in secing what
can be done, oft camera, in solving problems.

The broadcasters, at least the vast majority ot those
who answered TELEvVISION's request [or inlormation
on what they are programing in response to civil
unresi, are trying to establish a dialogue with the
minority groups. They are trying to get people to
watch panel shows, documentaries, general up-beat
shows describing the positive actions of minority
groups; they are trying to fimd jobs for the hard-core
unemployed; they are teaching knglish on the air so
that illiterates and semi-illiterates can be better
cquipped to fiind a job, and they are trying to show
that regardless of color or dialect, everyone has the
same problems—only the degree is diflerent.

Are they succeeding? The most accurate answer is:
to a degree. No station operator is naive enough to
think that in the short time history has allotted him
he can change events that have resulted from decades
and centuries of action and misaction. But the stations
are trying: “We have gotten people together whom

Continued on page 92
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TELEVISION
Magazine con-
ducted its sur-
vey of current,
local programs
on the urban
crisis through
a letter sent to
the general
managers of all
commercial TV
stations oper-
ating as of
June 1, 1968.
Responses
were received
from 104 sta-
tions. Of that
number 95
listed pro-
grams that had
been airedin
1968 and could
fitinto the re-
quested cate-
gorles. Eight
stations said
they did deal
with urban
problems, but
either did not
give usable de-
tails or said
they handled
the situation
through news
programing,
editorials or
behind-the-

KHJI-TV Los An-
geles—Continuing
daily series (started
September 1967) ,
12-4 p.m., Tempo,
guests and viewer
call-in, topics have
included racial
problems, poverty,
welfare. urban
difficulties.

scenes work.
Only two re-
plying stations
said they had
done no spe-
clal program-
Ing on subjects
associated
with civil
unrest.

The following
are the pro-
grams listed by
the 95 usable
responses:

KMEX-TV Los
Angcles—Continu-
ing series (June 2
was 1,000th pro-
gram), Tuesday
and Thursday, 4-
£:30 p.an., Saturday
and Sunday, 9:30-
10 a.m., Escuela
KMEX (KMEX
School) , English
lessons for Spanish-
speaking residents
of Los Angeles.
Continuing series,
Justice and the
Cowmimunity, discus-
sions of citizens’
rights and obliga-
tions, presented by
district atlorney’s
office.

10 TELEVISION MAGAZINFE

KNXT(TV) Los
Angceles—December
1967 start of weekly
Saturday-aliernoon
serics, O pportunity
Line, which deals
with problems of
hard-core unem-
ployed. April 29,
7:30-8:30 p.m., Op-
portunity Line, spe-
cial version. (Reac-
tion: replies from
ntore than 500 em-
ployers and viewers
in the area) . May
14,10-10:30 p.m.,

T hat Man Chavez,
profile of Cesar
Chavez, farm labor
organizer. July 18,
7:30-9 p.m., Black
on Black, culled
from more than 400
interviews of Ne-
groes in South Cen-
tral Los Angeles on
what their lite is
like; show had no
reporiers, no script,
no white laces or
voices.

KARK-TV Liitle
Rock, Ark.—Week-
ly series, People
and Palterns, pro-
duced n associa-
tion with Arkansas
chapter of National
Conference of
Christians and
Jews. Sunday series,
Clallenge °68,
among topics:
school desegrega-
tion plan, salety
programs involving
racial tensions and
riots; lederal gov-
ernment functions
and relationship to
local war on
poverty,

KTLA(TV) Los
Angeles—]June 10
start for Monday-
Iriday series, 9:30
a.m. (repeats at
12:30 a.m.) , Com-
munity Bulletin
Board, covering free
activitics aimed at
the unemployed in
poverty areas and
area citizens with
free time. Programs
have covered job
opportunitics, rec-
reational oppor-
tunities. Planned:
summer series,
aimed at contribut-
ing to solving prob-
lems of unrest, in-
cluding day in life
of Tom Reddin,
Los Angeles police
chief.

www americanradiohistorv com

KABC-TV lLos
Angeles—]June 1
start, 6:30-7 p.m.,
wecekly series, The
Rosey Grier Show,
primarily musical-
variety, including
two- to two-and-a-
half-minute filmed
segment on thosc
from minority
groups who have
made good in spite
ol poor childhood
environments.

KTTV(TV) Los

Angeles—May 27
start of daily serics,
10:80-11:30 a.m.,
From the Inside
Out, shows con-
ceived and pro-
duced by minority
group members
from locations in
ghetto and low-in-
coine areas.

- -
KCOP(TV) Los
Angeles—Special,
Help Police, docu-
mentary on how
average cilizen can
help police to serve
the public.

KTVU(TV) Oak.
land-San Francisco
—Secries of specials
over six-month
period, intervicws
and discussions on
race problem.

S
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KCRA-TV,
KOVR(TV),
KXTV(TV),
KVIE(TV) Sacra-
|‘mcnt0, Calif.—]June
i15-16,2 p.m.-2 a.m.,
 Work-a-Thon, joint
" televised effort seek-
| ing job availabil-
\ities for hard-corc
funemployed and
donation of funds
to enablc public
service agencies to
hire additional peo-
ple: Results, 412,000
man hours and
more than $9,000
pledged.

KRON-TV San
Francisco—A4
Measure of Dignily,
June 16,7:30-8 p.m.
(repeat) , report on
Opportunities
Industrialization
Center West, a job
training center.
A Family on Fell

© Street, March 21,
7 p.m., treating the
life of a ghetto
family. I Want to
Go to Work, daily,
7:25-7:30 a.m.. on-
alr interviews for
‘job placement.

KFMRB-TV San
Diego—May 14, 10-
11 p.m., Opportun-
ity Line, designed

to acquaint viewers
with activities of
San Diego Manage-
ment Council for
Merit Unemploy-
ment providing job
opportunities for
uncmployed. Reac
tion: “marked in-
crease” in number
of employers calling
council seeking em-
ployes from minor-

ity groups.

KOA-TV Dcnver

—May 26, 9-10 p.m.,

Colorado Youth
and the Challenge,
information on emn-
ployment, retrain-
ing. education and
recreation and a
look at attitudes of
vouths out of school
or gracdluating.

KGO-TV San
Francisco—lack
Dignity, one-hour
series, Sundays,

4 p.m., guest inter-
view and telephone
discussion on black
community prob-
lems.

KOGO-TV San
Diego—April 29,
7:30-8 p.m., Project
Summer Time, dis-
cussion of jobs and
recreation for youth
ol minoriiy groups;
Mav 5, 11-11:30
aan., Ask About the
Youth Opportunity
Ceunter, viewer call-
mon trying to find
jobs [or young pco-
ple in minority
groups; May 20,
7:30-11 p.m. (repeat
May 26, 8:30 a.m.
noon) , One Nation
Indivisible. More
than 350 calls and
175 letrers received.

KPIX(TV) San
Francisco—]Jan. 1
start for 13-week,
Monday-Friday
6:30-7 a.n. series
Cities in Conflict,
discussions of urban
social problems.
Feb. 6, 10 p.m.-mid-
night, The School
Bus [ssue, a regu-
larly scheduled
mceeting of the San
Francisco board of
education on sub-
ject of bussing stu-
dents. April 2,
10:30-11 p.n., Eye
witness Fxclusive:
Pauld Jacobs, inter-
vicw on racial prob-
lems and violence.
May 14, 10:30-11
p-m.. Mayors and
Negro Youtl:, ques-
tion-and-answer
session with San
I'rancisco Mavor
Joseph Alioto and
Oakland Mayor
John Reading and
16 Negro youths
from San Irancisco
ang Oakland. May

KWGN-TV Den-
ver—May 11 start
of weekly open-end
series, 9:30 p.m,
starting timme, Speak
Out’68, discussions
and viewer call-in
on variety of sub-
jects with emphasis
on problems of mi-
nority groups, Nc-
g1o and Spanish-
American.

20,7:30-11 p.m.,One
Nation Indivisilile.
June 15, 1-1:30 p.m.,
Negro Youth in the
Construction Indus-
try, study of two
students, one Ne
gro, oue white, who
attended same high
school and went
into separate fields.

WTIC-TV Hart
ford, Conn.—May
15,9 p.m. (repeat
June 6,7 p.m.))
The Way It Is,a
look at ghetto life
by people who live
there. Sponsor,
Travelers Insurance
Co. (owner of sta-
tion) , has made
prints available for
use by schools, civic
and religious or-
ganizations.
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WNHC-TV New
Haven, Conn.
June 25 prime-tim
hall-hour (vepeat
July 17 prime
time) . [1’s What IS
Happening, study
of how average peo-
ple are getting in
volved in attempt-
ing to solve minox
ity problems.

WLCY-TVY Largo-
Tampa-St. Peters-
burg, Fla—Mon-
dav-Lridav, 7:15-
745 aan. continu-
ing series. O pen
Vike. Included
have been: Teb. 12-
13, public housing
in St. Petersburg;
\pril Y, Martin
Luther King's
teacher: May 17.
garbage-worker
strike: May 24,
downtown hoyeott;
May 28, OEO pro-
gram “‘Suncoast
Progress™; June 7,
Pasco County Negro
‘outh activitists,

WRC-TV Wash-
ington—1Ichruary
five-part scries,
Crime: The Fifth
Horscinan, study of
crime in the citics
(summary repeat,
May 4, 1-1:30 pm.) .
Continuing daily
scries, Capital Tie-
lime, 9-9:30 a.m., in-
lerviews and viewer
call-in have touched
on vartous urban
problems. Continu-
ing Sunday scrics,
11:30 a.m.-noon. Di-
menston Washing-
ton, and 12:30-1
p.m.. Mceting of the
Minds, interviews
on various (opics,
including probleins
of the cities.

WTOP-TV Wash
ington- -April 23
10-11 p.m. (repeat
Aprit 28, 1-Z p.n)),
Dialogue with
Wiiley, intervicws
with whites and
blacks involved in
the riots that ran
through Washing
ton carlier that
month (reaction:
more than 850 calls,
150 letters) . May 20,
7:30-L1 pan_, One
Nation Indivisible.
June 11, 9:30-10:30
p.m., The Silent
Casli Register, in-
terviews with busi-
nessmen in Negro
sector who were
burned our and
looted during April
riot. June 19, 3-5:10
p.m., live coverage
ol Poor Peoples
March Solidarity
Day activities.

WTTG(TV)
Washington-—Con
tinning Sunday
scries. 12:30-1 p.m.,
Opinion: Washing
ton,1interviens on
topics such as new
lcadership in the
Negro connnunity.
Continuing Mon-
day-Triday scrics,
12-2 p.n_, Pano-
rama, discussions
included rebuilding
of burned-out sec-
tions of the ghetto,
churches and the
Negro, appraisal of
April riots, Negroes
in the military, job
training for unem-
ployed. Jan. 20, 7-
7:30 p.m.,, Man, Fle
Can Do It All, story
of Dave Bing. na-
tive of Washington,
now Detroit basket-
hall star, who got
oul of the ghetto
and how he feels
about those still
there. Feb. 17, 8:30
p.m.-1:40 am.,
Junior Village Tele-
thon, designed to
raise money for

s historv com

foster-children pro-
gram (result more
than $170,000
pledged) . April 5,
10:30 p.m.-1 am,,
James Brown spe-
cial, programed on
hirst night of curfew
following assassina-
tion of Dr. Martin
Luther King, fea-
tured singer and
comments from city
leaders in attempts
to keep youth calm.
June 19, 1:15-6:55
p.m., live coverage
of Poor Pcople’s
March Solidarity
Day.

WCKT(TV) Mi-

ami—June 2, Is
Thisthe Way It Is?,
story of Negrocs
who live in the
slums. One-hour
special, Pariners in
Criine, staging of
crimes with police
cooperation, to
show public’s apa-
thetic attitude,.

WIXT(TV) Jack-
sonville, Fla—Febh.
27, April 2, May 14,
10 p.m., Project 4
Negro leaders and
citizens and housing
othcials on general
housing problems;
Opportunity Line,
wcekly attempt to
find jobs for all citi«
zens; June 20, 7:30-
11 p.m., One Nation
Indivisible.

WLBW-TV Mi-

ami—]July, half-
hour special, T he
New Negro, inter-
views with Necgroes
from drop-outs to
college graduates.
Continuing weekly
series for Spanish-
speaking residents,
dealing with com-
munity and politi-
cal problems.
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FTV(TV)
friando, Fla.—The
igrant, March 22,
130-10 p.m., re-
‘cated March 24,
1 30-6 p.m. docu-
~entary on central
lorida migrant
torkers, their living
snditions, educa-
Jon and health
woblems. The
Luiet Revolution,
rpt. 28, 10:30-11
‘m., evaluation of
rogress made in
-ntral Florida in
mployment prac-
ices for non-profes-
'onal Negroes.
ool, Cool Useful
ummer, April 14,
30-6 p.m., nceds
f young Negroes
nd opportunities
uring non-school
immer months.
entral Florida
‘ace Relations,
une 23, discussion
if frustrations of
lack communitv.

VEEK-TV

eoria, Ill.—March
tart of monthly
alf-hour serics.
potlight, commu-
ity leaders in dis-
ussions followed

y viewer call-in,
opics have in-
luded urban re-
ewal. open hous-
1g, integration and
ussing.

WAGA-TV At-
lanta—Continuing
weckly serics, 6:30-
7 a.m. (now in sixth
year), Colloguim,
discussions of issucs
facing young Ne-
groes, produced
with Morchouse
College. April 5,
8:30 p.m., Martin
Luther King: Re-
flection on the

Man, interviews
with Atlantans who
knew Dr. King. May
20, One Nation In-
divisible. July 21
start of new series,

T hemes o Varia-
tions, discussion of
all facets of Negro
life.

WKIJG-TV Fort
Wayne, Ind.—June
9.5:30-6 p.m.. Comn-
munity Corncerns,
panel covering edu-
cation, housing and
employment.

WQXIE-TV At-
lanta—]july 14, 5-
5:30 p.m., Atlanta
Responds, summary
of reports secn on
newscasts since
April 8, dealing
with city's actions
relating to sugges-
tions made by
President’s Advisory
Comimission on
Civil Disorders.

WPTA(TV) Roa-
noke-lort Wavne
Ind—June 24, 6:30-
10 p.m.. One Nation
Indivisible.
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WBBM-TV Chi-
cago—June 1967
start of Saturday
series, 1-1:30 p.n1.
Opportunity Line,
designed to help
unemploved find
jobs (results: more
than 140,000 calls
from those sccking
jobs) . Continuing
Sunday series, 8
a.m., Project Head
Start, aimed at giv
ing adventures in
learning to pre-
school children and
to clevate them

to ahigher learning
level by the time
they reach school
age. Feb. 27 and
May 14, specials.
I'he Paveheck Line
to provide assist-
ance to viewers who
had been victims of
consumer frand.
bad contract
scheres und gen-
erally unable to
manage [amily
finances.

WFBM-TV Indi
anapoiis—Continu
ing half-hour Satur-
day series begun in
the spring, fobline,
designed to and the
Negro unemplov
ment probleim.
Half-hour docu-
mentary, Things
Are Changing, film
of Negroes who
have obtained real
istic goals at the
mid-level of em
ployment. Jan. 25,
R:30-10 pan. (repeat
Feb 11,34 p.m))
Tudianapolis
IViat’s ina Name,
analvsis of the citv’s
problems and fu-
ture. (Wenat-ry
hought time on
wrTe (rv) Washing-
ton to show this
special on April 7,
7-8:30 p.m.) .

WBKB-TV Chi-
cago—June 2 start
of Sundav series, 3-
4+ p.m,, For Blacks
Ontly, combining
features on Negio
history, cducation
and vouth with
performances by

Negro entertainers.

WTTV(TV)
Bloomington Mdi-
anapolis— 1/
Black Fxperience,
alternare-weck
series started June
9. produced by T
dianapolis Negroes
speaking to “then
own peoplein their
own language.”

WGN-TV Chi-
cago—Continuing
Saturday morning
series, Charlando,
Spanish-language
program featuring
news of that com-
munity plus infor-
mation on adjust-
ment to U.S. June
10, 6:30-7:30 p.m..
Projeci—Good
Neighbor, discus-
sion of fair-housing
1ssues.

WSBT-TV South
Bend, Ind —Feb.
27.9-9:30 p.m.
Dountown Reneu
al.report on a pro-
posal to revitalize
the ceniral cit

April 2,9-9:50 pan.
Up Tight, deserip-
tion ol the YMCA
detached-worker
program in gheiro
arcas. \pril 16.9-
9:30 pan. South
Bend Scliools——a
loolk Ahead, study
M the school board s
plan to reduce
racial imbalance
ind improve edu
cational level in the
schools. June 11,9
9:30 p.m.. A Com
mevrrly Lifort, an-
alvzed work of civie,
religious and chari-
table groups to
overcome poverty
and unemplovment
among the minority
gronps. Planned
I'he View |rom the
Ghetto, (o sec how
minority residents
view society.
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WSJV(TV) Elk-
hart-South Bend,
Ind.—¥eb. 12, 8-
8:30 p.m., Con-
tempo 28, panel
discussion of racial
and other arca
problems.

WDSU-TV New
Orleans—May 3
3:30-9 p.m., pancl
on race relations in
itv: July prime
ime half-hour on
shom housing prob-
lem and possible
cnes. Planned: The
ddult Education
Cenier of New Or-
leans, describing
government-private
Insiness operation
that provides prac-
tical tratning
conrses foy women
mpoverty aeas,
Planned: stndy of
Negro in New Or
Teans, encompassing
Negro leaders’ ac-
complishinents and
cllonts 1o instilt
pride of their hern

age

KAKE-TV Wich-
ita, Kan.—June 16
start ol six one-
hour summer spe-
cials on local prob-
lems and corrective
projects; initial
program: Focus—
Do They Really
IWan! Me, attitudes
of Negro college
students toward
education and
carcers and follow-
up panel discussion.
July14.4-4:30 p.m.
(tollowing ABC-
TV's Riols and Vie-
Hims special) |, dis-
cussion of civil dis-
orders.

WEMT(TV) Ban-

gor, Me.—April 7,
2:30-4 pan., Phone
Forum, viewer call-
in on reaction to
assassination of Dr.
AMartin Luther
king; during the
prograin somnc of
the 500 NAACP
imeimbers who had
been marching
through downtown
Bangor came into
the station and
joincd in the show.
June h,4-5:30 p.m
Playe Formm
hour of video-rape
reactions from citi
rens to shooting of
Senator Robert,
Kennedy, followed
by viewer call-ins.

TELUVISION MACAZINL

hall-

KRNT-TV Des
Moines, lowa—
Continuing
Wednesday series,
6:30-7 p.m., People’s
Press Conference,
discussions with
phone-in questions;
among topics have
been black power,
racial crisis and
police activities.

WBAL-TV Balti-
morce—Feb. 5, 7:30-
9 p.m., Know Your
Neiglibor, panel
discussion by six

Midwestern women,

ot different races,
colors and crecds,
on hiow (o bhetier
understand human
relationships.
March 7,7:30-8:30
pan.. Conwversation
with Violet TWhyte,
refllections of Balti-
more’s st woneim
and first Negro
police ofhicer, who
retived alter 30
ycars on the foree.
Muay 27 10-11 pon.
and June 1,910
p.m.. Black Balti-
riore Speaks, deal-
g with problems
fucing the Negro
communnity, taped

in acathedyal nnder

anspices of cight
area chorehes, Joly
L9 1haan, st
ol 20 part Monday-
Flinvsday series,
Ihe Black Ameri.

WHAS-TV Louis-
ville, Ky.—April
23,10-10:30 p.m.
(repeat May 11, 6-
6:30 p.m.) The
Way It Is, study of
Negro attitudes
and aspirations in
city’s west-end
ghetto discussed by
residents of the
ghetto. May 18,
3:30-4 p.m., Dann
C. Byck School—
Inner City Outpost,
film study of a new
school in the inner
city and school’s
efforts to raise cul-
tural and academic
level of students.
May 28, 3:37-4:37
a.m. (repeats

10-11 a.m., 7:30-
8:30 p.m.), The
IWay It Is (part
two) , discussion of
civil disturbance
that erupted follow-
ing a black power
rally on evening

of May 27, panel-
ists were four
members of inter-
faith committee sct
up to assist during

WMAR-TV Balti-

morc—Feb. 27, 10
p.m., Crime in the
Streets: Ballimore,
discussion on city's
crime problems.
June 1, 2-2:30 p.m,,
Job Finder—Sum
mer jobs for Youth,
designed to assist
city vouths ro find
sunner work. June
29. 1 p.m., The
Women's Journal,
study ot projects at
Neighborhood
School for Parents,
inner-city operation
to help strengthen
lonily ties from
within.

ran i Flistory, pro-
duced by Baltimore
Cley Pablic S¢hooly
Radio and Televi
wlon Depitment

nel trackng the Ne
gro's history to his
vole in today's 8o
clety
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such outbreaks.
June 4, 9:30-10
p.m., Thirty Min-
utes, discussion of
Louisville’s future
in wake of May dis-
turbance. June 11,
9:30-10 p.m., What’s
Your Question,
Louisville Police
Chief C. J. Hyde
defends depart-
ment’s action in

the May outbrcak.
June 18, 7-7:30
p.m., The Way It

Is (part three),a
new look at racial
attitudes in the city.

WBZ-TV Boston
—April 9,7:30-8
p.m. (repeat April
HL9:30-10 pany
Boston: A Part of
That Dream, me-
morial to Dr. Mar-
tin Luther King
Jr. relating it to

his ties with Boston.

Our Believing
World, continuing
Sunday series, 10-
10:30 aan., included
specilic proposals
on ways to reduce
vacial tensions and
discnssion of types
of racial discrimi-
nation. Here and
Now, continuing
Saturday series, 1-
1:30 pan., May 25
show covered subur-
ban sunter vac-
tions Llor ghetto
children and ques-
tions and problems

raised. May 20, 7:30-

L1 pon (repeat
May 26. 2-5:30
pan) Ose Nation
Indivisible (veac
tion: 150 letters,
145 of them favor-
abley . July 6 start

of continuing Satur-

cay servies, 1:30.2
P, Confronta-
tion, discussion of

WPSD-TV
Paducah, Ky.—
June 21, 7:30-8:30
p.m., panel and
studio audience dis-
cussion of race
situation in Padu-
cah; 30-minute pro-
gram taped and
scheduled for July

20, 9:30 p.m. on
local housing
problems.

urban problems
and proposcd solu-
tions. Planned: Call
Me Adam, look at
religion including
how church is meet-
ing urban crisis, ac-
tivities ot ghetto
churches, study of
Black Muslims and
local “soul centers.”
Planned: Children
of Clay, story of Ne-
gro ghetto family
with seven children
and their reaction
to education, heing
filmed by a camera
crew living with the
family for a month.
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'KBG-TV
hmbridge, Mass.-
sston—Half-hour
iport 1n produc-
»n on operations
a local young
izens security
Jtrol.

WNAC-TV Bos-
ton—july 21 start
of 13-week series,
10:30-11 a.m., (re-
peats Thursdays,
6:25-6:55 a.m.)
Journey Out of
Africa, developed
and produced hy
Boston Negroes,
traces history of
Negro trom Africa
Lo 1.8, todlay.

VJRT-TV Flint,
.ich.—May 30,
ne Nation Indi-
sible. June 12 start
hd each Wednes-
1y, 8:30-9 p.m.,
ell It Like It Is,
egro and white
vic leaders and
‘dinary citizens

discussions of
pw people think
ad feel.

i

WOOD-TV Grand
Rapids, Mich.-
May 27, One Na-
tion Indivisible.
Planned: in July,
onc-hour, The
Negro’s View of
Grand Rapids, an
cxamination of the
vicws of various
Negro classes.
Planned: in Angust,
half-hour on hous-
ing problems—
particularly for
minority groups—
in Grand Rapids,
Muskegon and
Kalamazoo.

WHYN-TV
Springtield, Mass.—
June 23, 6-7 p.m.,
Town Hall Meet-
ing, dealing with
changing attitudes
and conditions
within the city,
particularly in re-
lation to the role
ot young people in
the sociery. Jan. 28
start of hall-hour
monthly series,
Your Mayor’s Re-
port, featuring
mayos of Spring-
ficld, Chicopee,
Holyoke and West-
ficld on problems
of poverty, racial
unrest and weltare.

WZZM-TV
Grand Rapids,
Mich.—continuing
series, Monday-
Friday, 9:30-10 a.m.,
with board of ¢d-
ucation, high-school
credit courses in
math and social
studics designed

for students who
lailed during reg
lar year. March,
special on experi-
ment in teaching
high-school diop
outs and kick

outs. April, halt-
hour special on

law and citizens’
responsibility to
obey it. July 28-
Sept. 8, series of
scven prograrms
hasced on Kerner
Report’s finding

of white racism

in US. Planned

in late 1968, four
one-hour specials
bascd on Kerner
Report. Planned:
in December 1968-
carly 1969, scries

on Office of Eco-
nomic Opportunity;
early 1969, half-
hour special on
Westminister
Church which buys
rundown hoines in
inner city and helps
families fix up and
purchase the homes.

"WJIBK-TV De-

troit—Conltinuing
series, sunday, 6:30-
7p-m., Job Oppor-
tunity Line, at-
tempt to hiing to-
gether prospective
cmployers and
cniployes, particu-
larly latter from
poverty arcas (re-
sults: more than
8,000 inquirics to
date) . May 20, 7:30-
11 p.n. (repeat
Muy 25 afternoon) ,
One Nation Indi-
visible (reaction:
phonc company
estimates 30,000
calls were at-
tempted to talk
with panelists dur-
ing local portion of
program.) .
Planned: half-hour
monthly scries on
study ot race
rclations.

wWwWwW ames

WKBD-TV De-
troit—Continuing
scries, Saturdays,
10-11:30 p.m., and
Sundays, 10 p.m.-
midnight, Lou Gor-
don Program, topics
have covered urhan
renewal, poverty,
cducation, joh op-
portunities.

WWJ-TV Detroit
—May 20, 27, 7:30
8 p.an., two pro
grams underwrit-
ten by Interfaith
Action Council on
racial problems.
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WPBN-TV Tra-
verse City, Mich.
—DMay 27, 7:30-11
p.m., One Nation
Indivisible.

KSTP-TV St
Paul-Minneapolis
Summer Sunday
scries, Insight, de-
signed to deal with
specific problems
of minovity groups.
Four spccials, Like
It Is, pancls of
blacks and whites
discussing racial
problems.

WTCN-TV Min-
neapolis-St. Paul
—May 5 start of
weekly series, 8-
8:30 p.m., Let’s
Talk, discussions
between blacks and
whites from similar
social and economic
levels on various
problems they face.
(Reaction: “Many
persons from the
black community
have come to the
studio simply to
watch the taping
sessions.”’)

KPLR-TV St.
I.ouis—Sundays,
7:30-9 p.m., The
Bill Fields Show,
interviews plus
vicwer telephone
comment and qucs-
tioning. Mr. Ficlds,
a Negro, is a mem-
ber of the St. Louis
Council on Human
Relations.

KMTV(TV)
Omaha—Satur-
day series. 12:50-
P-m.started in
March. Hiring
Line, to find jobs
for hard-core un-
cmploved (result:
more than 400 job
placements o
date)y . July start of
weekly series, fs-
sues 68, dealing
with the problems
causing ¢ivil unrest
and ways to combat
them,

KLAS-TV lLas
Vegas—Continu-
ing Sunday serics,
10 a.m., Teleforum,
local leaders dis-
cussing problems
of immediate com-
munity concern.

VELEVISION MAGAZINE

WNBF-TV Bing-
hamton, N.Y.—
April 5, 8:30-9
p-m., Murder in
Memplis: Bing-
hamton’s Reaction,
Negro and white
man-in-the-street
interviews on re-
action to the Mar-
tin Luther King as-
sassination and
comments by a
pancl of Negro
Icaders and the
mayor.

WBEN-TV Buf-
falo, N.Y.—Satur-
day scries, 1:30
p.m., Opportunity
Line, information
about jobs. Aug. 3
start of Saturday
series, 7:30 p.m.,
Portrait of My
People, showcase of
arts and entertain-
ment of the Negro
community. Spe-
cial, The Waiting
Room, written,
acted and produced
by fifth-grade stu-
dents of an inner-
city school, deal-
ing with Negro
children who plan
a trip to Africa but
decide the U.S. is
worth staying in.
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KMOX-TV St
Louis—Continuing
series, Monday
Saturday, 6:30-7
a.m., Sunday,
7:30-8a.m., PS4,
basic English and
arithmetic for il-
literates and semi
illiterates. Continu
ing series following
Saturday-night late
movie, Dick Keefe
Show, discussions
include student un
rest, urban prob
lems, open housing,
black power. Con-
tinuing series, Sat-
urday, 1-1:30 p.m.,
Oportunity Line,
listing of job open-
ings primarily for
hard-core unem-
ployed (reaction:
station averaged
200 calls each Sat-
urday for June
broadcasts) . June
15-16.10:15 p.m .-
1:30 p.m., Play-
grounds 68, com-
bined movies and
telethon which
raised $90,000 to

WCBS-TV New
York—Continuing
series, Saturdays,
2-2:30 p.m., Op-
portunity Line, try
ing to find jobs

for hard-core un
employed. Feb. 6,
10-10:30 pm,,
Newark Revisited,
study of progress
made in Newark,
N.J., following
July 1967 riots
there. Continuing
series, Sunday, 6:30-
7 p-m., Eye on New
York, included

in series: “The
World of Dr. Irving
Ovle,” who left
successful suburban
practice to open
oflice in Manhattan
slum: “This Is Me,”
footage taken by
Harlem youngster
in his own neigh
borhood and of
other areas; “See
No Evil,” examina-
tion of document-
ary made by two
nuns who studied

be used in outﬁttinq
27 playgrounds in
low-income areas,
July 9,9:30-10 p.my
Repertoire Work-
shop (show will be
bicycled to other
CBS-owned sta-
tions) , featuring
teen-age cntertain
ers from East St
Louis, I11. poverty
area; Planned: in
September Age of
Complexity, pro-
duced with St.
Louis University,
series of lectures

on challenges in
nation today (se-
ries will also go to
other CBS-owned
stations)

substandard hous-
ing conditions in
Ossining, N.Y

May 14, 10-10:30
p.m. special version
of Opportunity
Line with Major
John Lindsay.
Planned: Monday:
Saturday, 18-week,
half-hour broad-
casts (totalling
108) , The Amer:
cans from Africa— |
a Survey of Their

History, a detaileil
study of Negro
heritage.

f



www.americanradiohistory.com

WNBC-TV New  the unemployment,

ork—Continuing
{ Saturday series, 7-
17:30 pm., New
\York Ilustrated,
" has looked at “A
Bank Called Free-
' dom,” founding of
! Negro-oriented
 bank with branches
in the ghettos; “A
Lesson in Ghetto
Education,” work
of a Harlem school
principal. Contin-
uing Sunday series,
12-12:55 p.m.,
Speaking Freely,
included discussions
on jobs for hard-
core unemployed.
Continuing Sunday
series, 11-11:30
a.m., Searclilight,
topics suich as help
for small business-
men who are vic-
tims of racial riots,
March 24 start of
10-weck Sunday, 3-
3:30 p.m. scries, In
Our Time, cover-
ing crime in citics,
low-income hous-
ing. jobs for poor
and unskilled.
April 3.10-11 p.n.
The Unemploy-
ables, comments by
those caught in

WHEN-TV Syra-
cuse, N.Y.—Special
report June 10,
10:30-11 p.m., in-
vestigated prob-
lems of county
welfare depart-
ment. Special re-
port june 26, 9:30-
10 p.m_, studied
reactions of high-
school students to
cltorts at integra-

+ tion and under-
standing. Planned:
special report on

 vouth gioup called
Soul Generation,
which has written
musical dyama
highlighting Ne-
gro’s African heri-

¢ tage, and which

@ conducts Uhuru

»  school (Uhuru is

¢ Swabhili for “free-

I dom”) at neigh-

“  borhood center de-

& signed to tcach Ne-

. gro youngsters

© about African heri-

tage.

poverty, welfare
cycle. May 27, 10-11
pm., We Ave Al
Policemen, cfforts
of police and citi-
zens’ groups to
combat crime and
violence. July 8-
Aug. 16, Monday-
Friday, 9:30-10
a.m. series, Read
Your Way Up. to
improve reading
skills, particularly
of unskilled work-
ers.

WBTV(TV) Char-
lotte, N.C—Ma
14,9:30-10 p.m.
Uncle Saon Stands
Tall, lecture by
Jenkin Lloyd Jones.
editor and publish-
crof Tulsa (Okla.)
Tribune on what is
right with America.
Mayv 22, 9-10 p.m.,
A Black ManIs a
Afan, Charlotie
Negroes’ views of
local race relations.
June 14, One Na-
tion Indivisible.

WRAL-TV Ra-
leigh, N.C.-—Mav

19 start of altevnate-

week series, 2:30
p.m., discussing
racial and urban
problems, combina
tion of pancls and
[hmed serpuences.

WIW-TV Cleve-
land—Jan. 21
10:30-11 a.m..Op
eration: Fquality,
discussion ol open-
housing contiover-
sy. Feb. 4, 6:30-7
p.m.. Torcle, studv
of tecn-agers work
ing on weckends
to repair and renew
housing in the in-
nerciiv. May 4

stare of Saturday se-

rics, 1:30-2 p.m.
Opportunity Line,
to help haid-core
uncmploved find
jobs. Nav 20, 7:30-

Il p.m., One Nalion

Indivisible (reac-
tion: more than 2,
000 calls reccived) .
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WLWC(TV) Co-
lumhus, Ohio
Mav 19 start of
weeklv 12:30-1
p.m.sciies, O -
portunily Line, de
signed to help hard
corc unemploved
find work. June
21, 7:30-11 p.m.
One Nation In-
divisthle.

WOKR(TV)
Rochester, N.Y.-—
April7,7-8 p.m.,
What Now?, a
look at the city
tollowing Dr. Mar-
tin Luther King
Jr.’s assassination.
April 23 1-1:30
p.m.and April 29,
12:30-1 a.n. start
of serics, On the
Spoi, with Lloyd
Hurst, discussing
grievances ol min-
ority groups. june
5. Oue Nation In-
divishle, local seg-
ment drew alimost
500 calls.

WSPD-TV Tole-
do. Ohio - May 20,
7-10:30 pom., One
Nation Tudivisible
(reaction: several
hundred calls dur
ing broadcast. se
cral hundred fet-
ters following)
June 3 start of 16-
week 7-7:50 p.m.
series, Job Line,
originally designed
to find summean
jobs for under
privileged vouths
(result: 800 jobs
found in two
weeks) , now scck-
ing fulltime jobs
for unemployed.
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WYTV(TV)
Youngstown, Ohio

daily, 9:30-10:30
. Dalcline:
Youngstown, va
ricty of subjects.
June 26, 7:30-8
pon.. Housing in
Younaestown, 1 llly 1,
One Nation In-
divisible.

WIFIL-TV Phila-
lelphia—March 25,
7:30-8:30 p.m. (rc
peat late May) , The
Young Greats, de-
scription of Young
Great Societv, self-
help movement in
West Philadelphia
slum secrion
fonnded by college
graduate and for-
mer gang leader.
Program is being
olfeved free to all
stations.

WHIZ-TV Zancs-
ville, Ohio—March
|u, 5-5:30 pAm.

Job Opportunily,
dealing with urban
rencwal and 2,000
local jobs plus reno-
vation ol the cen-
tral ¢ity. May 19,
3:30-1 p.m., Hous-
ing, panel on sub-
standard housing
and what is heing
done to alleviate it.

KDKA-TV Pitts-
burgh—Continuing
daily scries, 9-10
a.m., Contac!, has
included discus-
sions of urban is-
sucs such as Negro
protest movement,
Weekly Saturday
series (started in
1967, 12:15-12:30
p.an., Job Call, job
availabilities. Sun-
day series. 12:15-1
p-m., Weekend I,
programs in Febru-
ary dealt with
American Negro's
history. May 14,
hall-hour special,
O pervation Mavday,
work of National

Alliance of Business

men (o provide
cmployment for
disadvantaged.
May 20,7:30-11
p.,

One Nalion In-
divisible.

I'ELEVISION MACAZINE

K YW-TV Phila-
delphia—April 26
start of 65-week
Saturday scries,
1:30-2 p.m., The
Tinng Aboul
Money, attempts at
consuer cduca-
tion on installinent
buving, credit, etc.,
using buyer-seller
dhramatizations and
using vernacular ol
II]lII()I'lly gl‘()ll[)S
where necessary to
gel point home;
when completed
series will be run
Monday-Friday
carly mornings on
all Westinghouse
Broadcasting Co.
stations. June 2
start of Sunday sc-
ries, 10-10:30 a.m.,
Color Us Human,
produced with
Philadelphia Coun-
cil of Churches,
teen-age confronta-
tion hetween Ne-
grocs and middle-
class whites to
show how little
they know about
cach other and how
they may better re-
lationships. Jan. 14
start of Sunday sc-
ries, 10.30-11 a.m.,
panel discussion on

WIIC-TV Pitts-
burgh—May 23,
May 31, June 13,
each 9:30-10 p.m.,
Tell It Like It Is,
history of Negro in
Pittsburgh, current
racial climate in the
city and approaches
being made toward
racial understand-
ing and harmony.

current issues in-
cluding ghettos,
hatc groups, racial
Justice, open hous-
ing. May 20, 7:30-
11 p.m. (repeat
May 26) , One Na-
tion Indivisible.
June 27, 9:30 p.m.,
start ol inonthly
series on racial
crises and minor-
ity problems in
gencral. July 28,
7-7:30 a.m., how
secrelarics are se-
lected for their
iobs—training,
grooming, elc.,
part ol WBC sta-
tions’ series on

job training
through develop-
ment and training.

WIS-TV Colum-

bia, §.C.—April 5,
9:30-10 p.m., No
Living Room,
study ol slum
clearance with em-
phasis on living in
sub-standard
homes. May 24,
9:30-10 p.m., Sumn-
mer 68: A Time
for Challenge, ex-
amination of the
city’s recreational
facilities and how
they compare with
thosc of other
cities.
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WCAU-TV Phila-
delphia—August
1967 start of contin-
uing Saturday se-
ries, 2-2:30 p.m.,
Opportunity Line,
oflering employ-
ment opportunities
to hard-core un-
cmployed (results:
since program he-
gan more than 500
cmployers have
made jobs avail-
ahle and more

than 12,000 vicw-
ers have been di-
rected to jobs and
job training) . jan.
23, 7:30-8:30 p.m. (a
repeat of program
originally carried
Dec. 13,1967, 10-

11 p.m.), Now Is
the Time, fea-
tured writings of
American Negrocs
and film of Phila-
delphia Negroes.
The Three Faiths,
continuing Sunday
series, 9-10 am.,
mcluded cpisodes
on the 1967 summer
riots, and the

WFBC-TV Green-
ville, S. C—Feb.
25, afternoon, half-
hour documentary
(updated repeat
March 23, 9-9:30
p-m.), Slums:
Whose Problem?,
detailing city’s
housing ordinance
and slumns that
exist in violation
of it.

strains in a ncigh-
horhood undergo-
ing a changein
racial make-up.
May 14, 10-10:30
p.m., Black White
Paper, the history
of white racism and
how it shows up in
echication, employ-
ment, housing and
language. Divided
IWe Fall, six-part
scries ( four already
carried, one set for
Aug. 11, one for
Sept. 15y, discus-
sion by Negro and
white leaders on
the Kerner Com-
mission report and
how it relates lo-
cally.

KOTA-TV Rapid
City, S. D.—Con-
tinuing series on
Indian history and
problems, includ-
ing a study of
school drop outs,
alcoholism and the
reservation Indian
and suicide among
teen-age reservation
Indians.

o+
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KELO-TV Sioux

! Falls, §.D.—Half-

" hour special, The
Canton Story, de-

| scribing private

« Lutheran academy

1 in heavy Scandanav-

\ian area which has
begun accepting

' Negro students
from New York,
Detroit and Chi-
cago, and reactions
of white and Ne-
gro students to
each other and

' surroundings.

WDBJ-TV Roa-

noke, VVa.—Planned:

Assignment 7—To-
day and Tomorrow
study of what wel-~
fare programs offer
now and what is
being prepared for
future.

>

WMC-TV Mem-
his—June 21,
7:30-10 p.m., One
Nation Indivisible.
June 28 start of
Friday series, 8:30-9
p.m., The 409,
Speak, on Negro
goals and problems.
July 9 start of spe-
cial summer series,
3:30-4 p.m., Sum-
mer Showboat pro-
duced in coopera-
tion with city rec-
realion commission,
taped on location
at city parks in Ne-
gro neighborhoods
and featuring
ncighborhood tal-
cnt when possible.

WRFT-TV Roa-
noke, Va.—January
start of continuing
Friday series, 11-
11:30 p.m., Dis-
course, discussion
among rabbi, min-
ister and priests
from Roman Cath
olic and Greek
Orthodox churches
on subjects includ-
ing opcn housing
and civil rights.
(Reaction: request
from viewcrs for
showing at an ear-
lier hour so in
March show began
repeating Sundays,
6-6:30 p.m.)

KFDA-TV Ama-
arillo, Tex.—One
half-hour special,
Symposium-T he
NAACP, dcaling
with work of the
National Associa-
tion for the Ad-
vancement of
Colored People.

KIRO-TV Seattle
-The Co-Op, half-
hour taped and to
be schieduled, panel
program discussing
black economic
power, cooperative
business ownership
within the black
community. Special
prograins on black
community serial-
ized in newscasts.
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WFAA-TV Dal-
las-Fort Worth—
May 21, 6:30-10
p.m., One Nation
Indivisible. Up-
dated version of
locally produced
scgment was re-
peated Junc 9, 3-
+ p.m.

WITI-TV Mil-
wauizee—Satur-
days, TV 6 Report,
weekly production
concentrating on
minority-group
problems. Monthly
(considering going
weckly) , Perspec-
tives: Inner Cove,
produced and con
trolled by Negro
‘activists—imnili
tant. but not bellig-
erent,” and de-
signed to present
realistic picture of
lite in the central
city. May 20, 6:30-
10 p.m. (repeat
May 26, 12:30-4
p.m.) One Nation
Indivisible. More
than 300 lctters re-
ceived.

KPRC-TV Hous-
ton—April 12
start of five Friday
specials, 8:30-10
p.m., Dialogue:
Houston 1968,
panels on housing
and recreation,
police practices,
Jjob opportunities,
educational op-
portunities; viewer
call-in during final
half-hour.

WOAI-TV San
Antonio, Tex.—
Jan. 22,7-8 p.m.,
discussion on two-
day seminar to

plan city’s coursc

in next decade.
May 25, 12:30-1
p.m., film and dis-
cussion special on
National Alliance
of Businessmen and
local problems in
employment. June
1 start of 13-week
series, 11:30 a.m.-
noon, TV-4 Jobs,
designed to bring
unemployed to-
gether with employ-
ers interested in
creating on-the-
job training pro-
grams. (Reaction:
first show resulted
in more than 100
calls offering em-
ployment.)

49
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'I | ocal rtelevision stations
l have been stepping up
heir news operations and the scope
of their public-aflairs programing
has widened to mmclude what was
once too far out or too far away-—
local prostitution, and internation-
al settlement of the Vietnam war.
Those are some of the generaliza-
tions that can be made after read-
ing  Television and the “Wired
City,” a special report compiled
for the National Association of
Broadcasters by 1Terman W. T.and
Associates Inc.

Central 10 this report, which was
submitted to the President’s Task
Force on Telecommunications Pol-
Icy, was the thought that there
might  he some  virtue 1o the
present station system that tran-
scends mere technology, that sta-
itorts can be positive lorces in their
communities.

This examination of the Land
report will concentrate on that is-
sue for ohvious reasons and merely
note that another issne—do you get
greater program  diversity by in-
creasing the number of channelsy-
was answered precey much i 1l
negative,

In what ways does a celevision
station relate 16 its community that
a wired grid system could not? The
Land report thinks the station is

UELVVISION MAGAZINE

growing as an important communi-
ty institution and “the leading sym-
hol of this development, and today
its most advanced feature, is news.”

Through the NAB the Land
people conducted a mailed survey
ol stations and also did some ficld
interviews. Data are based on in-
formation submitted by 329 sta-
tions, and of that number, 61 out-
lets in 17 cities were interviewed in
the held.

Ol 1hose respondents, 297 report-
ed on their news operations. Of
those, 228 said they were produc-
ing at least one half-hour newscast
a day while 127 stations said they
wcere producing at least two hall-
hours daily. Another 41 said tha
they were doing three half hours a
day. According to the Land re-
port, ‘“‘there 1is a noticeable in-
crease, too, In the number of sta-
tions hroadcasting long local news-
casts—45H minutes, 60 minutes, and
more.”’

This trend is evident even in the
simaller markets, says the report,
where, for example, the total num-
ber of half hours devoted to news
in the one-station markets respond-
ing to the survey ranged [rom 13
to 32. “In the six-station markets,”
says the study, “the news volume
ranged from 89 o 168 half-hours a
week. The high point is reached in
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Los Angeles — 264 half-hours of
news per week.”

This expansion in on-air hours
had to result in a growth of staff,
equipment and, of course, oper-
ational costs. “While there are still
stations which spend less than $20,-
000 annually on news, there are
also stations whose news cost 1s
several millions ol dollars per year.
Ol the 110 stations which reported
on news costs, the largest group, 31
in number, spends between $100,-
000 and $200,000 a year on news in
dircct costs. The mnext largest
group, 27 stations has a news cost
ol between $200,000 and $500,000
per year.”

At the same time, the point is
made that there have been funda-
mental changes in the direction of
local news, which “more often than
not embraces controversy, debate,
general  inlormation and inter-
views. . . . News, in short, has taken
a major step torward into the
world ol public service and com-
munity allairs, and as a result the
very role that the local television
station itself plays has undergone a
basic change.”

The Land study notes that the
scheditling ol local news, because
ol network teeds, follows a familiar
pattern, “Nlost stations oller one or
two five- or 10-minute news reports
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in the early morning, usually at 7
am. and 8 a.m. There mav be a
noonday netwscast of from five to 30
minutes, a major dinner-time news
roundup half an hour in length, a
‘late news’ at 10 p.m. or 1l pm.
depending when the network
prime time ends, and possibly a
sign-off news tollowing the late
movie or talk show. There are
many variations of this conposite
picture.”
Other trends noted hyv Telew
ston and the “Wired City” in the
farea of local news are the expan-
ision in time on the air, the use of
" color, larger staffs, increased costs
fand wide variations in the profit-
fand-loss picture.
» Longer newscasts are so com
‘mon, says the study, that nearly
tevery station broadcasts at least a
30-minute news program, as op-
posed to the l5-minute evening
summaries of a few years ago, “and
many have added half-hour news-
casts at noon and bedtime as well.”
stations responding to the Land
survey report their news airtime
1as doubled in the last three to five
vears and many attribute this to a
demand by viewers for more local
roverage.
Color came to local news pro-
aming as it did to entertainment
Conutinued on page 116

The chart to the nght
and those on following
yages concerning 10c

news programing

w compiled by
Land Associates from
guestionnaires sent
to NAB station
members and from
additional interviews
conducted with

61 stations

Estimated indirect costs for N\

news share of overhead. and

other out-of-pocket costs.
N\,

AN n

AN
Average all-day {Newwork  {Network
dience Affihate)  Affiliate)
Under $20.000
Annualtly

$20,000-49.999
$50,000-99.999
$100,000-199,999
$2700,0007499,99:‘J
$500,000-899.999
$-900.000-999,999
$1.000,000

Total

Don't Know.
Refused, No Answer

www americanradiohistorv com

pendant)

pende

AUGUS ¢ 1968

53


www.americanradiohistory.com

i)

indirect—of producing half-hour
“\_of local news.

\ Over Under Over
\ 500,000 500,000 500,000
Average all-day {Network  (Network  ({Inde

audience Affiliate} pendent)

Under $200

Affiliate)

$200-499
$500-999

$1,000-1,499
$1,500-1,999
$2,000-4,999

$5,000-+

Total

Don't Know,
Refused, No Answer

Expansion moves in station
news operations,

Over Under Over
500,000 500,000 500,000
(Network  {Network {Inde-
Affiliatel  Affiliatel oeadent

Average all-day
audience

Greater iength of
given newscast
More total news
programs

More frequent bidcst
of a given program
More news
personnel
Mo(e physical
equipment

More studio space

None

No Answer, Don't
Know, Refused

TELFEVISION MAGAZINL

L _ N o _.
\\Average cost—direct and \

\_Total direct annual costs for N\
\_ news operation.

\
\

Under N Over Under Over

500,000 \ 4 Jl 500,000 500,000
{Inde \ verage & -day {Network  {Network  {Inde
Total audience Alfiliate)

pendent) dudiel X Affiliate) pendent)
Under $20,000

$20,000-49,999

$50,000-99,999
$200,000-499,999
$500.000-899,999

$900,000-999,999

$1,000,000-
1.499,898
$1,500,000-
1,999,999

$2,000,000-+

Don’t Know,
Refused, No Answer

Change in number of news
department employes over
five-year period.

Under Over Under Over

500,000 500,000 500,000 500,000
{Inde- {Network {Network  (Inde-
ndent) iligiel il

Average all-day
audience.

Increased
Same as
5 years ago

Less than
5 years ago

Not on the air
5 years ago

No Answer, Don't
Know, Refused

Total Responded
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500,000 500,000
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Average all-day audience

We tried to be more thorough, give more “'in depth’” coverage; more complete \

coverage; comprehensive.

We have more local film coverage {not just “'rip & read”’}: trying to create a N five years.

visual-impact; “‘really utilize the TV medium."

We have a separate sportscaster, increased sports coverage.

~

We have more local news coverage; more sidelights of the local scene.

~

/

We put an emphasis on "‘community needs’"; “’community involvement'": stress
human-interest; '‘needs of the people’"; public-service.

" More emphasis on features as opposed to hard news; get into more issues.

We have more live news on-the-scene coverage.

We have a larger, more professional staff, new personalities.

R

We are trying to make it lively and exciting.
i We went to color.
© More investigative reporting.
& More editoriatizing.
More straight news, less commentary.
We have a more professional presentation, more snpinis:icated.
,»ll Expanded facilities to cover larger ocal area.

We now have a news-team concept (news, sports, weather).

Our coverage has become more meaningful; more important, e.g. less car wrecks,
less police-news, less disaster.

We have a broader coverage of ethnic groups.

It's better, better prasentation, better quality.-

More political news.

Emphasizing news te appeal 10 the younger generation, .

<

Over
500,000
{Network
Affiliate)

www americanradiohistorvy com

Changes in character of local
news presentation over last

Under
500.000
(Network
Affitiate)

QOver
500,000
{Inde-
pendent)

Under
500.000
{Inde-
pendent)

AUGUST 1968
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mong the symbols of quality

in local programing by com-
mercial television stations are the
many television programing
awards that are offered each year.
These are made in every conceiva-
ble category ol program and on
every imaginable level.

They begin with local awards by
many types of organisations. rang-
ing from the Women’s Auxiliary of
the First Baptist Church ro the
Mayor’s Council on Traffic Acc-
dents, and contimung through the
county and state social, civic and
fraternal organizations up to those
groups that attempt to accord na-
tional recognition to locally orig-
inated programs.

For reasons of space TELEVISION
Magazine has excluded local and
state commendations, but has in-
cluded here a sampling ol regional
and national awards made during
the past year for all types of local
programing. Many ol these awards
have attained considerable stature

the nation bhecause ol long and

ful selection of programs deserv-
ng their attention. While 1t 1s not
ble to insure thar no worth-
ile regional or national program
ard has notr been omifted, con-
siderable effort has heen expended
> see that the majoritv of these
quality awards have heen included.
Each program and station, as well
as the giver of the recognition, is
identified in the catlines.

56 VIBION MAGALZINE
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“The Dropout Drugs,” a one-hour spe-
cial on youth, drugs and hippies, won a
regional National Television Academy
award for Kutv(Tv) Salt Lake Cily.
Elements of the report were described
as: “Young people; the drugs of the
mind they use and defend; the authori-
ties they puzzle; the parents they fright-
en; the law enforcement they defy, and
the sociely they reject.”

“Pretendo,” a program in o panitontinie
series for youth and clildren, won an
Ohio State award for weav-tv Phliladel-
phia, Using a small theater with a bare
stage, masks, wigs, books and fprops of
all kinds, pantomime artist and story-
teller Tony Montanaro helped children
in the studio learn (o conwvert their
daydreams into action.

s
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[

The National Conference of Christians
and Jews awarded knBsc (Tv) los Angeles
a certificate of recognition for its special
“Brotherhood: The New Generation.’
The program was described as a “telling
contribution to the eradication of pre
judice, through creative educational
public-service programing in the vital
area of human relations.” Michelle Col-
lier had an important role in the spe-
cial.

WWW americ

The Radio Television News Directors
Association award for outstanding serv
ice and community leadership in edito
rial policy went to KING-TV Seattle last
year. The editorial that won the award
for the station uwas delivered by KNing
Broadcasting’s president, Stimson Bul-
litt, and urged a de-escalation of the
war in Vietnam.

WatarL-Ty Washington was given a Fre
doms  Foundation  award  for its

documentary Ve Have Not forgot

) wdhie e was filmed at the Arvlington
National Cemetery. The program an
Iveed e of the citecen so i

the historvy of America
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/

A National  Association  of T elevision
Program  Lxecutives  award  Jor  Lhe
docwmentary,  “lducation:  Challenge
and Comniibment,” was given 1o ws|s-iv
Wirvston-Salew, N.C. The citation  ac
companyiag the award called the Do
graoe "o fraoland sympathelic ve port of
the prablems and  acliicocments in L
cdiicational systems of the state of Novth
Carolina,”

www americanradiohistorv com

An Ohio Stale award was presented to
wBKB-Tv Chicago in the Fine Arts and
Hunanities category for its program the
“World of Andrew Wyeth.” In it the .
narrator, Henry Fonda, talked with the
famous American painter and his son, \
Nicholas.

%z
L\ A

The National Association of Television
Execulives presented an award to wWwj-
TV Detroit for its “Sonny Eliol Weather”
program. 1t described the program as
“...a daily report of Michigan’s climate,
conditioned but mnot compromised by
imagination, enthusiasm and comedy.”

The National Associatior. of Television
Program Executives selecled waks-rv Clii-
cago for an award for its “Nlinois Sings”
program. for vexcellence in production
and Droadeast as a centennial salute to

the magnificence of the state”  Ralph |
Bellanmy was the narralor.
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The National Association of Television
Program Execcutives gave WCK1 (TV) Mia-
mi an award for its showcase special
“UNESCO.” The program was ciled for
“excellence 1w both production  and
broadcast.”

“You Can See Four Years” was the
winner of a George Washington Honor
Medal Award from the Freedoms
Foundation for xiz-Tv Denver. The
documentary programn outlined « cadet’s
reaction to four years of life al the U.S.
Air Force Acadeny in Colorado Springs.

WTvN-TV Columbus, Oliio, was presented
the American Bar Association Gavel
award for its program, “View from the
High Bench,” an interview with Justice
Potter Stewart of the U.S. Supreme
Court.

WEHT-TV  Lvansville, [ud., received an
Alfred P. Sloan award for highway safe-
ty for tlie program servies, “IWhy,” which
was narvated by Tom Spencer. Although
the series deals witl nany modern
problems, some 80 out of 250 dealt with
traffic.

The National Headliners Club awaird
was given 1o wxyz-1v Detroit for “con-
sistently outstanding newscasting by a
major-market  station as shown in ils
riot coverage.”
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WriL-Tv Philadelphia was the winner of
an award from the Freedoms Founda-
tion for its “Thanksgiving Story,” a
subject dealt with in its Monday-
through-Friday series, “Studio School-
house” The series was designed for
in-school broadcasting at the elementary
school level.

Wens-tv New York was the winner of an
Ohio State award for ils documentary,
“A Look the Other Way.” The program
concerns itself with the thoughts and
works of a writer and was cited as
“achieving a dual purpose in distin-
guished fashion . . it carefully builds
its thene around the poet’s [Peler De-
fault’s] works. The result is a perfect
blending of word and image.”

L " P T
The National Academy of Television
Arts and Sciences gave a special 1egional
crtation  to wwJ-Tv Detroit for its
documentary, “Six Days in July”
dealing with the Detroit riots. In addi-
lion to receiving the special citation the
program was viewed in Washington as a
precede to the Senate Subcommitiee on
Investigations probe into the riot.

Washington an award for its documen-
tary, “Annapolis: Citadel of Freedom.”
The program presented Annapolis in
its muliiple roles as home of the U.S.
Naval Academy, capital of the state of
Maryland, seat of Anne Arundel county
and site of much of our colonial heri-
tage.
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Masxiy 1 Freedoms Foundation George Wash-
inglon Honor Medal was given to wss-Tv
Atlanta for the “Salute to Admerica”
pwrade that was sponsored by the station
and carried live on ils facilities. Begun
in 1961, the annual Fourth of July pa-
rade has become an important Atlanta
civic promotion and spectacle.

The National Adssociation of 1elevision
Program Executives award was given to
WFIL-Tv Philadelphia for its documen-
tary, “Our Vanishing IFresh Air” The
program was an in-depih study of the
problems of air pollution in a larg
metropolitun center

The Golden Eagle CINE award was
given to wxBC-1v New York for its “The
Art of Forgery.” Here confessed art
torger, David Stein, puinls a “Chagall”
to order on camera.

The National Academy of Television

Arts and Sciences issued a regional sta-

tion award and special citation 10 KDKA-
TV Pittsburgh  for its documnentary,

“Tony McBride” The program dealt
i with the wbhan crisis and was cited as
\  being “in the best tradilion of television
~ operation.”
The National Association of Television
Prograin Executives awarded WHAS-Tv
Louisville one of its annual awards for
the documentary, “A Brush with
Nature” The 60-minute program shows
how artist Ray Harm capiures a bird or
flower in his paintings. It is accompa-
nied by the artist’s own commentary.
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Keau-tv Sioux City, lowa, was one of

“Acres of  Promise,” a  one-liour
ihe recipients of the Freedoms Founda-

docuinentary by warc-tv. Menphis, won

a San Francisco State College Broadcast
Media award. The program probed into
the extent and ulilization of recreational
jacilities in Memphis. Norman Brewer
was producer and mnarrator and Craig

tion award for its “Profile—Law Day
US.A” In the program host Ken Law-
son (r) interviewed first prominent mem-
bers of the local bar association, then a
judge in his couriroom. Legal proce-

Leake wrote, [tlmed and edited ihe
jn'ugram.

dures of the court weve axplained
—
L

WeKT (1v)  Miami received a Vigilant
Patriots award from the All-American
Conference to Combat Communism for
its program, “Puerto Rico—Spirit of
'67.” The program was described as a
“contribution to public awareness and
understanding of the Communist men-
ace to the freedom of our nation.” Staff
personnel produced the special.

P N
A National Press Pliologruphers award
was presented to wky-1v Oklahoma City
as the newsfilm station of the year. The
station submitied samples of spol news, W z-tv Baltimore’s program. “Exit Lo
fealnres and documentaries. Nowliere” received both the Catholic
Broadcasters Gabriel award and an Oliio
State award. The cilation for the Ga-
briel award stated that “this film,

»

“Vietnam Review,” special news presen-
tation on Kyw-tv Philadelphia, was the
winner of a Freedomns Foundation award
for the station. The report featured the
war as o local news story “since patriotic
Americans . . . are serving their country
as soldiers as they lave throughout
ltistory when an eneriy has sought to

through an imaginative and incisive
treatment of an old repressive, and a
new enlightened prison, gives us a need-
ed revelation of the need for reform of
the penal system.” The Ohio Siate ciia-
tion said “the program is notable for the
effective way it places the viewer behind
prison walls and, in a real sense, acls as
a strong deterrent to future crime.”

destroy our sacred rights of frecdom for
all”

"ﬁ%“
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The CINE Golden Eagle Award was
given to WrBM (TV) Indianapolis for its
coverage of the Indianapolis 500 auto
race in the program “Wheels of For-
tune.” Lrnie Crisp, WeBM (1V) chief pho
tographer, shot the film for the pro-
gY'(l//l.

-

A Peabody Award was given 10 WBBM-Ty An Oliio State award was presented to
Chicag(; for the series “Oppor[um'[y the CBS-ouned television stations for
Line.” “Television’s obligation lo serve their program, “Feedback: Marriage—A

pressing Jruman needs is fulfilled bril- Game [or Kids?” The one-hour broad-
liantly” in the program, the citation  cast was fpresenied on wess-Tv  New
says. " Recognizing that jobs and em-  York: KNXT(1v) Los Angeles; wpBM-TV

ployment offer the best ladder from  Chicago; wcau-Tv  Philadelphia and
poverty to a full life, this series informs — KMOx-1v S/, Louwis. It dealt with the
viewers of chances for employment in  problem of teen-age marriage and di-
their community.” Bill Lowry was host. vorce and gave viewers a chance to
In addition to wBBM-TV fhe series was  express personal views on the subject.
carried by some 17 other stations includ-  More than 235,000 ballots were returned
ing the other CBS-owned stations. in answer Lo questions of opinion asked
at the end of the broadcast.
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KNBC (TV) Los Angeles was given the
Freedoms Foundation award for its pro-
gram, “Teen Beat.” The program ex-
plored the problems of teen-age-police
communications and had as is special
guest Thomas Reddin, chief of the Los
Angeles police department.

¢

TELEVISION MAGAZINE

A Radio Television News Directors As-
sociation award for outstanding spot
news coverage during 1966 went to
wcco-Tv Minneapolis for its Vietnam war
coverage.

“The Giants and Common Men” won a
National Television Academy regional
award  for WMAQ-Tv  Chicago. The
documnenltary traced Lhe history of the
city of Cliicago from its beginning to the
present.

www americanradiohistorv. com

The Freedoms Foundation has given
another award to WTAE-Tv Pittsburgh
for its “Junior High Quiz,” the third
award given to the continuing program.
During the show teams from eighth
grades in the Pittsburgh area compete
against each other and the clock for
points. Participating students receive
trophies, certificates of appreciation and
cash savings certificates. Schools receive
ceriificates and trophies.

WBAL-TV Baltimore received an award
from Freedoms Foundation for its “Op-
eration City Hall Action” program, a
voter-education campaign. The entire
campaign included reports on three
daily news shows, forums featuring can-
didates for mayor, city-council president
and city comptroller, publication of 200,
000 voters guides and a voter education
mobile, which traveled about the city.
The mobile unit contained an actual
voting machine plus informational mate-
rial.
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Two George Washington Medals of
Honor were presented to WBRC-TV Bir-
mingham, Ala., by the Freedoms
Foundation. Shown here is a scene from
the fourteenth annual [lag-raising cere-
mony on July 4, 1967, that was n part of
the station’s ‘“‘Salute to the U.S. Air
Force,” the program that won one of the
awards. The second medal was awarded
for its public-service program, “Oper-
ation: Message from Home,” in which,
for the third year, three-minute films
from their families were sent to men in
Vietnam.

1 University of Missouri honor award
for distinguished service in journalism
was given to WCKT(1v) Miami. The cita-
tion pointed to the staiion’s “dedicated
efforts to reduce juvenile delinquency
and other forms of antisocial activities
in the greater Miami area” as well as
“its enlightened and inspiring leadership
in seeking to establish better under-
standing, fuller communication and
greater mutual respect among all citi-
zens.”

“Funnels of Destruction” was the WGN-TV
Chicago news special that received the
Radio Television News Directors Associ-
ation award. Covering the Midwesiern
tornadoes, it was described as the “best
spot television news reporting of the
year.”

www americanradiohistorv.com

A 1968 Ohio State award cited wow-Tv
Omaha, Neb., for its program, “Fifteen
Minwtes from War.” The citation com
mended “as o distinguished effort by a
local stalion to develof in-depth repore
on a crilical but little understood de-
fense complex centered in (he area of
the broadcast station . . . The initiative
of WOW-TV in securing authoritative com-
ment of high-ranking military leaders
pays off in the total impact and in-
formational effect of this impressive
fwour-long program.”” Gen. John D. Ryan
is interviewed.

The Catliolic Broadcasters Association
Gabriel award was presented to WNBC-TV
New York “for consistent ligh quality

programing . . . and public-service pro-
grams of excellence.” Ilere actor-singer
Leon Bibb is shown in a scene from
“New York Illustrated.”
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An  Ohio State award was given to

wees-1v New York for its “The Golden

Mountain on Molt Sireet” u program

dedicaled 1o the Chinese imnigrant.

The viewer understands the terrors,

frustiations and indignilies of a people

allempting to identify with a new place

of work.

oot 5, O Tl “wcis-Tv News Evening Report” was

e the winner of a National bgu[et)[: Council
award for its “distinguished service in
accident prevention.” The New York
City station was cited as presenting “an
outstanding example of consiructive,
prominent, continuing television [report-
ed by Nick Clooney, a staff member of ing| in the interests of public safely
wLwe  (1v)  Columbus, Ohio, another :.« and of accident prevention” for a series
Avco station. The program appeared on of 30 reports.

all of ihe Avco Broadcasiing Corp. sia-

tions. The program traces the [lag’s
ovigins and its close relationship to the

progress of America through the words

of such Awmerican figures as Patrick

Henry, Abralam Lincoln, and George

M. Cohan as well as those of average

Americans.

‘America: A Tapesiry,” the story of the
dmerican flag, won « Freedoms Founda
tion award for wLwT (1V) Cincinnali.
The program was produced and narrai-

r -
A Irecdoms Foundation award went to
WSVA-TY [Harrisomburg, Va., for a series
of spol  anvouncemenls made during
Freedomn Week, jan. 23-29.1967. Wrillen
and  produced by Lou Fariaye, of the
talion, the spols dramatically described
those vesponsibilities which are basic 10
and inherent in American freedom. The
spols were broadcast 70 1inies on wsva-
TV (d WSVA-AM, “Montage,” wxkyc-Tv Cleveland’s color
docwmentary sevies, has received many
honors during the past year, including a
National Conference of Christians and
Jews award; a Freedoms Foundation
award; a Catholic Broadcasters award
and a Vigilant Putriols award. “This
series  produced docwmentaries which
have more artistic excellence tlhan most

“The Other Washington,” a one-hour dramatic shows,” the Catholic Broad-
documentary on ghetto conditions in casters said in their citation. “Vital issues
Anacostia, a Washinglon seclton, won are explored in depih, with compassion,
lwo awards [or WRG-TV Wushmg{on. The reverence for people, and deep insight
alacioiall] Acicel St ides Eiils into the human condition and the issues
and Sciences gave the program a region- heing faced.” The NCCJ award was fof
ul qword because it “laid bare thq facts, Wi bp'rogmm “When Ludlow Stopped
the heartaches and the despair in the Rioning” which examiet ther e
Negro ghetto.”” An Oliio State uward was ful /Iwu:g’ralion of the Ludlow area of
given the program because it “handled Clevelml, The Vigilant Pagriots award
(d\ Compmiti iy Jpnod era) M itis, Eoihuge was for the program. “Lock Stock and
and forihrighiness reflecting the _caleu- Babrel_shous Zel'c is Father Eduwatl
lated commitment of a local station.” McGowan, whose siruggle to overcome

alcoholismi is told in “The Deepest
Shadow.”
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An Ohio State award went (0 WCAU-TV
Philadephia for ils Sunday special, “De-
sign for Danger.” Tle two-part program
studied the automobile as a factor in the
rising death rate on (he nation’s high-
ways. The special explored safety devices
whicl: are included in today’s cars and
studied possible or profosed improve-
rienlts.

An Olio State Award was given to
WMAL-TV Washington for iis program,
“The Sweet Smell of Freedom.” The
program told the story of the reliabilila-
tion program of the District of Colum-
bia Reformatory in Lorton, Va.

|

The American Bar Association’s Gavel
award was given fo WNBC-Tv New York
for the “Educalion Exchange” program,
Due Process Jor the Accused.” The
association commended the program, a
scene from which is shown above, as an
outstanding public service by the sta-
tion.

The Academy of Television Arts and
Sciences presenled its regional award
to wnBc-Tv New York for its prime-time
special on health in the community, “A
Matler of Life” The program climaxed
a month-long campaign on the subject
of health.

The National Association of Television
Program Execulives gave an award to
WMAL-TV Washinglon for ils across-lhe-
board woman’s program, “Here’s Bar-
bara” It was described as “a duaily
inicrview frrogram of interesting people,
made more inieresting by planning, by
performance and by wvisual illustration.”
Heve’s Barbarva Coleman.

“Tribute Lo the Astronauts,” a one-
minute vignelle writlen by Rusty Bru-
ton, production manager of wss-tv Al-

landa, received a Freedoms Foundation |
fionor ceriificate. The tribule was de-
livered on the dav of the funeral of

astronauts Virgil “Gus” Grissom, Roger
Chuallee and Edward White, who died in
the fire of the Apollo I space cupsule.
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The American Medical Associalion
presented its 1967 medical journalism
award (o KPiX(Tv) San Francisco for
journalism that “contributed a better
public understanding of medicine and
health in the United Slates,” for its
editorial series, “War on Veneral Dis-
ease.” The edilorials were telecast May 6
through June 12, 1967, by Louis S.
Simon, Westinghouse DBroadcasiing Co.
area vice president

www americanradiohistorv . com

The American Baptist Convention com-
mended Krre-TV Fresno, Calif., for its
“Dropouts Anonymous,” a one-hour
show that hrings before the station’s
viewers the problems of youngsters who
decide io quit school. From the program
has cvolved a community project in
which a round-the-clock information
and vreferral service has helped more
than 1,000 youngsters finish their edu-
cation. The project has been endorsed
by Vice President Hubert Humphrey,
who suggested that other communities
might wish to start similay campaigns.
It has also been endorsed by Governor
Ronald Reagan of California.

The Freedoms Foundation gave a
George Washington Honor Medal to

wwJ-Tv Detroit for ils “Feature Story:
Fowrth of July,” which was presented by
Duwayne Riley. The program attempted
to capture, in capsule form, the scope
and greatness of America.
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A Freedoms Foundation George Wash-
ington Honor Medal was given to
WAAQ-TV Chicago for a short reminder
program, “Iest We Forget,” that the
station used several times on Velerans
Day. The program lonored loday’'s sol-
dievs and recounted the four wars of the
20th century.

TELLVIST MALAZING,

www americanradiohistorv com

“Road to Nowhere,” the story of the
state prison at Canon City, Colorado,
won six awards for KLz-TV Denver. The
program was named for the Radiv Tele-
vision News Directors Edward R, M-
row award, a National Television Acade-
my special citation and others. The
Station sent a camera crew to the prison
to interview the convicts within the
walls. Each man told his story in his
own words.

“The Blessings of Liberty” program
won for wJIBK-Tv Detroit a Freedoms
Foundation award. The program at-
templed to explain the spirit and intent
behind the framing of the U.S. Constitu-
tion. News Editor Carl Cederberg (r)
interviews a Michigan educator.

A National Conjerence of Christians and
Jews Certificate of Recognition went Lo
weau-tv Philudelphia’s *‘Leon Sullivan—
Restless Giant.” The special progran
was a proffe of one of Philadelplia’s
most  restless and powerful ministers,
Rev. Leon Sullivan, who is nationally
known for spearheading the Opporivni-
ties Industrialization Center.
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“Who Speaks for the Poor,” a wCAU-TV
Philadelphia special, was the winner of a
silver medal from the International Film
and TV Festival. The program studied
various facets of Philadelphia’s antipov-
erty efforts to determine who was really
represenling the poor of the area.

The National Academy of Television
dArts and Sciences gave a special citation
to wwiL-tv New Orleans for its program,
“The Other Side of the Shadow,” a story
of the retarded child. The academy
cited retardation as a nationwide prob-
lem and saluted the station for “re-
vealing its complexities with clarity and
simplicity so other communities may
learn an important lesson.”

The American  Heart  Association’s
Howard W. Blakeslee award went (o
wIw-Tv Cleveland for its documentary,
“No More Tears”, dealing with advances
in the trealment of rheumatic fever. In
the citation the production was de-
scribed as “an owtstanding example of
enlightened public service and television
¢ffectiveness in bringing the lheart story
to the American people.”

The National Association of Television
Program Executives presented WNAC-TV
Boston an award for its “Al Capp
Show.” The program was described as
“an exciting and intimate television
achievement in adult entertainment pro-
graming. With the cartoonist-philosoplier
as lrost the program had an interview-
variety format with celebrity guests and
appeared o the Boston stalton for 26
weeks. Here Rudy Vallee picks up lus
microphone.

A certificate ¢f meril was awarded o
wBRC-TV Bivmingham, Ala., by the 4Amer-
ican Bar Association for its educational
series, “Rights and Responsibilities.”
The firogram, conceived and produced
by the station’s vice president and gen-
eral manager, R. T. Schlinkert, exam-
ined the four guaranteed freedoms con-
tained in the First Amendment to the
Constitution.
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“The Doctor” was made the subject of
an Ohio State award to wces-Tv New
York. The program took a look at the
problems of an inner-city doctor (Dr. §.
Mausner) and the rapidly disappearing
general practitioner. The doctor emerges
as a remarkable man struggling and
succeeding in a unique situation.

WLBW-TV Miami was the winner of a
Freedoms Foundation award for its
“Salute to Freedom” campaign. The
campaign, which extended from Me-
morial Day through Independence Day,
included editorials, inspirational an-
nouncements, contests for children,
preschoolers  and  adults  revolving
around America’s freedom, a mail offer-
ing of America’s creed on parchment
suttable jor framing and wmany other
programs, displays and promotions.

A National Television Academy regional
award was given to KFMB-TV San Diego,
Calif., for its “Operation Thanks” pro-
gram. The documentary was iniended lo
recognize lhe sacrifices and services of
San Diego servicemen overseas during
the Christinas season. Part one included
greetings from beautiful surfers at Pa-
cific Beacl and expressions of gratitude
from San Diego residents. Part two
focused on the reaction of the men
vverseas to the holiday gesture.

The National Association of Television
Program Execulives gave an award (o
wsu-ty Atlanta for its three-and-a-half-
hour documentary, “The Scarch! The
filmed program told the story of religion
in the state of Georgia and showed
people of the state practicing their reli-
gious beliefs. It ranged all the uu?l from
a wight club, where “the chaplain of
Bowrbon  sireel” preached 1o palrons
and go-go girls alike, to services i Al
tavida churches.
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The National Council of Christians and
Jews President’s award went to WNBC-TV
New York for Dorothy Gordon’s “Youth
Forum” series. The program was cited
“for courage to censure bigots . .. for a
perceptive grasp of the illness [of prej-
udice] of the dAmerican spirit.”

I The Catholic Broadcasters Gabriel

| award was given to KMOX-Tv St. Louis
" for its “The Church is You” series. The
| series presents outstanding personalities
" who discuss critical issues with candor
I and insight. It is intended to explore the
! whole of life, giving divergent view-
! points but integrating all the issues into
" a vision of life informed by faith.
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Awmong (he stalions (lat won national
awards during the past year were sever-
al that were unable to furnish suitable
pictures or olher material to be in-
cluded in the preceding puges. These sta-
tions and their awards included: Wspp-
v Toledo, Olio, a Freedoms Foundation
award  for “Teen-age Businessmen”;
KwTv (Tv) Oklahoma City, a Sigina Delta
Chi award and a FHeadliners award for
edilorializing; ®NBC-Tv Los Angeles, a
National Academy of Arts and Sciences
citation for “The Invisible Minority”;
KYTV (Tv) Springfield, Mo., a Freedoms
Foundation award for “Songs ol Iree-
dom ’67”; wHDH-TV Boston, an OQhio
State  award for “This Man Shake-
speare’’; wanc-tv New Vork, an Ohio
State award for “Sleep; the Fantastic
I'hvivd of Your Life” and a National
Conference of Christians and Jews
award for “A Question of Values”;
WEAR-TV  Mobile, Ala., a Freedoms
Foundation award for “Project Alert”;
WosH- Portland, Maine, a Frcedoms

A year-long program, “Project Life,” by
wwL-Tv New Orleans won for the station
a number of awards, including the Sloan
award for the station and a special
Sloan citation for Phil Johnson, pro-
ducer. A highway-safety campaign cen-
tered around the program and branched
out into summer safely tests for arca
school children and motorcycle safety
legislation for the state. Other awards
for the program included a citation of the
National Foundation of Highway Saje-
ty, whicl recognized the program as “a
truly outstanding effort in making driv-
ers aware of their moral responsibili-
ties.” The program was also cited by the
National Headliners Club which said it
“attacked a startling traffic record with
documentaries, spols, news ilems, edilo-
vials and special promotional elloris—a
campaign that may well be the most
extensive in the history of local televi-
sion stations.” How (o handle a bitke on
a heavily traveled street was the subject
of one program.

Foundalion award for “By the People”;
k0co-Tv  Oklalioma Cily, a Catholic
Broadeasiers  auward  for  “Cities  and
Sitly Putty.”

A National Academy of Television Arts
and Sciences award was given 10 WCAU-
Tv Philadelphia for its program, “Now is
the Time.” An anthology of the Ameri-
can Negro’s altitudes toward himself
and the white man, the program was a
mixture of in-studio readings from the
passionate writings of 4merican Negroes
and on-location illustrative and impres-
sionistic films of Philadelpliia Negroes.
The program also won the Broadcast
Media award from the Broadcast Indus-
try Conference held at San Francisco
State College.

A Freedoms Foundation award was giv-
en to wenNs-Tv Columbus, Ohio, Jor the
“Chet Long Far East Report” The
program ncluded the highlights of a
trip the newscaster took through
Southeast Asia with wvisils Lo Saigon,
Hong Kong, Tokyo, Seoul, Taipei and
Banghok. Another award was made to
the station for its annual program,“Serv-
ice to God and Counlry,” a memorial
to the troof) ship S. S. Dorclwsier, which
was hit by a German torpedo during
World War 1. Four chaplains losi
their lives when they gave away their
life jachets to soldiers without them.

§ TS
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The National Academy of Television
Arts and Sciences gave a regional station
award and a special citalion to KSb-Tv
St. Louis for the documentary, “What’s
a Man Worth?” The program, which
was presented Sept. 10, 1967, explored
the effects of Negro unemfployment and
the plans being taken to solve them.
Here Joe Grimes (l) learns to weld as
William Fields (c¢) and Philip Enoch
(r) look on.

The American Legion Auxiliary guve a
Golden Mike award to KTAR-TV Phoenix,
Anriz., for its “The Indispensables.” The
youth-oriented program presented a
series of distinguished guests who al-
tracied a conlinuing audience for the
series. It was described by an official of
the Legion Auxiliary ax “‘exemplifying
the aim described 1 the American
Legion mandate which is to emphasize
juvenile decency over juvenile delin-

quency in the nation's communications
Henderson

media.” Here is Skilch
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The
Washington Honor Medal was given lo
wiery (1) Ovlando, Fla, for its editoril,
“Law Day, 1967”. Joseph L. Brechner,
president and general manager ol the
station, read the editorial.

4 Freedoins Foundation award went to
wMc-Tv Memphis for its “Law Day,
U.S. A program. The special presented
a panel of attorneys who answered ques-
tions called in by viewers. The program
was conducted with the cooperation of
the Memphis and Shelby county bar
associations. Dave Patlerson moderated.

The 1967 George Foster Pcabody award
for distinguished achievement and meri-
torions public service in the category of
children’s programs was given to Wis-Tv
Colunmbia, S. C., for the program, “Mry.
Knazit.” joe Piuner, ilie stailon’s clief
announcer, is star of the program.

Freedoms Foundation George

A National Television Academy regional
award was presented to Kcw-Tv Port-
land, Ove., for its news special, “Albina:
Portland’s Ghetto of the Mind.” The
program studied the status of the Negro
in the city, with special emphasis on
education,
conditions in the two-square mile area
known as Albina. Here are KGw-Tv staff
members during an idea session on (he
program.

employment and housing
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Hail to B. B. D. & O. Th

It told the nation how to go; € Agency
It managed by advertisement k

To sell us a new President. Knac Of
Eisenhower hits the spot Political

One full general, that's a lot.

Feeling sluggish, feeling sick? PaCkaging

Take a dose of lke and Dick.

Philip Morris, Lucky Strike,
Alka Seltzer, | like lke.

“Sales Campaign™ by
Marya Mannes, 1952%

It Miss Marya Mannes was wryly
shocked at the reliance of presiden-
tial candidates on advertising 16
years ago, she must be knocked
speechless by the situation in this
*lection vear.

The major candidates all have
igencies supporting them. Experts
stimate that television and radio
revenues trom political advertising
this year will rise to a record totul
of well over %50 million, up from |
the estimated $35 million to $38
million spent in the 1964 cam-
paigns.

l'elevision is now established as
the undisputedly crucial communi.
cations factor in the race. Observ
crs esthmate that the average politi.
al candidate Lrom local to nation
al ofhce this year will allocate up
to 759 ol Jis ad hudget to relevi-
ston, Tt may he even greater for
presidential aspirants,

John Poister. senior vice pres
ident and dircctor of phoming at
Faller & Smith & Ross, Richard
Nixonw's ageney, estinates that 909/
of the huys made dor the Republi:
cancandidare will be mnoradio and
television, even though the agency
also ds nsing Usome newspaper, i
Hde wagazine and outdoor adver-
fisng 7 He addss T anything, the
mnount ol relevision advertising,
will he too low

Fvervone thoueht "1V made the
election in 19600 1 think i’y oven
INOC HNporilant now, Poistor gays.

Froom “Subverse: fhymes  for  Our
Pimes" by Marya Mamues Nehrinted by |

primdusion of Cenige Big ey, e and
Huvald Oher Associates

TELIVIRION MACALINE,
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By Walter Troy Spencer

“T'his year it’s going (o come on
like Buster's gang. It will be over-
whelming.”

Arie Kopelman, vice president
and account supervisor at Doyle
Dane Bernbach, Hubert Humph-
1ey’s agency, says: “There is no
question television will play the
major role in the communications
aspect of the campaign,” although
this early in the race he declines to
estimate what percentage of the
Vice President’s advertising dollar
will go into the medium,

No agency exccutive will hazard
anything  beyond  the  roughest
guess at what any presidential can-
didate’s billings will add up to by
the time Nov. 5 rolls around.

“There is no way ol knowing or
predicting whut the costs will run
at this point, since we can only
suspect, without reallv knowing
who our competition 1s going 1o
be, much less what platform  of
issues he's going to run on.” says
Poister, who is serving as manage-
ment supervisor on the Nixon ac
count. "'Lhe rotal billing could run
anvwhere from $4 million o $15
million,” he noted, adding: “We
woun't even have a master plan for
media and creative srrategy dralted
until alter the Democratic conven-
cion, ard even then it will be sub-
ject 1o change  depending  upon
campaign developments.”

Betore Senator Robert Kennedy's
assassination,  executives  ar his
agency, Papert, Koenig, Tois, were
privitely estimating  that billings
for him would run from $15 nil-
lion to $18 million if he went all
the way to the fall election,
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One of the most publicized side
issues of the spring’s primary elec-
tions, of course, was the amount ol
“advertising and promotion money
allegedly poured into the Dem-
ocratic  presidential  race by
Kennedy. The Twentieth Century
Fund has a fiveeman Commission
on Campaign Costs in the Elec-
tronic Era, under tformer FCC
Chairman Newton Minow, study-
ing what it describes as “ever-
increasing use ol television and ra-
dio in political campaigns [that]
may be fundamentally altering the
nature ol the political process in
America and may raise important
issues of public policy.”

In this presidential election vear,
political advertising has become
such a staple of the industry that
the American Association of Ad-
vertising Agencies recently issued a
31-page “Manual of Political Cam-
paign Advertising,” complete with
a “Code of Ethics for Political
Campaign Advertising,” adopted
by the AAAA’s board of directors
last February.

Yet while television and advertis-
'ing have become indispensable to
‘the American political process, af-
ter almost 20 years of practice, con-
‘troversy over the ethics and tech-
“niques of campaign “selling” cre-
“ates more heated national debate
 than ever.

*  Fair game for both professional
and amateur, from the floor of
#Congress to cocktail-party chatter,
are such jssues as the morality—if
not outright threat to the dem-
cratic process—involved in “‘pack-
aging” a politician for sale to his

constituency like so much deter-
gent or toothpaste, and the likeli-
hood of all but “buying” the na-
tion with sufhcient purchase of TV
time.

One television network (CBS)
even broadcast a candid one-hour
documentary last spring dramatiz-
ing the problem. The CBS Reports
“Campaign American Style”
presented a case study in the in-
creasingly common practice of
packaging a public image for a
major local candidate, right down
to market research, such as select-
ing the issues upon which he
would campaign. ("Sometimes I
find myself rebelling against their
advice even though I know it's
good advice, because I resent the
fact that they're trving to . . .
market me as a product, rather
than recognmizing the lact thar I'm
an intelligent human being seeking
a very responsible public ofhice.” So
said the subject of the CBS study,
Sol Wachtler. He was referring to
the public-relations firm ol Flarshe-
Rotman & Druck, which was paid
$75,000 to mold his unsuccessful
$700,000 campaign last fall to be
elected 1o the $30,000-a-year job of
county executive in the New York
City suburb of Nassau county, New
York.)

The sophistication of major
agencies handling presidential can-
didates and the strong personalities
of the candidates themselves are
such that the Wachtler kind of bla-
tant packaging is precluded. But
even on the presidential level, it is
likely that as the political fighting
heats up this fall there will again
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be sharp schisms of opinion over
how far taste and ethics may be
stretched in ad techniques used to
“sell” a man who will govern his
fellow citizens. It has happened
before. One of the sharpest argu-

ments in 196+ was precipitated by

Dovle Dane Bernbach’s (then
Johnson's agency) creation of an
anti-Goldwater spot in which a lit-
tle ¢irl counting daisv petals in a
field faded into an atom bomb
countdown.

The division even within the ad
industry over propriety begins with
the hard line of agency head Carl
Ally, who handled Senator Eugene
McCarthy's  early primary cam-
paigns. (There 1s some disagree-
ment over why Ally and McCarthy
parted in the middle of the Indi-
ana campaign. Ally says his agency
is too small to stand the strain of
taking on a major political ac-
count; he had only volunteered his
personal services, ‘“like plumbers,
barbers or anyone else who wanted
to help out of personal convic-
tion.” Others say there was a dis-
pute over both Ally’s creative ap-
proach and media buys.)

Ally says: “Maybe I'm wrong;
maybe we ought to put candidates
up in two-for-a-quarter packages
and sell them over the counter, but
I think an agency should only say,
‘If you've got $100,000, I'll show
you how to spend it An agency
should serve as a ‘go-fer,” taking a
five-minute lift-out from a speech,
having it dubbed, making a media
plan so that it can reach an audi-
ence without the candidate having
to bother with that crap. If an
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agency goes beyond that, I think it
is wrong. Generating the material
for a political client is not an agen-
cy’s business. The agency should
only put it in a torm that 1s usable.
An agency is not running for Pres-
ident; a candidate is.”

Executives of other major candi-
dates echo the sentiment to varying
degrees.

Poister, of Nixon’s agency, says:
“The agency has utterly no busi-
ness in the arca of Nixon's posi-
tion on issues and his platform.
What we’'ll do is what he will allow
us to do. He doesn’t want to be
packaged and he doesn’t want pho-
ny gimmicks. All the footage used
so far has heen taken from location
shooting, with no special effects
and no overt effort to present it in
any special way.” (In the pri-
maries, Nixon was handled by the
agency of Feeley & Wheeler, and
spots used were simple lift-outs—
running from 20 scconds to five
minutes—from a 30-minute docu-
mentary tape of a Nixon speech in
New Hampshire. Harry Treleaven,
a former J. Walter Thompson vice
president who served as creative
director in the primary campaign,
has moved along with the account
to Fuller & Smith & Ross.)

Kopelman of Doyle Dane, who
IS serving as account supervisor on
the Humphrey campaign, also dis-
misses the idea of “packaging” his
client, although, ironically, this is
the 29-year-old Kopelman’s first po-
litical account after having spent
all his advertising career in pack-
age goods, first for three years at
Procter & Gamble and then on
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such accounis as Heinz ketchup at
Dovle Dane.

“Mi. Humphrey has his own
ideas,” says Kopelman. “He will
excrcise the same control over his
ad campaign as any other client
would. I he has a suggestion, we'll
darn well listen to it. If we have a
hitterent opinion, however, we feel
it our obligation to tell him and
fight it out. He's the expert on
what is said. We're the experts on
how 1t is said.”

Al Gardner, Papert, Koenig,
Lois account executive, who han-
dled Kennedy’s 1964 senatorial
campaign and was account execu-
tive on his presidential campaign
until the assassination, says: “If
PKIL has a point of view about
political advertising, it is that our
job is to be as quiet and unob-
trusive as possible. As against prod-
uct presentation, our job is to put
the candidate on camera, talking
straight and simple in a good light.
No music, no dissolves, just the
candidate standing up there.

“The agency should lcave poli-
tics to the politicians. You don’t
write copy strategy: you don’t put
words in your client’s mouth. In
cases where agencies become issues
counsclors, they're treading on
dangerous ice,” says Gardner.

“What the agency does is if a
brilliant young lawyer on the poli-
tician’s staff writes a good posi-
tion paper, that may be the begin-
ning of an ad. Here the copy doc-
tors go to work. The agency be-
comes tape and film editors and
makes judgments on the look,
sound and flow of the material to

Continued on page 92
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By Caroline Mye

War on costs
of making
commerclials

TEEIVISION MAGLAZING

What we need here, says the art
director, is a Id-loot tose in limbo
which slowly opens 1o reveal o
newhorn bahe (\nl('lling a har ol
Client Soap, To he truly ellective,
he continues, we'll have 10 come
up with o door hybrid—we use
no fake toses inoa conumercial of
mine—sa  we'll need a st rank
horticulturist,  say,  Lather  Bur
bank, and Tong the expease, Phen,
there in to be o ripple disolve 1o

www americanradiohistorv. com

a preturesque castle in Spain, L ..

In an imdustry never noted for
thrift, the last five years have seen
the production of television com-
merciads soar to new  heights ol
extravagance, and lately such costs
have become a hot dssue around
cven the most oreative of advertts:
ing agendies,

I. Walter Thompson, historically
a verv cost-minded shop, is the only
agency that can say ll-lnl«l-ynu-su.
Thompson has had a cost-contral
department for the last seven years,
Late last year,  Sel Slallinglaw,
who heads that department, sent
an extended memorandum to the
ageney's creative department:

“Is a big, opulent scene needed
when your entire cast is a presens
tere Does the locale have to be the
Western mountains or the Paclie
seaconst? Would a hill in Westchess
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ter or Jones Beach do just as well?

“Does the action actually have to
wander {from room to room (two or
three sets) or parade over miles
and miles of countryside on loca-
tion? Can the same idea be ex-
pressed in a small area and thus,
perhaps, sharpened?

“If 1t is only going to be seen for
a second or two can a [lat or some
sort of cameo background replace a
three-wall set with floor and head-
ers? Is the actual time that any set
or location will be seen on the
screen worth what it will cost?

“Are travelling matte shots and
elaborate montage dissolves rcally
worth the high cost of such opti-
cals? Could a more crcative and
refreshing way be found to make
the same point with well-used cuts?

“Does a musical track really con-
tribute to the selling message or is
it distracting or overwhelming?
Might the absence of music be
more effective? Can the music be
stock and canned instead of origi-
nal and specifically recorded?
Could you use a distinctive solo
instrument or a small group in-
stead of a full orchestra?

“How can you cut down on your
cast of characters? Is there a way ot
making your sales points without
using the whole actor? How about
just his hands, his feet, his stom-
ach? Perhaps no actor at all is
needed.

“Can your scenes be shot to
avoid actual lip sync when only

TN

one or two lines ol copy are in-
volved? Perhaps voice-over
throughout will carry the message
just as well.”

Thompson is no longer the sole
possessor ol a costs expert. Most
agencies that don’t have one on
their payrolls arc looking for one.

One advertising executive cata-
logues the rumors he’s heard: “Og-
ilvy & Mather is looking into the
matter. Doyle Dane Bernbach has
hired somebody. Dancer-Fitzgerald
is looking for an expert. There are
rumors around town that even
Wells, Rich is finally getting smart
to themselves. They imay be look-
ing for somebody.”

Not even those who were paying
the bills have always been aware ol
the steady, not-so-slow increase in
commercial costs. But, this last
May, when the American Associa-
tion of Advertising Agencies Com-
mittec on DBroadcast Commercial
Production issued a report that es-
timated the increase at 729, over

“the last five years, the reaction was

swift and widespread. From all cor-
ners oi the industry—i{rom the pro-
duction companies, from the agen-
cies, from the advertisers—concern
crupted overnight like so many
toadstools.

The primary responsibilities of
the AAAA study fell to Gordon
Webber, vice president and direc-
tor of Dbroadcast commercial pro-
duction at Benton & Bowles, and
chairman of the AAAA committee,
along with Manning Rubin, vice
president and associate creative di-
rector at Grey Advertising, and
vice chairman of the committee.

The committee arrived at 729
for the average increase in produc-
tion cost by submitting the story
boards of 17 actual commercials
produced in 1963 for rebidding at
a number of leading film houses. A
comparison of the 1963 costs and
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the 1968 bids revealed the now
well-known and startling increase.
The rise in costs for these 17 com-
mercials fell between 349, and
1059,. None of the film houses
knew they were participating in a
survey, or that the commercials
had been produced before.

“They sull think 1t might be a
job coming up next weck,” says
Jenton & Bowles's Jim Carroll I
think a lot of them are afraid to
stand up and say ‘that's fals¢’ be-
cause they might be the one who
bid. We didn't tell them. It was a
dirty trick.”

Jim Garroll has been production
comptroller at Benion & Bowles {or
the 18 months since the agency
invented (hat job. Ilis function is
to keep the lid on costs. Because
Benton & Bowles was so involved
in the work ol the AAAA commit-
tee, Carroll knows a lot about how
the report was put together.

One ol the commercials selected
for the experiment was a 60-second
black-and-white spot with one day
ol exterior and one day of interior
shooting. In 1963 it cost $10,185 10
make, minus 1he costs of talent,
music and agency commission, In
1968, the production houses esti-
maitcd it would cost $18,692 to
make in black and white, or 839
over the production cost ol five
years ago. The same commercial in
color would cost $20.837 to pro-
duce today, or 1019, more than it
cost in black and white five years
ago.

Color in the last few years was a
minor revolution in commercial
production that has had more than
a small eflect on the increascs. To-
day, 289 of the houscholds in the
U.S. contain color sets, according
to A. C. Nielsen. Black-and-white
commercials have had their day,
and color costs roughly 2597 more
than black and white, according (o
the AAAA study.

With the exception of color,
however, none ol the increases sig-
naled a big change in technology
or production technique. Yet, in
the itemized budget of the above
commercial, these alarming facts
are apparent: The cameraman’s
fee went up 1009, in the last five

Continued on page 106
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IN HUNTINGTON - CHARLESTON
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\_....GETS OUT THE VOTE!
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W\hen you’re on top resting on
* laurels can become uncomfortable
. ‘embarrassing.
' People in the ‘Tri-State” area have looked
. to WSAZ for the past twenty years to learn
what’s really happening . . . from newsmen
who know the news.
Tri-State viewers expect more from WSAZ
. and they get more. WSAZ news delivers
more adult viewers than all other area news-
casts combined.
And we plan to keep it that way.
WSAZ-TV NEWS PERFORMANCE

i 1, 66:30 pm.  M-F March 68  ARB
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w

! Rating Share Homes  Adults
N sAz NEWS 28 47 121 186
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color homes than in black-and-white homes.
Daytime shows the reverse: Daytime-serial adult-

women ratings are 209, lower in color homes;
daytime-situation-comedy adult-women ratings are
369, lower. Only the audience-participation pro-
gram type shows an adult viewing advantage for
color homes.

The following local-market color data are Pa-
COLOR-TV OWNERSHIP pert, Koenig, Lois estimates as of August 1968. ‘
They are projections from NSI February-March |
and May data adjusted to regional growth patterns |
developed by Nielsen from Census Bureau, color- ‘
|

| emerge {rom the Simmons data. In prime time, all |
program types are viewed more heavily by adults in

August color-TV ownership is estimated at 289, o
U.S. TV households, according to the current Pa- |
pert, Koenig, Lois projections from Nielsen Sta-
tion Index data. This means nearly 16-million color
households. ‘

National Nielsen data consistently shows that
color households spend more time with television.
However, since color ownership is above average
among larger households and Nielsen tuning meas-
urements include child viewing, there was some
question as to whether adults in color homes also
view more. Recently released W. R. Simmons data
reports that they do. Simmons data shows women |
in color homes view 179, more television during
prime time than their counterparts in black-and-
white homes. The color viewing advantage for men |
is 1397,

With virtually all network programs now telecast
in color, some interesting patterns by program type ‘ Tables commence on page 85

set sales and Nielsen survey data.

PKL market rankings are based upon uverage
| quarter-hour, prime-time station total homes
| reached. Three markets—Akron, Ohio; Anderson,
S.C., and Worcester, Mass.—are not reportable by
Nielsen on a prime-time station-total-homes.
reached basis and therefore cannot be ranked. Data
tor these markets is included at the end of the
listing.

Nielsen cautions that because NSI figures are
sample-bhasc estimates they are subject to sampling
error and thus should not be regarded as exact to
precise mathematical values. The PKL projections
have the additional error possibility associated with
| forecasting.

The kids had taken to the streets,
because their neighborhood youth

center was a mess. Dingy. Depressing.
Lacking in facilities.What could be

done about it?

WCBS-TV New York “adopted” the Clinton
Youth Center. Donated lumber, paint,
equipment. Station personnel and the
Center staff donned overalls to rehabilitate
the building. Then staged a glittering “Gala”
to raise funds and involve the surrounding
business community. (Another WCBS-TV
community activity: the station’s famed
Prince Street Players give free performances
for children in a different neighborhood
park-each week.)

About what you'd expect of a CBS Owned
station.

THE FIVE CBS OWNED TELEVISION
STATIONS wCBS-TV New York, KNXT
Los Angeles, WBBM-TV Chicago, WCAU-TV
Philadelphia, KMOX-TV St. Louis
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The EYEWITNESS NEWS team cap-
tures “‘bodies’”” from all over Western
New York (a lot of them from the
competition) weeknights at 11 o’clock
... enough to make Channel 7’s Late
News now Number One in the market.
“Bodysnatching” is an old and proven
Channel 7 habit . . . our Programming,
Production and Promotion team has
done it before with ‘’Dialing for
Dollars,”” ““Rocketship 7’ and the
“Commander Tom Show.”

Book after rating book we’ve seen the
trend develop...the graph shows

WKBW =TV Buffalo,N.Y.

A Capital Cities Broadcasting Station

www americanradiohistorv com

we’ve been heading the right way.

1965 | 1966 | 1967 | 1968

;&"“‘*
CHANNEL 2

4215

40
38

36

34 fe=

32

30

28 - | 38
26

24

Trend Line Graph based on 11:00 P.M. - 11:30 P.M. Metro Share of
Audience M-F average ARB Surveys October 1965 through May 1968
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TELESTATUS continued PKL Projections PKL Projections
Lugust 1968 l August 1968
Sept. 1, 1067 Color-T'V ownership Sept. 1, 1967 Color-T'V ownership
| NSI area ! NSI area
| Warket TV households %, Households ) Muarket TV households 9 Households
| 1 New York 5,651,530 27 1,525,900 [ 31 Tampa-St. Petersburg, I'la 197, 140 25 121,300 |
2 Los Angeles 3,591,710 39 1, 100,800 32 Birmingham, Ala. 515,930 22 113,500 ‘
3 Chicago 2,463,540 30 749,100 l 33 Nashville 213,250 20 102,600 |
4 Philadelphia 2,234,040 33 737,500 {34 Albany Schenectady-Troy, N.Y 612,120 25 153,000
5 Boston 1,870,650 25 467,700 1 35 Providence, R.1 1,526,660 24 366,400
G Detroit 1,604,980 30 181,500 36 Grand Rapids-Kalamazoo. Mich 605,160 31 187,600
7 Cleveland 1,368,010 31 465,100 37 Charleston-Huntington, W. Va, 442,160 22 497,300
8 San Franeisco-Oakland 1.546,010 35 511,400 38 Syvracuse, N.Y 570,040 28 159,600 I
4 Washington 1,585,220 25 3496, 300 39 Okluhoma City 387,630 22 85,300 |
10 Pitrshurgh 1,303,720 25 325,900 40 Dayton, Ohio 532,910 36 ut, 800
Average for markets [-10 30 Average for markets 31-40 26 |
Average for markets 1--40 29
1T St Lows 341,930 26 218,400
|12 Duilas-Fort Worih 878,890 27 237,300 I 41 Lowsville, Ky 132, 130 21 90, 800 }
|13 Minneapolis-St. Paul 737,840 25 184,500 l 12 San .\ntonio, Tex. 413, 160 18 74,400
14 Baltimore 974,340 27 264,400 | 43 Wichita-Hutehinson, Kuan 261,160 29 76,600
15 Indiapapo'is 776,850 32 248,600 b Norfolk-Portsmouth-Newport |
16 Houston 632,470 27 170, 800 News, Va. 345,990 21 72,700
17 Clueinnati 828,470 31 256, 800 45 Phoenix 344,560 30 103,400 ‘
{8 Hartford-New Haven, Conn. 1,049,850 31 325,500 46 Greenville-Spartanburg, S.C
19 Milwaukee 613,580 33 202,500 Asheville, N.C. 670,930 21 140.900
20 Buffalo, N.Y. ('S, only 384,110 25 147,300 17 Sult Lake City 2404050 31 91,200
Average for markets 1120 28 48 Greensboro-High Point i
Average for markets 1--20 29 Winston-Salem, N.C 502, 800 20 100,600
49 Omuha 342,070 31 106. 000
21 Seattle-Tacoma 655, 100 31 196,900 50 Charlotte. N.C. 613,160 20 122600
o 22 Miami-Tort Landerdale 62,400 28 176,000 | Average for markets 41 50 24
23 Atlania 626,480 25 156,600 | Average for markets 1-50 28
24 ivansas City, Ao 613,020 26 167,200 |
25 Sacramento-Stockton, (‘alil 665,950 41 273,000 51 Orlando-Davtona Reach, Fla 105,220 28 113,500
26 Colmnbus. Ohio 1 36 193, 800 52 San Diego 556,400 38 135,400 |
27 Portland, Ore 38 210,100 | 53 Tulsa, Okla. 305,870 21 83,100 I
28 Memphis 18 95,900
29 Denver 418,960 35 157,100 | * Notincluded in PKL runking. ) |
0 New Oresns 760 24 a0w0 | | FRL et ronkiage basel upon uruie quar o, pige i, son
Average for markets 2130 30, | N8I urea households aure as of Septemher 1967 «and are reprinted with the
Average for markets 1-30 30 permission of A. C. Nielsen Co

I

Watts. Three years after;
still almost like a foreign land. Someone
had to show white Southern California
what it was like to live in the ghetto.

But how? Who?

KNXT Los Angeles produced “Black on
Black””—a 90-minute eye-opener. To tell it
like it is, a documentary unit spent three
months in the South Central Los Angeles
ghetto. More to the point, the entire
broadcast was told by the area residents
themselves. No announcer, no narrator.
Significance? It put viewers in the position,
maybe for the first time in their lives, of
looking at the world through the eyes of the
black community. In clear, shocking
perspective.

About what you'd expect of a CBS Owned
station.

THE FIVE CBS OWNED TELEVISION

STATIONS wCBS-TV New York, KNXT
Los Angeles, WBBM-TV Chicago, WCAU-TV
Philadelphia, KMOX-TV St. Louis
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You bet we are! We’re hard nosed
about the quality of every Reeves
Color Videofilm* transfer that we
do. We're satisfied with nothing
less than genuinely consistent
quality, plus excellent color bal-
ance, tonal values and color satu-
ration. We demand that, for vou.

This’ll come as a nice surprise

if you believe that all color tape
to color film transfers are pretty
awful.

The difference? The crew that
makes Reeves Color Videofilm*
transfers is demanding, profes-
sional. They make sure that every
job meets the high standards for
which Reeves has been famous for

REEVES

SOUND STUD:0OS

A DIVISION OF REEVES BROADCASTING CORPORATION

35 years. They've got the experi-
ence, and the tools, to do the job.

Prices are a happy surprise. So
are delivery schedules. Add every-
thing up, and you’ve got a tough
combination to beat. Our demo
reel will prove the point. Send for
it today. Then you’ll get hard
nosed about your transfers, too.

304 EAST 44TH STREET, NEW YORK, N.Y, 10017. (212) OR 9-3550 TWX 710-581-5279

*TM Reeves Sound Studios
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| TELESTATUS continued PKL Projections PKIL Projections

August 1968 August 1968
Sept. 1, 1967 Color-TV ownersinp Sept. [, 1967 Color-T'V ownership |
NSI area NSI urea
Market TV households 9, Households Mariet T'V households % Howseholds
| 54 Lancaster-Harrishurg-Lebanon- 81 Peoria. [l 215,790 3 83,600
York, Pa. 582,770 39 227.300 82 Aladison, Wis. 280,980 33 92,700
‘ 55 Toledo, Ohio 425,940 34 114, 800 83 Albuquerque, N.AI 196 510 25 19,100
56 Wilkes Barre-Scranton, Pa. 106,620 36 146, 10( 84 Mason City, Iowa-Austin, Minn
57 Davenport, Iowa-Rock Island- Rochester. Minn 247,330 26 61,300
| Moline, Il 342,620 35 119,900 85 Fort Wayvne, Ind. 237,760 35 83,200 1
58 Little Rock-Pine Bluff, Ark. 310,740 22 68,400 86 Honolulu 168,990 214 10,600 |
I 59 Shreveport, La. 307,260 21 73,760 87 Evansville, Ind.-Henderson, Ky 215,180 26 55,900 |
60 Rochester, N.Y. 368,630 27 99,500 88 Wheeling, \W.Va.-Steubenville, Olio 940,210 25 247,600
| Average for markets 51-60 30 89 Lansing, Mieh. 554,950 32 177,600
Average for markets 1-60 28 ‘ 90 Lincoln-llastings-Kearney, Nel. 232,960 28 65,200
.. - p L, Average for markets 81-90 29 '\
61 Green Bay, Wis. 379,560 31 117,700 Average for markets 1-90 18
| 62 Richmond-Petersburyg, Va. 328,840 17 55.4900
63 Flint-Saginaw-Bay City, Mich. 164,870 30 141.000 91 Sioux Falls, 8D, 173,720 19 33,000 l
64 Champaign-Springfield-Decatur, 1. 312,910 32 100, 100 92 Baton Rouge 361,100 24 86,700 ?
65 Des Moines-Ames, lowa 301,580 30 40,500 93 Duluth, Minn.-Superior. Wis 116,580 30 4,000 |
66 Mobile, Ala.-Pensacola, Fla. 292,380 25 73.100 94 Amarillo, Tex 141,880 3t 14,000
| 67 Cedar Rapids-Waterloo, lowa 312,710 29 90,700 95 Beaumont-Port Arthur, Tex 178,800 27 18,300
! 68 Paducah, Ky,-Harrisburg, 111. 46 Greenville-New Bern-
Cape Girardeau, Mo. 206,400 26 77.100 Washington, N.C 230,430 7 18,500 |
69 Johnstown-\Altoona, Pa. 1,075,550 28 301.200 97 Columbus, Ga. 261,510 B3] 61,200 |
70 Jacksonville, Fla 270,740 21 56,900 98 Kinghamton, N.Y. 267 .020 65 64,100
Average for markets 61-70 27 99 Wiclita Falls, Tex -Law ton, Okla 168, 840 23 38.800
| Average for markets 1-70 28 100 Fargo-tirand lorks-Valley
71 Raleich-Durham, N ¢ 378,070 22 83,200 e = o Rl 8200
! 72 Knoxville, Tenn. 290,640 19 55.200 \vc-ra;e for markets 1-100 28
| 73 Fresno, Calif. 235,080 39 91,700
| 74 Spokane, Wash. 289,940 32 92,800 101 Rockiora 11l 297 330 38 3,400
75 Roanoke-Lynchburg. Va. 310,740 2] 65,1300 102 Joplin. Mo. Pittsbure, Kan. 176.750 21 27.100
76 Chattanooga 229,750 25 57,100 103 Waco-Teinule, Tex 160, 240 19 30.400
77 Portland-Poland Spring, Me 415,720 25 103,900
78 Youngstown. Ohio 275,470 35 46, 100
79 South Bend-Etkhart, [nd. 265,990 37 98,400 * Not included in PKIL ranking
80 Jackson. Miss. 277,890 24 66,700 PKL market rankings baxed wpon wverage quirter-howr. prime-tome. tation

Ay f K 71-80 3 total homes reached —all stations combined. NSI October / Norember 1967 swrrey.

Average for markets 8 N ST area households are ns of September 1967 und are reprinted with the
o 4 /

Average for markets 1-80 28 permission of A.C. Nielsen Co

A study in frustration. On one hand,
the unemployed, many untrained and
unskilled. On the other, businesses
and factories with jobs going begging.

How to close the gap?

wBBM-TV Chicago conceived “The
Opportunity Line” (now on all five of the
CBS Owned television stations). It brings
together jobs and the jobless...has been
instrumental in finding employment for
thousands, job-training for thousands more.
It also won a Peabody Award this year

for WBBM-TV, “for outstanding television
public service.”

About what you'd expect of a CBS Owned
station.

THE FIVE CBS OWNED TELEVISION

STATIONS wCBS-TV New York, KNXT
Los Angeles, WBBM-TV Chicago, WCAU-TV
Philadelphia, KMOX-TV St. Louis
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How long before

YOU Eknow
its a turkey?

A store turkey costs only a few
dollars, but the television breed
n costl thousands! How much
n you save by staying in step
th the likes and dislikes of
viewers . . . through the fastest pos-

sible feedback on your programming?

NSI's New York Instantancous Audimeter
gives vou reliable estimates for today’s
program audience—today by telephone.
Or, the entire day’s report tomorrow by
teletype. Or every Monday, a printed re-
port matled, covering the week through :
Sunday. Call 212-956-2500 and choose the j o ey &

speed that best meets your need.
. The Inevitable Turkey .
busily reducing an audience

and wasting TV profits.

INSTANTANEOUS /AUDIMETER

FAST, RELIABLE, ACCREDITED SERVICE

NIELSEN STATION INDEX . a service of A.C. NIELSEN COMPANY'
1290 Avenue of the Americas « New York, N.Y. 10019

www americanradiohistorvy com
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TELESTATUS continued PKIL Projections PRI Projections
August 19638 A ugust 1968
Sept. 1, 1967 Color-T'V ownership Sept. 1, 1967 Color-T'V ownership
NSI area NS area
‘ Market TV households Y Household Vierket TV households 9 {lousehold
104 Springhield, Mio. 174,770 14 31,200 136 Yakima, Wash 130,410 32 14,600
105 Colorado Springs-Pueblo 124 220 31 38,500 1537 Boise. ldaho a7y, 160 31 301,200
106 El Paso 126,340 2y 3, GUO 138 Austin, Tex 166, 380 21 34,800
107 Erie, Pa. 205,310 23 19,200 139 Harlingen-Weslaco, Tex 80,720 K] 15300
108 Bristol, Va.-Johnson City, Tenn. 140 Bangor. Me 130,700 22 20,000
Kingsport, Tenn. 217,250 19 L1, 300 Ll Chico-Redding, Cal 130450 34 16, 700
109 Monroe, La.-Ll Dorado. Ark 213.870 20 12, 800 142 Aexandria, Min 11,000 2 23,300
110 Springfield-llolvoke, Mass 406, 460 27 100, 700 143 Toprka, Kan 141870 21 29 R
111 Terre tlaute, Ind 212,600 29 61,700 144 West Palm Deach | 281, TH0 3 87300
112 Tueson, Ariz. 153,080 1 17500 15 Fogens, Ore 138, 04 3t 1w, 700
113 Monterey-salinas, Calif u50. 720 37 351, 800 146 Macon, Ga 121,700 220 20, 300
114 Charleston, 3.C 183,520 23 12,200 147 Albany . Ga 152,070 2 34,000
115 Columbia, S.C 225,370 22, RURHLY 118 Wiltnington, ¢ 186, 730 23 2 400
§ 116 Corpus Chrsti, Tex 125 930 2 2700 49 Beeklev-Biuehehd W vy 2349 86U Hty 700
117 Quiney, lll.-Hanniba!. Mo 150 Tallahassee Fla T 21 300
Ixeokuk, lowa 139,210 30 11, RH) \verace for markets 126 150 26
118 Harrisburg, 1’a. 430,440 38 1653, 600 \veraze for markets | 150 2
119 La Crosse-Fau Claire. Wis 226 640 25 T
120 Sioux City. lowa 102 181 2 50,000 b nee, X W 48000
121 Augusta. Ga 258,020 22 3, 8K 152 Rem 81510 20,500
§ 122 Lubboek. tex. 126620 4 3,100 93 Alexandn 200 (300
§ 123 Burlington, Vt.-Plattsburg, N.Y 211.640 21 b0 A Merdinn, M 116,670 13 21,000
§ 124 Montgomery. \la 179,720 21 37,700 155 ldaho Falls. 1dabo B3.080 4 2,100
126 [afayvette. La 215,310 24 L TO00 w6 Ltiea-Rome, N Y 253000 24 6. 100
Average for markets 101125 2 Billings, Mon 63,310 20 13,700
Average for markets 1- 125 7, 158 Aberdeen, Miss e Vi 0 2 15,400
1 | Dothan, \la 2071 2 t(H)
126 Abilene-Sweetwater-San 160 Great Patls, Mont 2() 0
\ngelo, Tex 113,090 2 31.700 161 Roswell Carlsbad, N A{ TR0 200
127 Wausau-Rhinelander, Wis 163,700 26 42,600 162 Mediord, Ore B3, 100 2 20, 300
128 Columbia-Jefferson City, Mo 132,530 23 30,500 b Rapid Cite, S 6, 640 00
f 129 Odessa-Midland-Monahans. Tex 113.630 181 7500 61 ort 2mith. \rk 300 13,500
} 130 Lexington, K 119,310 20 { Mankato. Minn 120040 600
131 Cadillac-Traverse City. M 183,120 222 10, 10
132 Savannah. Ga 121,150 20 24,200 ' Not ¢ TPRL rar
133 Las Vesas o . & 30() tot .!A:,,,.m ! »,'.:III:’" ¢ u;m. : NN ur" ' \r.- ," o ‘.'I
134 Huntsville-Decatur. Ala 143.460 203 28,700 v/ hol d Septem ¢
135 Bakersfield. Ca 157, 440 0 ERE rm | I AN o

In a city 3l percent Negro,
the lot of the Negro, his hopes and his
aspirations, had to be dramatized for
the entire community. A large order.
Could it be done? prm——

Emmy Station Award in the proccss. *“Now
Is the Time,” narrated by Ossic Davis and
Ruby Dee, used the writings of Negro
spokesmen as backdrop for the spontaneous
expression of Philadelphia’s Negroes, to let
the black citizen speak clearly for himself,
And the community heard him: two
broadcasts of the documentary were seen
by a combined audience of more than

a million!

About what you'd expect of a CBS Owned
station.

THE FIVE CBS OWNED TELEVISION

STATIONS wCBS-TV New York, KNXT
R Los Angeles, WBBM-TV Chicago, WCAU-TV
aliieanons onreausst, e Philadelphia, KMOX-TV St. Louis
bricanradiohistorv com
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Spot

Television
In Chicago
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rates

WFLD-TV

for the complete details
call Jack Bivans, General Sales Manager
at (312)527-4300

WETRO T Sar CHICAGO
IMETRO TV Sales Office . . . today!

WELD-TV « DIVISION OF FIELD COMMUNICATIONS CORPORATION « SERVING CHICAGOLAND VIEWERS
WITH QUALITY PROGRAMMING INCLUDING WHITE SOX BASEBALL IN COLOR
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TELESTATUS conlinued

166
167

169

170
171
172
173

174

175

™M

176
177
178
179
180
181
182
183
184
185
186
187
188
189
190
191

192
193
194
195
196
197
198

Warket

PKL Projections

August 1968
Sept. 1, 1967 Color-T'V ownership
N8I area

TV households Households

Clarksburg-Weston, \V.Va.

Marquette, Mich.

Ottumwa, lowa

(‘heyenne, Wyo.-Scottsbiuff Neh.
Sterling, Colo.

Santa Barbara, Calif.

Fureka, Calif.

Watertown, N.Y.

Iinsign-Garden City, Kan.

Bismarek, N.D.

Minot, N.D.
Average for markets 151-175
Average for markets 1-175

Columbus, Miss.

St. Joseph. Mo.

Panama City, Fla.

Butte, Mont.

North Platte-Hayes-McCook, Neh.

Greenwood, Miss.

Mitchell-Reliance, S.D.

Tyler, Tex

taitiesburg-Laurel, Miss.

Casper, Wyo.

Manchester, N.H.

Grand Junction-Montrose. Colo.

Biloxi, Miss.

Harrlsonburg, Va.

Salisbury, Md.

Ardmore, Okla.-Sherman-
Denison, Tex.

Fort Myers, Fla.

Lake Charles, la.

Hays Goodland, Kan.

Litna, Ohio

Twin Falls, Idaho

Yuma, Ariz.

Tupelo, Miss.

145,810 20 29,200
65,300 20 13.100
99,590 25 21,900

129,260 30 38,800

200, 680 12 84,300
51,400 30 15,400
75,490 25 18,400
18,980 33 16,200
35,450 20 11,100
41,810 15 6,300

2§
27
94,760 14 13,500

188,420 22 45,200
137, 800 24 33,100
69,320 26 18,000
58,100 30 17,100
Y6, 540 19 18,300
57.040 16 9,100

124,200 19 21,500
124,150 23 28600
46,400 24 11,100

1,132,440 25 283.100
50,350 22 11,100

128,440 22 23,300

108.500 2] 22,800
56,340 23 13,000
76.230 17 13,000

s 28 12,700
87.250 22 19,200

64,170 24 15,400
95,150 35 33,300
33.030 30 9,900
32,470 26 8.400
69,870 11 7,700

When temperatures rise,
so do tensions. In St. Louis, 27 poverty

Marlet

149
200

Missoula, Mont.

Lufkin, Tex.
Average for markets 176-200
Average for markets 1--200

201 Ada, Okla.
202 Joneshoro, Ark
203 Williston, N.D.
204 Presque Isle, Me
205 Jackson, Tenn.
206 Fort Dodge, lowa
207 Zanesville, Ohio
208 Florence, \la
209 iKlamath Falls, Ore
210 Beilinghum, Waxh
211 Dickinson, N.D.
212 Laredo, Tex.
213 Lafayette, Ind
214 Parkersburg, \V.Va.
215 Riverton. Wyo.
216 Bowling Green, ky.
217 Pemnbina, N.D.
218 Glendive. Mont.
219 Muncie-Muarion, Ind
220 Selina, \la
Average for markets 201-220
Average for markets 1-220

\kron. Ohio*
Worcester, Mass.”
Anderson, 5.C.*

*Not included in PKL raniing.

Sept. 1, 1967
NSI area
TV households

59,700
50,210

106, 600
102, 680
31,670
23,940
03,560
57,140
31,250
35, 160
26,210
118,010
30. 160
15,550
58,060
43,740
11.600
130.240
23.850

1.170
129, 840
15,170

208,980
181,850
27,320

PKI Projections

August 1968

Color-TV ownership

2y
18
1t
-
20
18
21
15
17
43
20
22
26

36

Households

16,100
7,000

22100
14,500
6, 30C
4,600
15,000
12,600
14,500
5.700
7,900
34,200
5,400
2,200
15,700
8,300
2.600
37,400
3,600

700
55,400
3,000

107,600
58.200
7,600

PKL murket rankings hased upon average quarter-hour, prime-time, station
total homes renched——all stations combined, NSI October/November 1967 survey
N8I area households are asx of September 1967 und «are reprinted with the

permission of A. C. Nielsen Co

Nielsen's August 1968 estimates of TV ownership in U.8. (excluding Alaska
and Hawaii): 15,948,000 households with color TV. representing 28% of the

rotal 56,049,190 TV households

area playgrounds were scheduled to

close. No funds. The city had no choice.

Or did it?

KMOX-TV got wind of it. Mustered citizens,
officials, talent from all over the community,
and put the plight of the playgrounds up

to the people in a mammoth 15-hour drive.
Result: $90,000 pledged. And all the
playgrounds stayed open. Said Mayor A. J.
Cervantes: “St. Louis is lucky to have a

station like KMOX-TV.”

About what you’d expect of a CBS Owned

station.

THE FIVE CBS OWNED TELEVISION
STATIONS wcCBs-TV New York, KNXT
Los Angeles, WBBM-TV Chicago, WCAU-TV
Philadelphia, KMOX-TV St. Louis
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There's a difference between candidates and detergents

POLITICAL AGENCIES
from page 79 .
mold the content of a commercial,
hecause there are certain things a
copy writer understands about a
60-second commercial better than
anyone else.

“What we should be doing is
creating better knowledge, not bet-
ter propaganda, because there is an
enormous potential for ill that lies
in the mass media today. 1 sincere-
Iy hope that we don’t play a crucial
role in the election ol a candidate,
You have ro have basic faith in the
electorate,” says Gardner.

Humphrey's Kopehuan concurs
with a favorite quote of his agen-
cy's president, William Bernbach:
‘Nothing will make a bad product
tail taster than good advertising’—
it is the same thing in political
advertising. The information is so
intense in a short campaign that if
it is nusleading, people will get
onto the candidate quickly.”

The AAAN, In 1ts manual on
political campaign advertising,
notes: .\ candidate for the U.S.
Senate 1s not the same as a new de-
tergent. Most agendies which have
accepted  poliveal assignments do
not look upon their clients in this
manner.  Usually they are already
conmnitted to the candidate and his
views. And  that commitment 1s
normally accompanied by a beliel
in the importance of the issues
imvolved.”

While agency personnel are in
agreement in their denunciation of
out-ind-ontr hucksterism  in hus-
thing o candidate Like a box ol soap
[lukes, even the most pious admit
that the type of strategy to a cer-
tadn extent anuost be stretched 1o fit
the personatity ol the individual
cindidane and iHustrate the issues
involved. In this interpretation ol
what constitutes good taste in po-
litical advertising—nplus  the  pres-
stres  expected  Trom a4 more-
competitive-than-ever television ad
think  some
CONTrOVEeLSy ovey canpaigns can be
expected again this year,

Vavied approaches

For one thing, the political ad-
vertising experts agree that some
political  personalities lend  them-
selves mich inore readily than oth-
ers 1o a shaightforwind cnnpaign
i owhich the dient s merely pul
“on annera, tdking straight and
siinple ina good light,”

David  MdGall, nesident ol
LaRaoche, McCalfrey and  McCall,
which handled the successtul came

TEFFVIRION MAGAZLINE

paign of John Lindsay for mayor
of New York City, says: “It's easier
for someone like Fred Papert and
me when we have an attractive,
vivid personality to sell. If you've
got a good candidate, it is much
more interesting to watch the can-
didate in action than see a slick
one-minute commercial.”

Gardner, of Papert, Koenig,
Lois, agrees. “Whenever possible,
we simply used Kennedy talking to
people. It provided better rapport,
understanding and more passion.
The agency’s major creative input
was simply to find people and situ-
ations for Kennedy. The commer-
cials were at their best when he
was challenged by people who
were ncutral, or even hostile. Then
he got his Irish up and came across
more convincingly than when the
audience was just there to stare at
his curly locks.”

Selling the mass

As the opposite to this straight-
forward approach, McCall cited
the commercials created by Jack
Tinker & Partners f{or Nelson
Rockeleller in his 1966 bid for re-
election to the governorship of
New York State—a campaign that
was heavily criticized by Rockefel-
ler's opponents both for content
and amount of money spent, but

which  many political observers
credit  with  providing the edge

Rockefeller needed (see “ITow TV
Turned a Race Around,” TELE¥-
visioN December 1966) . “They had
to take a shapeless, amorphous
mass and sell it to the voters,” said
MeCall, noting that the agency had
a chient who wasn't personally too
popular with the voters at tha
time, so rather than concentrating
on him the agency scized upon
issues in the formr of claimed ac-
complishments of his administra-
ton and iHustrated them with slick
advertising techniques.

Tinker, rve-hired by Rockefeller
in his bid for the Republican pres-
idential nomination this summenr,
tsed very similar rechniques again,
It is here, in the advertsing itlus-
tration ol political issnes, thar dis-
agreement on ethics and taste can
most frequently pop up. “linker
partner Gene  Case, who  headed
the copy-writing operation on both
Rockefeller  drives, has  defended
the echnique: “Personally,  I've
never been upset by an attempt to
take the Facts and present them in
as enjoyable w way, and as tasteful-
ly, as possible, 1 don't think that's
selling the candidate as sonp.”

www americanradiohistorv com

Much of Doyle Dane's 1964
Johmson campaign followed a simi-
lar tack: “A lot of time was spent
mentioning  Goldwater  state-
ments,” recalls Kopelman.

Agency representatives maintain
that it is stilt far too early to broad-
ly predict what general advertising
formula will be followed by the
candidates—"“We have to be ready
to move in any direction, depend-
ing on the political climate,” says
Kopelman. “All we know is that
we will take whatever direction we
consider best to get our man across
in the face of the opposition."

Kopelman notes the “variety of
strategies available: the candidate
talking  directly, question-and-
answer sessions, voice-overs, focus
on issues.” Most observers expect a
little of everything, and Nixon's
Poister sees the agencies trying
some entirely new things.

"“The old formulas are not going
to hold up,” says Poister. “With the
tremendous use of TV you are
going to see after the conventions,
if the saturation 1 expect takes
place in September and October—
both on the presidential and the
local levels—the creative concepts
have to be absolutely unique. Oth-
erwise the mental tune-out will be
great.”

Poister sees few “stand-up politi-
cal speeches,” but some lift-outs
from speeches, as well as question-
and-answer audience sessions and
specific versions of commercials on
major issues for various parts of
the country. *“‘People in Pittsburg
want to know how national issues
will affect them locally,”

Get the specifies

He also sees more “creativity” in
issue  commercials.  “Politicians
have a tendency to overgeneralize,
but people seem to want specifics,
and commercials have a way of
homing in on one specific issue at i
time,” Poister says,

“Can you imagine a political is-
sue presented in something like the
style of the Excedrin commercials—
I don’t mean humorously, but with
the ingenuiry—a means ol present.
ing something in a completely
different light to get people 1o
think about it.”

Poister sees the use of “every
time segment imaginable, day amd
night., A lot depends on availabili-
ties, although 1 doubt if there'll be
too many halt-houwrs, simply be
cause of the stavt ol a new season,
if nothing else,”

The long

paoslitieal n;wrrh.
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In fact, we are first in Hoosier hearts and
homes partly because we sponsored a car in
the Soap Box Derby. Also because we conduct
an annual Antique Auto Tour.

Because we encourage and feature local talent.

Because we often turn the air over to our
audience . . . through man-on-the-street pro-
grams that ask for, and get, some pretty salty
opinions . . . and by offering equal time to
responsible parties who

rinee ogree it o g pm o0 AW IFBIM [TINE

broadcast special public affairs programs about
anything from slum housing to traffic problems.

In short, because we are a part of Indianap-
olis. We didn’t come inte the community . . .
we came out of it.

And both in our professional and personal
lives, we are intimately and vitally involved in
the affairs of our city.

So if you want to be first in Hoosier hearts
and homes, remember:
the stations that serve
best sell best. Ask your

Because we develop and STATH @ N S !;Ol£‘§ Katz man!

INDIANAPOLIS RADIO TELEVISION FM MUZAK

We were a close third at Akron...
but we're a clear first in Indianapolis!

ur N T R TR AT Ly SORAT AT T RRCE M T R aT e
N i ¢ 44 4] 5.2 % . ] A b, NS o v ¥ I & VA
18 UG AP AT o S g A T Ol SRR T E R B Vi | ol
L A £ilh @ ‘
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. TSN
3 ,h‘lj“ t\, - JJ
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The shorter shows are best audience-holding vehicles

POLI'TTICAL AGENCIES
from page 92

presented in paid air tiime, seems (o
be a thing of the past,” says the
Four-A's manual on political cam-
paign advertising.  “In national,
state and big-city campaigning par-
ticularly, the trend has heen toward
brief professionally executed and
professionally placed spots on radio
and television.”

The standard agency estimate is
that about two-thirds of this year’s
political-broadcast spending will go
into spot.

Kennedy’s  primary advertising,
according to Gardner of Papert,
Koenig. Lois, was more a matter
ol careful buying then fancy pro-
duction or money. “Despite the
poor-mouthing that was done, by
election eve McCarthy would end
up with more programs on the air
than we did,” smd Gardner. “In
Oregon, he outspent us. But his
nmoney olten came in late in each
state and there wasn’t a chance for
much planning.

“The media lunction in a politi-
cal campaign is the fastest mov-
img and most important. Media be-
comes lerribly competitive. We
knew as much about Senator Me-
Carthy's media planning as he did.

Move fast and nag

“The job Bill Murphy [PKI.
vice president, media and televi-
ston programs] did in media plan-
ning and buying was unequalled.
Where in product advertising you
aim Tor a specific group of people
over a year's time, in political ad-
vertising vou try to block all posi-
tions and stay competitive on an
hour-by-hour basis. You have o
plan, move fast and get in there
with the stations, nagging and hag-
gling.”

Kennedy’s agency used surpris-
ingly lirttle material. “Seventy-five
per cent ol our material was on vi-
deo 1ape, partly because of the
speed and partly because there is
the sense of reality about tape that
blends well with the sense of
straightforward, direct personal in-
volvement  Kennedy was project-
ing.

Fifteen per cent of the television
material used by Kennedy  was
from film footage shot in late
March and ecarly April by Charles
Guggenheim  Productions, plis a
1961 film biography ol Kennedy
that Guggenheim had shot for the
New York stare senatorial race.
“Essentially it was the sime show

TELEVISION MAGAZINE

npdated. We just added new revi-
sions to use in each of the primary
states and showed it a number of
times prior to the last week of the
campaign,

There also was a half-hour doc-
umentary on Kennedy shot in Indi-
ana as a volunteer effort by televi-
ston-turned-movie  director  John
Frankenheimer. [t was used as an
election-eve show in each state.

For the spots, “despite what peo-
ple said about Kennedy changing
his stand on issues in different
states, most of the material stood
up through the campaign,” said
Gardner. “'T'he majority of the ma-
terial we used in Indiana and Ne-
braska we also were using clear
through until the last few days in
Cahlormia. We concentrated on
four central issues on the air: The
problem of the cities—riots, law
and order, etc.; Vietnam; decen-
tralization of federal control, and
the problem of wellare versus jobs.

“All of the buying was done very
deftly. Negotiating was particularly
careful on the half-hour show. In
the entire campaign, we never had
a halt-honr show following another
political program. We used no
15-minute shows.

*“T'he vast majority of the pro-
grams were under-five-minute spots,
and they certainly got the vaster
portion ot the audience. Almost the
worst prime-time 20-second spot got
more audience than the hest half-
hour program.”

Half-hour shows were used by
Kennedy, and will continue to be
used Dby other candidates, ac-
cording to Gardner, because “the
quality of impression in a half-
hour is more intense. You can see a
lot more of the candidate, expect
more detail. People are likely to
think about a spot: *Well, he stated
the problem, but he didn’t give me
the solution, but then 1 guess he
didn’t have the time to.’

“On the other hand, from a
hard-headed point of view, people
who tune in a half-hour are people
who probably are going to vote for
the candidate anyway.”

Mother love

Says McCall ol LaRoche, Mec-
Caltrey and McCall: “My God,
you almost have to be the candi-
date’s mother (o sit through a half-
howr political show. You draw only
the most devout supporters, and
I've never seen a really good hali-
hour one done.”

In the end, says Gardner, the

www americanradiohistorv com

reason agencies continue to buy
half-hours, as well as almost every
other available torm, is “the unspo-
ken fecling that runs through every
political campaign that if there’s a
possibility anything may do you
some good, let’s do 1.

Although the candidates obvi-
ously have found agencies a good
investment (McCarthy, since his
split with Carl Ally, is the only
presidential candidate without an
agency at this writing and groups
supporting him have had volun-
teer work in ad placement by Gil-
bert Advertising and Fladell, Win
ston, Pennette; even George Wal-
lace is using a Birmingham, Ala,,
agency, Luckie & Forney), what is
a political campaign like [rom an
agency’s viewpoint?

For one thing, there are obvious
disadvantages. Some of them are
listed by the AAAA in its political
campaign advertising manual:

® Political campaigns can be
disruptive to normal agency oper-
ations, because people are often
pulled off their regular assignments
to handle a short-term but inten-
sive advertising campaign,

® A political campaign might
(reate controversy among agency
personnel, causing internal dissen-
sion and complaints, and among
clients.

® An agency may have trouble
collecting from political clients.
(“Get cash in advance” is the
watchword.)

McCall, who says his agency has
turned down a number of candi
dates since its successful Lindsay
¢ampaign, recently told a group ol
New York Young Republicans:

Great creative burden
“No good advertising agency is
terribly well served financially by
total commitment to a political
campaign.  Any campaign rep
resents a major disruption of an
agency'’s staft. Inevitably, the senior
people in tlie agency find their
time siphoned to an unfair degree
into the campaign, The creative
load is very great. The time pres-
sures and last-minute buying is to-
tally unlike the ordinary advertis-
ing account. Even the biggest po-
litical expenditures are small com-
pared to major advertisers’ expen-
ditures. And instead of a marriage
ol year-in, year-out budgets ani
relationships, the agency finds itself
in a torrid affair with a demanding
mistress who wants it day anil
night and then in the second week
of November has gone ofl with
Continued on page 98
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MICHIGAN
ASSOCIATED PRESS
BROADCASTERS' ASSOCIATION

FIRST PLACE
AWARD TO

wWw3- Y

DETROIT

For General Excallence of News Prescnucon sdjudged e
bext among entries in the Teledivion divisi
ofthe 1967 MAPBA acws competition.

MICHIGAN
ASSOCIATED PRESS

= | First Again!
wug-od |

DETROIT

Boe s program nocion News adbodged
he bese I 2y scbduied Rewe i

- Epk el L. e Best for General Excellence
Yt At of News Presentation

/ Horde

Wibpaa A siiml P
Bratmen At

e Best Regular Local News Program

MICHIGAN o Best Regular Local Sports Show
ASSOCIATED PRESS
BROADCASTERS’ ASSOCIATION

e Best Regular Local Farm Show

FIRST PLACE
AWARD TO

W3- o0
DETROIT

For I program Ton Rramer adpatged

== =" | THE WW] STATIONS

Fooideot
Mahogas Aaiorm Piem
Sranckonen Aiacssira

MICHIGAN
ASSOCIATED PRESS
BROADCASTERS’ ASSOCIATION

FIRST PLACE
AWARD TO

wufy

DETROIT

For s progsim Farm Aedien sdpedged
the best Locatly shcduled Farm how
wine Cloaos LRadie dlyuionof the 1087

MAPBA news oo pertices.
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You've really been
turned on since 1940.

i AL

If yours was one of the 764 pre-1940
radio stations, your programing fare was
limited essentially to music from New York
or Hollywood. Virtually all of the rest o
American music wasn’t available to yow
or your audiences. Great bodies of music
which enjoyed regional popularity were
never heard by all of America.

Beginning in 1940, a significant change
rame about. BMI was formed. It gave
reators of music a chance to be heard and
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Nisers of music the benefits of a varied and
Sncreasingly major repertoire. From the
Sreginning, BMI[’s interest included the
Soundstage and the theater but extended

ar beyond to all of the other musical
S xpressions of our culture. During the

“rears of BMI’s existence, and because of
BMTI’s concern, the many sounds of Amer-
tan music have been heard, accepted and
icclaimed. Among them have been coun-
ry,jazz, rock, western, gospel, rhythm and

blues, contemporary concert, electronic
and experimental music. All of these are
now a part of the American musical scene

Today, after 28 years of encouragement
of all kinds of music, BMI is home for
some 18,000 writers and 8,000 publishers
Nowhere more than on radio is the variety
of their music evident. Today, instead of
764 stations there are 6,391. And their
primary programing fare is music. More
than half of that music is licensed by BMI.

o
.-/-_-‘,
g, me
o, ke
T,

BM! believes that such a vast number of
stations are able to satisfy audiences only
because of the tremendous variety of mu-
sic now available.

BMI intends to continue as the leading
contributor of radio-broadcast music as
well as music used in all other media.
Whatever direction music takes, BMI writ-
ers will be in the forefront
of change. And you will

continue to be turned on.
BROADCAST MUSIC INC.

All the worlds of music for ail of today’s audience.
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You have to get agency people

POLI'TICAL AGENCIES
from page 94
another man tor four years.”

Agency heads usually wave {lags
about civic responsibility, belief in
the candidate they've taken on,
cte, as justification lor handling
political = accounts.  In  addition,
Gardner of Papert, Koenig, Lois
notes: I think advertising people
generally  like  politics and  cam-
paigns. The adrenalin flows very
trecly and you can put in 100-hour
weeks without any trouble. There
now seems (0 be a sub-colony ol
politically oriented radio and TV
production people. We had some
people working for us on the
Kennedy primary campaign that
had worked for us in the '64 sena-
torial race and T hadn’t seen since.
I sometimes wonder where they go
between elections.”

Says Nixon’s Poister: “I think a
lot ot people secretly love it. 1Us a
challenge to work above theiv own
capacities.”

Is also pride and excitement:
“When my wife or a copy writer or
an overloaded traffic man gets dis-
custed or depressed,” savs Gardner,

I ind myself turning to them with
the prod ol saving, ‘After all, what
you are involved in is the election
of a President ol the United
States.”

The agencies make most of the
participation in key jobs on a cam-
paign team voluntarv. “We aren’t
assigning people to the Humphrey
account  because it would  show
very quickly il we did,” said Doyle,
Dane’s Kopelman. “The hours and
pressures are exhausting. They’'d
give in very quickly if they were
just doing it as a job.”

No oultsiders needed

Doyle Dane is the only agency
stalimg its political account solely
from within the agency. “In an
agency as creative as ours, we don't
have 10 go outside lor people,” says
Kopelman.

The Nixon account is, and until
the assassination the Kennedy ac-
count was, stalled on the “anchor
and loan” plan established by the
AAAA in 1956 under which one
agency (Fuller & Smith & Ross lor
Nixon; Papert, Koenig, Lois for
Kennedy) provides the  facilities
and  central  orgunization, and
volunteer workers [rom other agen-
cies are recruited. Depending upon
the alfluence of the volunieers,
they may either work lor nothing,
get paid on a per-diem basis, or in
the standird anchor-and-loan plan,

‘RLEVISION MAGAZINE

who won't break and run under hre

the anchor agency reimburses the
Hoan agency, which continues 1o
carry the loaned volunteer on its
regular payroll.

At this point, Poister cstimates
that the Nixon account has about
35 people assigned to it full time,
about 12 of them trom outside the
agency. There also are four part-
time outsiders in media bhuying and
another five in the creative section.
As the campaign heats up (il Nix-
on wins the nomination), the Nix-
on ad staff will increase. “'If things
really get tough, we could have 100
people in here betore the election
1s over,” says Poister. ““Although I
fhope not that many, because we'd
run out of physical space, for one
thing. But as the size of the staft
goces up, the percentage of outside
workers will increase tremendous-
1y.”
At the height of the Kennedy
primary campaign, Papert, Koenig
had about 40 full-time people on
the account, halt of them from
outside the agency, plus another 30
part-timers, including typists, bil-
lers and estimators, most of them
from outside the agency.

The need for care

Account manager Gardner said:
“Because of the crucial nature of
traffic and forwarding, we needed
regular agency procedure not to
drop the ball.” On the other hand,
most of the copy writers below
chief Fred Papert were from out-
side the agency, including a couple
ot major executives of other agen-
cies. “The entire TV production
ream was staffed {from outside ex-
cept for one producer who served
as a link between us and them,”
said Gardner. “It was really an
amalgam.”

Interestingly, with all its creative
people, in addition to handling
Humphrey internally, Doyle Dane
has been counted to have volun-
teers working outside the agency at
various times during the spring for
McCarthy, Kennedy and Rockefel-
ler. “Not everyone at Dovle Dane
wears  a Humphrey  button,”
concedes account supervisor Kopel-
man. “With over 1,500 employes
here  not  everyone drives a
Volkswagen or Hies American A\ir-
lines all the time either. We're not
a bunch ol robots.”

By stathng their account inter-
nally, Doyle Dane has an advant-
age in that “all the key people

don’t have to get 1o know each
other,” according to Kopelman,
but at the same time, there's a

WwWwWw americanradiohistorv com

disadvantage in that it requires “a
tremendous reorganization of com-
pany resources. Because of the
large amount ol money heing spent
in a short time, the account re-
quires a tremendous number ol
people. But come Nov. 5, that's the
end and we'll have to be ready to
redistribute our people, so it re-
quires long thinking on how to do
this without disrupting the whole

operation for a short-term ac
count.”
An anchor-and-loan team obvi-

ously is easier to set up and dis-
band after the election, since there
arc fewer people to redistribute
within the agency, but this system
provides initial problems in orga-
nization.

“There obviously are problems
in cohesiveness,” says Gardner of
Papert, Koenig, “the kinds of prob-
lems you have anywhere putting
strangers together. Sometimes they
don’t mesh or can’t do the job they
were hired for. But there are fac-
tors that tend to solve these prob-
lems. Things don’t always get done
in the best way, but they get done.”

As long as the agency provides a
central, disciplined office, however,
notes Nixon’s Poister, and as long
as a volunteer is good at his profes-
sional specialty, “it makes up for
the fact that he doesn’t know all
the minutiae of agency function. If
he writes well, a copy writer doesn’t
really need to know how the agen-
cy operates.”

The pro’s coolness

Agency executives agree that the
key to taking on any personnel for
a political campaign, volunteer or
from within the agency, is their
professionalism. “You have to get
people who won’t break and run,”
says Poister. “It takes a very strong,
push to work creatively under fire
on a major political campaign.
They can’t throw up their stand-
ards just to get the job done. If
you get people that have been in
the business any length ol time,
they know the anguish and travail
1o expect in a political campaign
and they are sort of prepared for it
emotionally.”

Poister adds that in addition to
coolness, flexibility 1s another
prerequisite for the staff of a politi-
cal campaign. “You might hire a
guy with a lot of broadcast experi-
ence to be a TV buyer. but the
next week he may end up working
on billboards because that’s wheve
the momentary crush is.”

Agency executives list pressure
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‘ Peaceful? Just a mile away there’s a street that millions

think is the busiest, most glamorons boulevard in America!

Can you guess which city these homes are in? Here are some accurate (but misleading) clues:

¢ The City, and the county area around it, has 85 schools, with 22 more in the planning stage.
e Its people support 143 churches.

e There are one-and-a-half times as many people living here as there were just ten years ago.

Schools, churches, families —and more families. These clues won’t help you much unless you
really know...Las Vegas. They mean a great deal to the management and staff of KLAS-TV
because they are the terms in which we think and act for this wonderful area. It’s a commu-
nity where 66,000 children are growing up. Where 82,000 families have built homes and are
clearing the desert to make room for the million residents expected by 1985. Annual sales of
goods and services already stand at more than a half-billion dollars!

Yes, Las Vegas offers the excitement of ‘“The Strip”. But more importantly, it stands for re-
sponsibility and opportunity. That’s why KLAS-TV, ‘“The Station That Cares”, focuses so
much of its programming on local needs and interests.

Here are some recent additions to this community-centered programmaing:

- OUR TOWN. Twice daily, Monday through Friday. Civic, RELIGIOUS DIALOGUE. Each week local clergymen discuss
¢ community and social events. current trends and problems.
"RECREATION DIRECTORY. Covering every aspect of TELEFORUM. Guests of local prominence discuss problems
! leisure living available to Southern Nevadans. of immediate concern to the community.

STRATEGY. A weekly look at our school system — from
kindergarten through the University level

This is only a beginning. KLAS-TV is constantly improving its technical
facilities and will continue to add programming that will stress Channel
8’s image as “The Station That Cares!”

KLAS ‘TV, Las Vegas. “The Station That Cares.” CBS @ Channel 8 for Southern Nevada.
Paul Stoddard, General Manager. Represented by the Edward Petry Co.
A service of the Hughes Tool Company @ P. O. Box 15047. Telephone: 702/73

www americanradiohistorv com
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A l)(mc l)llllC })ldll 101 a camp’ugn doesn’t al\/mys go as planned

POLITICAL AGL\TCIES
[rom page 98

as the greatest single lactor distin-
guishing a political campaign fromn
anv other advertising  drive. “It
makes ordinary business look like
heaven,” savs McCall.

“The whole world is compressed
i a political campaign,” says Gard-
ner. “Twenty-four hours seems an
con. You do an ad in one dav that
would take seven working days on
a normal account.”

Poister likens a political account
to the tact that “in 60 days you arc
doing the equivalent ot what Proc-
ter & Gamble might spend a vear
and $50 million or $60 million on
introducing a single new brand.”

Says Kopelman: “Evervone in
the advertising business is used to
deadlines, but not every day.
Where in a standard account vou
have peaks and valleys, a political
race has steadily increasing pres-
sure; there are 100-vard dashes mn a
regular account. We're sprinting a
mile.”

All agency  executives
20-hour days, 100-plus-hour weeks
for everyone working a political
account, from the top down.

To keep up with the sprint, po-
litical advertisers agree on two ¢en-
eral characteristics ol a campaign
staff: effective communicarions and
Nlexibility.

talk ol

TVhen in doubi, acl’

‘For all the talk about the eKn-
nedv nachine. 11 seemed very
much a myih \Vll(ll you were in rlle
middle ol it,” said Gardner. “Its
bhastc characteristic was chaos. In-
formation just can’t be distributed
in the norimal way. It has to be
disseniinated  almost instantly,
sometimes at the expense of orga
mization. ft's not very orderly he-
cause  when  things  are noving
quickly, you gee whole areas ol
duplication, you nay have seven
people doing the same thing, I
you stop and wait for someone to
ger answers for vou, the question
may go away. ‘This is an advantage
in that it provides an amazing
amount ol Treedom up and down
the line for people to act with very
little red 1ape. The basic slogan is:
‘When in donbt, act”

“Of course, with very little time
to test and evaluate ideas, there are
going to be errors made, And there
is a disadvantage in that some frus.
trations will arise hecause the poli.
ticians are also making intuitive
decisions and il you clash over
something, there is no chance for

TRLAVISION MAGAZIN

mediation or arbitration of the sit-
uation.”

McCall cites similar problems on
a local level with the Lindsay may-
oral race. “With no normal lines of
communication, vou run the risk of
having 20 people at the political
headquarters calling up 20 people
at the agency with the same ques-
tion.” To head this oll, his team
held meetings every morning and
issued daily status reports on cvery
phase of the campaign “even if
therc wasn’t anything to report for
the day. It saved us.”

To maintain proper communica-
tions on the Humphrey campaign,
Kopelman has two red “hotline”
telephones on  his desk, one of
them tied directly to Washington.
Also “we're in Washington roughly
two days a week and they're up
here [requently.”

Kopelman says: “We have virtu-
ally instant communications be-
cause you have to be very, very
tight in this area, plus you have to
be so flexible that one phone call
can change the whole ad strategy.
The Vice President can come out
with a new statement that may
make the current ads you're work-
ing on ancient history.”

In an attempt to impose some
organization on the inescapable
disarrav ol a political campaign,
Poister  has  charted (the Nixon
eftort into four basic functions: po-
litical policies, which are solely the
function of the Nixon advisory
stall and are handed down to the
agency; information, which is led
in [rom a number of areas, such
things as polls and rescarch sur-
veys, reports on activity ol the op-
position  candidate and  observa-
tions on important local issues in
key states; campaign operations.
which are defined as tactics of the
dailv  fight—advertising  strategy,
media buys, inance and adminis-
tration.

Blueprint Lo election tine

Poister also set up a 20-week
planning  diagram  {or  the cam-
paign, stretching from the begin-
ning of May until the election. It
was broken down into the major
civisions ol client, agency contact,
media, rescarch, creative. By the
first ol July, some sections already
had gotren ot ol phase with prog-
ress in others.

“Well,” said Poister with resigna-
tion, “it’s just a basic battle plan,
and hattles don’t always go as
planned.”

Except for the previously cited

www-americanradiohistorv com

and
political

requirements
coolness under

of (lexibility
pressure,

adverusing seems 1o require few!

specialized skills of stall members.
There are no unusual tricks, for
example, required of a good
creative team. Quite the contrary,
Gardner [ound on the Kennedy
;1ccount “The best copy writer we
had was a girl who was politically
naive,” he said. “She’d go to the
politicians and say: ‘Explain this to
me so I can understand it.” Then

she’d reduce the 1ssue or situation!

|

to language which \\ould explain
it to the average citizen.’

As far as actm] duties on a po-
litical ad team, Gardner finds “they
are identical to any account, ex-
cept that the timing margin is dif-

ferent and the work load shifts rap-

2

idly.” One hour the stress is on the
creative team,
people, next on traffic. This again
calls for flexibility among person-
nel.

“In a stress situation, a media
supervisor sometimes may have to
function as an account executive;
it we suddenly have a call to do a
documentary, we may have to pull
in  everyone with
writing experience and one ol us
with a documentarv Dbackground
might take off our departmental
hat and set down to make al
documentary,” said Poister. “Ex-
ervone must he available so that wel
can take the bhest equipped people
and throw them into the breach
for any situation.”

Wheve diflevences might be

Structuring ol a political adver-
tising stafl is remarkably like that
ol almost any other ad campaign.
except at the very top and hottom.
At the top, there generally seems to
he one administrative level abov
the normal account executive, and
it is diflused among top agency
people.

Thus on the Kennedy campaign,
ultimate responsibility was sprea
three ways—among Gardner, over
the account executive; Papert, in
charge of the creative team, and
Murphy oversceing media plan-
ning.

Supenlslon of the Humphrey
drive also is jointly maintained,
with  Kopelman over the account
exccutive and Bernbach serving a
creative director over a team of art
directors headed by Ken Duski
and a copy writing team spearhead:
ed by Paul Green and David
Hertzhun,

On the Nixon campaign, C. R

the next on media,

documentary

!
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You're using our ﬁlm? .
We're usimg your commercial!

Ah, the disadvantages of having a great ~ medium. It demonstrates the flexibility film
commercial shot on Eastman color ilm. 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



www.americanradiohistory.com

Just doing our job

as uanner

May 20, 196%

THE BOARD OF JUDGES OF
RADIO-TELEVISION AWARDS FO
PRESENTS THIS CERTIFICATE. O

TiM SPENCER

of the 1968 Wnee
ouistamnding crestive work in e
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THE ALFRED P.SLOAN
R HIGHWAY SAFETY
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but we're proud we were noticed.

The Gilmore Group added two new national awards
to its collection this year. Pardon us for being a little
proud.

For a series of television and radio announcements
during Freedom Week, Freedoms Foundation
awarded WSVA with the George Washington Honor
Medal.

For a series of 79 editorial spots on traffic safety,

7

the Alfred P. Sloan Foundation presented a “distin-
guished public service’* award to WEHT-TV.
Promoting the American way of life; concerning our-
selves with the varied problems of our cities; com-
municating with our audiences as responsible broad-
casters—these are the regular jobs we cut out for

ourselves. The awards are great, too; they inspire us
to do more.

D ecaars UQ-Q,M»UI/VQ/ A CoW»»Z:%: (/Mro&)-w‘ﬁt_

GILMORE BROADCASTING CORPORATION

GENERAL OFFICES: 202 MICHIGAN BUILDING

KALAMAZOO, MICHIGAN 49006

WLHE- IV KO- 1V

- Lvansvilln Topiin
] g 0 Calisiare, Yoo prasagent

KRN

WSVA-AM WSVA-FM

Harrisanburg Hasrisonburg

WSVAIY Koo |

Hanisonbing loplin

www americanradiohistorvy com
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| POLITICAL AGENCIES
| from page 100
| Giegerich, creative chief and ex-

ecutive vice president of Fuller &

¢ Smith & Ross. splits responsibility

I with Poister. In addition, the Nix-
on drive emplovs two major coor-

' dinators, one a liaison tor all
broadcast communtcations and the
other an administrative assistant
under Poister who serves as a li
aison with all other departmenis.
These are jobs that Poister savs
“would not normally be used on an
account.”

On the other end. trathc and
expediting departments are some-
what more heavily staffed on a
political campaign because of the
often crushing and last-minute
loads there. “Communications are
horrendous between the agency
and all 50 states at once.” notces
Poister. “You can imagine the
tremendous load 1t puts on the
account service people and think
of the poor media people on the
phones calling 20 stations at one
time for last-minute availabilities.”

Cardner says: “On a political
campaign, basically the whole
agency is a hig trathc operation
It's easy for me to decide what 1
want on the air and where. but it’s
up to the traffic people to get i
there.”

He cited California in the pri
maries, where there were 30 televi-
sion stations, and Indiana, where
there were 25, “Material often
wasn’t completed until the 22d
hour and not delivered until the
23d.” he said.

“NMost stations waved rules on
48-hour previewing of commer-
cials. In Indiana. a circuit court
judge issued an injunction on the
showing of a commercial on a tech
nicality the night before the elec
tion. We spent the evening finding
a higher judge. who at 10:30 issued
a stayv of the order. Then we had 10
send telegrams to the siaiions to
pull a repeat ol an 8 o'clock show
and put the originally scheduled

¢ one back in.”

On the whole, while political
advertising adds excitement and a
certain amount of disorganization

{ to agency routine, executives agree
i that it cannot be allowed to seri
¢ ously disrupt regular business.
§ “This is a two-way sireet,” says
! Doyle Dane’s Kopelman. “\We
! can’t slight a client we've had for
}'\ years for a six-month client”’—even
¢ if he may be the futune President
I of the country. “That’s not fair to
our stockholders. Serving a politi
cal candidate doesn’t mean losing
© money. If you [do] it right. you can
have the hest of both worlds.” END

L

Ve

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

WILX-TV\ .

BATTLE CREEK  anN ARBQP'
i ‘

® o
JACKSON

1. More efficient distribution 4

of circulation.

2. Dominates southern half of
circulation. (Lansing and south) WILX-TV

3. Puts more advertising pressure i g
where it’s needed most. 1048 Michigan National Tower

4. Gets you more completr ~nverage A’ Lansing, ALl Lol et

-ho yOU MOTELOMPIELT moverage <. ... )
with less overlap. ADIO TELEVISION B8ALES, (NC.

LOCAL FALL PROGRAMMING TIME
MEANS LOCAL -

j}ﬁ ';'-'-I" _f!rll y .j-‘. )

MEANS FIRST-RUN
MMOes

MEANS PRIME-TIME

MmMories

MEANS BLOCKBUSTER

Mories

“DARLING”

Academy Award
Winner

is one of
250 BiG
FEATURES
AVAILABLE
NOw!

Call or write £. Jonny Grall, Vice-President for Television
AVCO EMBASSY PICTURES CORP
1301 Avenue of the Americas, New York, N.Y. 10019 (212) 956.5528
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FOCUS ON

RCOMIMIERCIALS

1) Fred, the protagonist, hums while

iuspecting lus full head of skin. Voice ove
dhex as the controls company.”

2) Voice over: “At Abex, we make [riction

conlyols for fishing rods, jet planes and

fire engines.”

3) “Wear controls for bulldozers, freight cars

and chewnical plants. Fluid-power controls

for anwtomated maclunery, rockets and rapid

(ransit.”

1) “Sovry, Fred, we can’t control everything.”

5)“dbex .7

6) Vorce over, accompanied by electronic

sound: " The conlyols company.”

3

The Controls Company

TELEVISION MAGAZINE
wwWwW americanradiohistorv com

Building Abex’s .

corporate image
for the Big Board

While everyone these days is be.
moaning the high costs ot produc-
ing commercials, J. M. Mathes has
come up with a class-A, 30-second
spot for a little over $6,000.

Such uncommon thrift was exer- |
| cised in behalf of an unlikely ad-

vertiser. Abex, “the controls com-
pany,” as it likes to be called, man-

| ufactures products that lack mass-

market appeal, to say the least.
Abex started as American Brake-

shoe in the days when the railroads |

were thriving. No Jonger simply a
supplier to the railroads, but a
diversified manulacturer ol control

products for industry, Ainerican !

Brakeshoe was rcnamed Abex a
few years ago.

The company had found a name
like American Brakeshoe restric-
tive and picked a generalized, ab-
stract name that would not be
quickly outgrown. Yet when Opin-
ion Research polled the financial
community for Abex in the sum
mer ol 1967, Abex learned that, as
a corporation, 1t was invisible. Not
that it had made a negative nmpres-
sion; the pul)licly owned company
had not made any impression on
brokers or investors, on all the im-
portant people in government and
banking. The solution that sug-
gested itselt to Abex was advertis-
ing, including television in three
markets for a start—New York, Los
Angcles, and Chicago.

T'his spot is one ol four commer-
cials which demonstrate events that
Abex can’t control—acts of God

like birthdays, heaviness, thunder |}

showers, and, in this case, baldness.
A man combing a bald head too
far gone to worry about does not

ordinarily bring to mind hydraulic |

pumps. The copy does provide a
profile of the corporation, listing
some of its industrial products. But
copy and video go their separate
ways until the Abex logo—which is
itself of no small consequence and
impact.

“As far as I'm concerned, the
copy happens to be background
noise,” copy-writer Steve Hunter
says modestly. “We are not particu-
larly interested that you remember
that Abex makes a brakeshoe,” as
long as “Abex” and “controls com-
pany” are seared into a few stock-
brokers’ minds.

“FEducation is a very expensive
process,” adds Hunter. Since Ma-
thes is selling a corporate image,
not a brakeshoe, to be very specific
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about so diversified a company
would be not only needless, but
impossible in 30 seconds.

If Fred’s fruitless exercise with a
comb is an irrelevant attention-
getter, the commercial really zings
it to you with the logo. Longer
than most and with a good deal
more emphasis, the logo 1ncorpo-
rates an electronic sound, the only
thing resembling music in the spot.
The strong ending, Hunter savs,
“has its purpose—to seat the con-
cept that Abex exists and is the
controls company.”

The Abex commercials aren't
running in July and August, but
will be resumed in September.
During the two-month hiatus, Ma-
thes research is taking readings on

| the campaign’s effectiveness, and

the client will be making up its
mind about the future of Abex and
television.

Mathes is happy with results so
far. Abex’s volume—a better indi-
cator than price—on the New York
Stock Exchange has increased sig-
nificantly since the spots began in
April, according to the agency.

The leap into TV meant ex-
panded advertising expenditures
for Abex. “Thev increased their
budget roughly—if they go for the
whole program—about 3097,” esti-
mates Hunter. About 709, of that
new budget goes into television,
with the other 309 in print.

While a spot that costs $6,000 to
produce is a bargain, the agency
claims it would have been cheaper
still had it not heen for a big
overtime factor. Abex was in a
hurry to get the spots on the air
before summer. Aram Bohjalian,
the agency’s producer, explains:
“This commercial was shot on the
8th and 9th of April. The client
played it at a sales meeting the
28th of April, complete, in color.
And we went on the air the 29th of
April, three weeks from shooting.”

The production company was
Focus Presentations. Creative and
art director on the account is F.
Paul Pracilio.

The spots are appearing in local
ncws reports, both early and late
evening, “as close as possible to the
stock-market reports,” says Hunter.

Mathes’s client is now busily eval-
uating its trial run on spot TV.
Mathes feels confident its client
will endorse a move into more
markets in the fall. Mathes has a
total of nine target cities on its
lists, should Abex go for it.

The agency is sure television was
a wise move for Abex. “We could
have done this with print in five
years,” Hunter says. END

Ways to use
minority groups
in commercials

by Granger Tripp

There is an urgent need in our
industry today to increase partici-
pation by Negroes and other mi-
nority groups in television com-
mercials. The reasons lor this need
are fairly obvious:

* It is both illegal and immoral
to discriminate against Negro ac-
tors.

® There is an important mar-
ket among minority group mem-
bers, who, like everyone else, can
be reached most eitectively by com-
mercials with which they can iden-
tify.

* Perhaps most important, the
TV commercial has become such
an integral part of our world that

| to be excluded from commercials is

to be shut out of a vital part of life
itself.

It is a tribute to the impact of
TV commercials that representa-

| tion in them has become so 1mpor-

| tant.

Everyone agrees that the
world we squeerse inside our 60-, 30-
and 20-second walls is often an
unreal fantasy, but evervone wants
his share of the dream.

Most people in our industry
scem willing and usually eager to
see that the dream is shared on an
equitable basis. Much progress has
already been made. But wishing, or
agreeing, or in some cases even
ordering, won’t make it so.

If we are to meet this challenge
effectively, it is important to under-
stand some of the reasons good
intentions are not enough.

Suppose a client were to issue a
directive that said: “In our com-
mercials, we will use Negro per-
formers for any role in which it
would be natural and normal in
American life for a Negro to be
seen.” And suppose his agency
were to accept that directive, sit
back, and simply let nature take its
course.

Would the next package of com-
mercials include a noticeable in-
crease in the number of Negro
performers? Not necessarily. And
yet the failure would not be the
result of bias, evil intentions, or a
deliberate intent to frustrate the
client’s wishes.

Consider the structure of the av-
erage commercial. It is designed to
make one or two simple copy
points, quickly, clearly, with great
unity of design. The result is often
a commercial in which only one
Tripp is VP-creative supervisor at J.
Walter Thompson, New York.
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performer, or performers ostensibly |

all members of one tamily, are
seen.

Many smaller brands run only
one comuercial at a tnne.
writer will tend to make his per-
formers  representative  of  the
largest single group of potential

The |

users he can nnagine. The majority |
will get exposure, while the minor- |

ity is overlooked.

What happens then to the
client’s good intentions? Quite pos-
sibly, nothing. The commercial
nay meet the test of the policy
directive, and minority-group rep-
resentation is postponed ‘‘until
next time.”

Or, therc may be a last-minute
etfort to create additional roles es-
pecially for minority-group mem-
bers. In the nature ot things, these
actors-come-lately  will  probably

| find their part in the proceedings is

small indeed. The minority-group
member is, in the words of Gordon
Webber, vice president in charge
of broadcast commercials at Ben-
ton & Bowles, “relegated to the
back of the commercial.”

What then should be done?

First, it secms to me that no one
in our business can say: “It’s not
my department.” Client, account
man, writer, art director, producer,
casting director-—each can play a
positive role in bringing inte-
gration to commercials. Most im-
portant, in my own undoubtedly

biased view, are the writer, art di- |

rector and producer. Of these, in
most cases, it 1s the writer who is in
the best position to start at the

beginning with a structure that |

will provide chances to reflect our
society in an honest, effective way.
One method has been described
by Al Tennyson, vice president of
commercial production and busi-
ness manager at J. Walter Thomp-
son, as “vignette staging.” Here we

| see a series of short, related scenes,

in which a number of consumers
are shown enjoying or reacting to
the product. The unit of the com-
mercial is maintained by staging
each vignette in key with the oth-
ers, so that all of them, taken to-
gether, build to a forcetul climax.

“Slice-of-life” commercials can
be created in which members of
different racial groups can meet in
dramatic situations designed to il-
lustrate the product’s benefits.

Use of famous or unknown pei-
sonalities in endorsement commer-
cials offers another opportunity to
allow each segment of the market
to identify with the commercial
being shown.

Whatever the structure chosen, T

Continued on page 106
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think it will be more eilective as a
selling vehicle and a Dbetter reflec-
tion of our population if it is
created from the start with this
objective in mind.

This is not intended to let other
peopie oil the hook. The client
should make his directive clear and
explicit. No one really likes the
idea of establishing quotas, but he
can let it be known that he expects
to sec¢ speafic results in the very
next commercial package.

The account man can help by
carrying this message back to the
agency in a clear and direct man-
ner.

The casting department, of
course, has a special opportunity.
Even if the writer and producer
have {atled to suggest minority-
group members for various roles in
the commercial, the casting depart-
ment has an obligation to propose
them. Of course, wherever extras
are used, they, too, should rep-
resent fairly the population of our
modern society.

As we move toward the greater
use of minoritv-group members in
our commercials, conflicting points
of view are bound to emerge. Does
a certain role, for example, merely
further an unfair stereotype? Is it
unfair to show Negroes in situa-
tions where, in fact, discrimination
still exists? The advice of experts is
mmportant.

But differing points of view seem
less important than the major goal
we should ser for ourselves: to let
every viewer, adult or child, white
or black, see something ol himself
reflected in the total advertising
picture that comes through his tel-
evision tube. It is an opportunity
and an obligation we should not

[a1) 1o mcet. END
WAR ON COSTS
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years; the director's fee is up

2009,; the cost of raw film stock,
black and white, is up 1009, and
color film is up 3669, Only the
assistant  cameraman’s  fee  (up
129y and the cost of somnd crew
and cquipment (np 139) are rea-
sonably consistene with the 11.997
cost-ol-living rise in the last five
years

1. Walter Thompson did a study
similar to the one made by AAAA.
The Thompson study  compares
the gross production cost of a com-
mercial made in 1964 and a com.
mercial with the same specifica:
tons made in 1967. The Thomp.
son stacy incdndes not only net filim
production costs, but such expenses

TELEVISION MACAZING
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as music, talent, agency commis-
sion and sales tax. In 1964 one
60-second color spot that required
an cight-hour day in the studio,
2,000 teet of film and one living-
room set cost $14,419 to produce.
The same spot cost $15,658 to pro-
duce in 1967. In 1967, it cost $20,-
157 to produce in color, up 24.59,
over color in 1964.

The estimated rise in the cost of
music—an expenditure not covered
in the AAAA report—was 289
over three years. Talent, according
to Thompson, rose 169, while the
agency commission on color com-
mercials was up by 489,

The AANA report pinpoints the
principal reasons for skyrocketing
costs. Among them are such factors
as the trend toward original music,
new union contracts, and Federal
Trade Commisston and NAB code
standards that require faithful
demonstrations resulting in longer
shooting schedules. The use of still
photographers who tend to over-
shoot and experiment with costly
film stock has proven a major ex-
pense.

“The ‘star system’—the use of
overscale directors and cameramen
-— can mean astronomical fees.
When agency writers and art direc-
tors double as producers it can cost
somebody a bundle. As one agency
spokesman put it: “Creative people
always want to go first class.”

Color, of course, means a lot
more money for raw film stock and
almost 1009, more for contact
prints. But color also requires a
longer shooting day, more em-
phasis on makeup and wardrobe
and  more expensive lighting
equipment.

Except perhaps for color, the
greatest single factor in high pro-
duction costs is simply the level of
sophistication and complexity re-
quired of & commercial today. The
race for viewer attention demands
a lot: more location shooting, more

N - O, .
color, fancier camerawork, bigger
budgets. It’s back to the rose in

limbo and the castle in Spain.

More than one producer, in re-
sponding to this report, says: “But
you can’'t make the same commer-
cial in 1968 cthat you made in
1963, Production  values have
changed. Tust because an advertiser
is spending 7297 more money on
commercials is no reason 1o assume
he has as much as 19, more of a
shave of the market, etther. It costs
more to reacl less. “To stand still
in the quality ot your advertising
would mean that vou were losing
ground in terms of your audience
awareness .. ." as one ilm man put
it, “which doesn’t mean that more

www americanradiohistorv. com

money makes a better commercial,
but it means that you have to make
a more sophisticated product to
captlure attention at this particular
point in time.”

It used to take only a day to
shoot a 60-second spot, says Shil-
linglaw, but that’s rarely the case
now. There is now a concern with
characterization and mood, which
is not always reflected in the scripts
but which is apparent in a compar-
ison with commercials of five years
ago. “Good examples are our Lis-
terine commercials. They are clas-

sics.  And the scripts haven't
changed. The scripts haven't
changed one word,” says Shil-
linglaw.

Thompson’s examination of com-
mercial costs compares not only
two commercials with the exact
same specifications shot in 1964
and 1967, but also makes an inter-
esting comparison between a 1964
commercial and a 1967 commercial
that is basically the same, but has
today’s look and style. The 1964
commercial was in black and
white, but in 1967 it must be in
color. In 1964, it took one day and
2,000 feet of film to shoot a 60-sec-
ond spot. In 1967 it took two days
and 4,000 feet of film. In 1964 it
took $14,411; in 1967 it took $25,-
767.

Not everyone is staggered by the
hig increases AAAA and other
studies have reported. Pete Moon-
ey, president of Audio Productions,
thinks things could be a lot worse
and said so to a gathering of film
producers in New York. “I think
the survey as it was mounted is
doing a service to the industry in
explaining a lot of the things that
have happened over the last five
years, but I felt, as I reported to
you that we could well have
talked about also the savings and
the economies that the industry has
put into play in the last five vears.
I think this 7297 is valid. I would
not challenge it. But I think that
7207 would have been 1509, or
more if the agencies, the industries,
our suppliers, the labs, the film
people, the lighting-equipment
people didn’t come up with all
kinds of improvement in technolo-
cies that we conld take advantage
ol and are taking advantage of.”

It is also true that television pro-
gram production costs have risen
6097 in the last five ycars, so the
headaches appear (o be industry-
wide and not exchusive to commer-
cial production,

‘The AAAA report has not met
with unanimous and hearty agree-
ment. Some producers felt that a

|'
|
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we deal in P. |.
every day

PUBLIC INTEREST!

WRC-TV’s interest in the community embraces
every broadcast hour — we schedule 40 hours of
news and public affairs programs every week. This
community interest pays off . . . WRC-TV has been
honored with 23 major awards over the past year.
And, our viewers have given us the greatest acco-
lade of all . .. WRC-TV ranks first, sign-on to sign-
off, in every major demographic category. (ARB,
May 1968).

WRCEBTV4

WASHINGTON’'S COMMUNITY MINDED STATION
NBC Owned

Audience and related data are -based 0}1 estimates provided by the rating service indicated, -and are subject to the qualifications
! issued by this service. Copies of such qualifications available on request.
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Adverusers also nddle widh commercials, pushing up the costs

WAR ON COSTS

from page 106

comparison of commercials then
and now is like a comparison of
apples and oranges—unrcalistic.
Others accuse the committee ol
casting around lor a scapegoat, of
making excuses (o their clients at
the expense ol the fauliless. The
responsibility, said the head of one
film house, was not equitably dis-
tributed.

All this has made Rubin defen-
sive about his work for AAAA:
‘We had no real ax to grind in
making this report other than ex-
plain to our clients, all of them
having asked, why commercials are
costing so much more. This does
not purport to say: Here’s how to
cur costs. This simply, really, is to
say that these are legitimate costs:
there's no magic, no mystery Lo
these costs; they're legitimate in-
creases.”

Though Rubin says he does not
purport to tell the business how to
cut costs, the report contains some
definite suggestions along those
lines. The suggestions may not be
new: thev may be “old hat,” as one
cost-control man called them, but
there they are, anyway.

Since the report’s unveiling in
May, the industry has had a chance
to mull over those suggestions and
cdecide how to respond. In the
meantime, some advertisers have
been putting the heat on. They
may not have been sure what com-
mercials were costing them before,
but now they know.

——
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Costly delays

Yet the advertiser isn’t blameless
either. At a recent meeting of the
Film Producer’s Association of
New York one member had this to
say: “By the time a production
house gets a job, there is always a
last-minute rush. Also, after the job
gets into the production house, all
too olten you hnd when a job gets
sometimes as far as the answer-
print stage, someone will come up
and say we can’t show this or we
can’t say that, or a client will come
up and say this is not what we had
in mind.”

“Until the client, I think, gets
more involved in doing more than
giving lip service to the idea of
saving money, I don’t think we're
going to get very far,” added an-
other producer.

The AAAA report puts the more
carciul use ol time and better pre-
production planning at the top of
its list of money-saving suggestions.

TELEVISION MAGAZINE

It esiimates the 42.59 of the revi-
sions made in preproduction were
made, not by the agency, but by its
client.

Even the most sell-confident of
cost-control experts is reluctant to
horn in on the creative
things. The agency writer and art
director have enjoved a period of
relative power, and now, many cost
men lear the tantrums creative
people will throw if they are re-
strained in any way.

A producer at a major film
house belicves the business man-
agement at agencies have absented
themselves long enough and that,
by creating these cost-survcillance
programs, “they are adding a pro-
lessional staff to balance with the
creative stall.” How do agency
creative people react to economy
measures? ‘““‘Dreadfully, absolutely
dreadfully,” he says.

Still, AAAA goes so far as to

flencourage simplicity. Zoom lenses

'Jand hisheye lenses cost money. Rip-
ple dissolves cost money. Castles in
Spain cost money.

Clean creativity

Thompson’s Shillinglaw, in an
extended memorandum to that
agency’s creative department, sug-
gested simplicity, not only because
it is “the key to savings, but also to
a more creative product.”

“The desirability of simplicity is
further emphasized by the size of
the home TV screen,” Shillinglaw
continues. “Viewing our spots on a
96- or 120-inch screen, we have a
tendency to lose sight of the fact
that we make them for a 19- to
23-inch market. Keeping this in
mind should lead to simplification
of sets, action, sound, opticals and
cast.”

As costs have risen over the
years, a number of business experi-
ments have been launched. A vari-
ety of volume discount plans have
cropped up whereby an advertiser
will concentrate his business in one
film house and receive in return
some kind of price reduction or
rebate.

But volume discounting is not
always the smooth agreement it
seems. Agency producers have been
known to react unkindly to being
told they must use such-and-such
production house and may go out
of their way to create unnecessary
expense, according to one film
house. And one producer accuses
the film houses of double dealing,
as well: “Once you’re sure of your
volume, you can gradually raise

WwWWwWw americanradiohistorv com
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your prices. And it has happened. I
think that whole thing is a farce,
volume discount.”

— AAAA also suggested the consol-
1dation ol production services such
as opticals and editing into one
-editorial service, rather than open,
competitive bidding on every job.
‘Like volume (iscount, the econo-
my ol such consolidations is under
‘(111(‘.,11011.

At that recent FPA session, the
wisdom of consolidation was ques-
tioned from a creative point of
view. The objections raised were
the arguments against any sort of
mass production.

“How will a producer in this city
feel about just shooting the basic
photography and doing a rough
cut and then handing it over?”
asked one member.

“Why buy a good director and
not get your money’s worth by let-
ting him supervise the editing?
Buying that editor—he’s editing in
the camera—why not let him finish
ite”

Pete Mooney adds: “There’s no
question that in most television
programing today, or television
production, that if you divide the
responsibility—if you take a direc-
tor . .. and they go to a point and
then you turn it over to somebody
who doesn’t know a damn thing
about it and couldn’t care less, 1
think the agencies are going to let
themselves in for some trouble be-
cause you’ll never know where did
the responsibility lie. Did the edi-
tor mess it up? Did the fellow not
give them enough coverage? 1
think they're running a risk there.
The third item is that it might be a
combination of both.”

Union problem

A broader use of test commer-
cials, the AAAA committee felt,
would do much to reduce waste.
Such  low-budget  productions
would reduce revision and waste.
Test commercials have, however,
been a source of friction with, the
unions for some time.

Test commercials, ‘“‘meaning
cheap—meaning, if you can get
away with it, nonunion,” according
to Benton & Bowles’s Carroll, are
usually put together in small, un-
distinguished shops. The large,
union-bound film houses seldom
get a crack at them.

Last year, the International Al-
liance of Theatrical Stage Em-
ployes and Moving Picture Ma-
chine Operators, best known as
IATSE, proposed this solution:

e

e e —
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When the UP| announced its

uroadcasting award winners,
06 Name Game up...

]
WHDH-TV, Boston
won the award for the Best Television
News Story of the Year — 34 Hours:
The Escape of Albert DeSalvo.”

-
WHDH-TV, Boston
won the award for the Best Television
Election Coverage of the Year.

-
WHDH-TV, Boston
won a special “Citation of Excellence”
for a television documentary —
“The Impossible Dream.”

[ .
WHDH-Radio, Boston
won the Best Radio Documentary of the
Year for “The Impossible Dream” — the
radio version of the Red Sox dramatic run
for the American League Championship.

So from WHDH-TV and Radio, a heartfelt “thank you" to the Tom Phillips Awards Committee
of the UPI Broadcasters Association of Massachusetts. Again and again and again and again.

WHDH-TV and Radio
50 Morrissey Blvd., Boston, Mass. 02125. (617) 288-5000.
Represented nationally by Blair Television, a Division of John Blair & Company.
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I'he union would allow the pro-
duction ol test commercials with
reduced crews as long as no con:
mercial was aired more than once.
The plan was tried for 60 days and
was extended tor another 90 days
belore it was dropped altogether.
The catch: The union would re-
quire all agencies taking part to
produce therealter all their com-
mercials under union contract.
1'he agencies refused.

T One  proposal  that everyone
seems most eager to adopt is the
establishment ol cost-control units
at the agencies. The men the agen-
cies are recruiting for these jobs
are most olten culled (rom the film
house.

Belore joining Thompson, Sel
Shillinglaw was a producer at Fil-
mex, where he did all estimating,
and prior to that he worked for
Sarra.

“Isit in on all bidding sessions

and I bid them just as a supplier
would,” Shillinglaw says. “Il they
run considerably higher or consid-
erably less we call them back and
dig into it.”

Al Tennyson, vice president and
business manager at Thompson,
adds: “It’s not a job lor an account-
ant. You have to be a film man.”

Tennyson doesn’t believe a sur-
veillance program like Thompson's
could work at every agency. “The
relationship between that man and
the creative department is interest-
ing,” he explains. In those shops
where control is primarily in the
hands ol creative people, the cost
man may be at the bottom of the
heap. “Bernbach, ol Doyle Dane
Bernbach, would not report to this
man,” he says by way of an exam-
ple, “So creative decisions would
always override. You're back where
you started from.”

y With a 7297 increase in the last

TELEVISION MAGALINE
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five years, the industry is not a
little fearful of the next five. Agen-
cies and film houses recognize a
threat to business. Sel Shillinglaw
sums up what’'s on everyone's
mind: “Fewer commercials are
being made at present and even
fewer may be made in the next few
years.” Advertisers are looking to
get greater exposure out ol each
commercial now than they did five
years ago.

Rubim warns of an even more
menacing possibility: “After we de-
livered this study to the Associa-
tion of National Advertisers televi-
sion management seminar, we
broke into a number of groups and
the individual advertiser represen-
tatives at the seminar asked ques-
tions. A number of them raised the
question of their own production
sources. A number of them said, we
are already doing our own indus-
trial and public relations films. It
is only a step to go to our own
commercials. So they are thinking
this. It behooves us, therefore, to
act as intelligent, hard-nosed busi-
nessmen.”

But Rubin is basically optimistic
about the rate of increase in the
next five years. “I do not believe it
will be at the same rate . . . unless
some innovation, as has happened
with color, or a changing creative
[orce, unless something happens
like 3-D television is all of a sudden
here. I don't foresee anvwhere near
the percent of increase in the next
five years that we've had in the last
five vears.”

Tennysou also predicts some sta-
bilization. “We have really gone
thiough a revolution with the
influx of the still cameraman,” he
explains. “Many of these people
will learn more about film, and the
next step will be they will become
more eflicient.”

One producer, less optimistic,
[ears the time ntav come when tele-
vision will be the least cfficient
media buy: “T had a $1.200-a-dav
director tell me that he was very
angry that he was only getting §1.-
200 a dav. ‘They now want fwo,
chree, four thousand dollars a day.
Mavbe that’s an indication ol the
nexe five years.”

Sin Magdott, president of Elec-
tra Film Productions  olfers  his
own, cautions  point  of  view:
“There's a delicate balance in the
world roday. 11 we spend too much
to sell soap, we can tip that bal-
ance. 1 don't think we will. But 1
do think we can Jet our spending
get out ol proportion if we don't
watch it So we are watching ie.”

| END
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We're keeping heads above water by a simple
method of floating called “'drownproofing.” It's
a little known system developed more than 25
years ago, designed to keep people afloat in the
water for long periods. We found out about it
and devoted one of our MONTAGE" documen-
taries to it. Then a lot of other people got inter-
ested in drownproofing. Hundreds wrote for

WKYC-TV3

We're
keeping heads
above water

in Ohio

more information, so we printed a pamphlet.
Scores of schools and health organizations
planned to include drownproofing in their water-
safety courses. Now we're building a series of
60 second instructional spots for use in specific
time periods. We're out to keep people’s heads
above water. We think it's part of our job.

*MONTAGE is a 30 minute weekly color film documentary with a spectrum of program material as varied as life itself.
MONTAGE is produced by WKYC-TV, Cleveland, NBC Owned and represented by NBC Spot Sales.
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EYE ON THE GHETTO
from page 39

normally you couldn’t hear togeth-
er. We have the vehicle to bring
groups closer together. That’s what
we're trying to do.”

Why are broadcasters getting
into rhe act now alter sitting on
the sidelines while the urban crises
developed into a series of explo-
sions that culminated in last sum-
mer’s riots and the widespread
civil disorders and riots that [ol-
lowed Dr. Martin Luther King's
assassination i April 19682 One
broadcaster from a northern city

‘““Hey, white man!

Look at me!

Still can’t see me, huh?
You don’t want to see me,
but | see you.

I see you on billboards and posters,

magazines and newspapers.

where Negroes make up only a
minute percentage of the popula-
tion, but where a weekly dialogue
show between whites and blacks
has a prime-time slot, says that
“Some of us were very slow in
waking up to how critical this situ-
ation is. A few years ago many felt
that this situation would work itelf
out. But it hasn’t. No matter what
type ol program goes on the air it
obviously isn’t going to turn the
world over in a few weeks. But
every program 1is a help to the
black community.”

Although all broadcasters are

| see you on stage, on TV, on the screen.

I hear you, | read you, [ see you.

Everywhere | turn, there you are,

over and over and over again!

I’'m there when you wake up in the morning;
serving you breakfast, driving your car,

sweeping your floors, selling you papers,

opening the doors for you, washing your windows.
| see you but you still don’t see me, do you?

Still don’t want to, do you?
Well, you’re gonna see me.
I’'m gonna make you see me
starting right now!

And the best way to see me is
from the inside out.”’

TLEIEVISION MAGAZINE
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aware that there are impoverished
whites as well as Negroes, it is the
black ghettos and the residents of
those poverty areas that most sta-
lions are trving to help.

By far the most complex and
massive undertaking by any group
or station has been Westinghouse’s
prime-time special, One Nation In-
divisible, which has now been
shown on 63 stations. WBC
provided the first two hours of pro-
graming and in a detailed booklet
suggested how each station might
localize an additional 60- or
90-minute segment, so as to pro-

This is what a unique, daily, hour
program on KTtV (TV) LoOs Angeles
1s all about. It’s a continuing
documentary that attempts to re-
veal the soul of the black commu-
nity in  Southern California.
Created and produced by the Per-
forming Arts Society of Los Ange.
les (PASLA), in cooperation with
Metromedia Television, From the
Inside Out started on May 27 and
is scheduled to run through mid-
September, for a rotal of 90 shows.

Most of the time the program
originates on location from the
heart of the ghetto areas. Ktrv
commits a remote truck and a crew
of five to the daily production.
Many of the shows are telecast di-
rectly from PASLA headquarters
on South Vermont Street, slightly
northwest of the center of Watts.
PASLA rents two buildings; one, a
former vaudeville and movie
house, is used primarily for the
group’s theatrical workshop; the
other, once a pawn shop and then
used by a tire company, has been
converted into administrative of-
fices for PASLA, with a small TV
studio in the back.

From these diverse locations,
PASLLA presents such programs as
the “Natural Revolution,” 47 min-
utes devoted to Negro hair styling,
with the emphasis on how it aped
white standards in the past and
now has become a symbol for a
new breed. a black badge of identi-
ty. Or PASLA, again to highlight
the black man’s pride of identity,
has staged fashion shows with the
simulated attire of black Africa
shown and explained. A regular
feature is to catl on local children
to read “Black Profiles in History,”
still another eflort to encourage
black pride.

Basically, though, the program
tries to reflect the temper of the
community. “Social-action drama,
that’s the emphasis of this whole

I,MI
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gram One Nation as a full eve-
ning's fare.

The special could probably
' trace its genealogy to WBC's 1966
' Philadelphia conference on urban
affairs. At that time Donald
McGannon, WBC president, called
on all stations to fulfill their role in
society by helping to ‘“solve the
problems ot our city, instead ot
merely reflecting and reporting
them . . . We can hardly use the
alibt that what we do doesn't make
a dillerence—tor in our hands lie
all the powers of broadcasting it
self.”

organization,” ecxplains Vantile E.
Whitfield. co-producer and co-
director ot From the Inside Out.
Yet the program is not addressed
exclusively to a black audience. “If
I thought we were just reaching
black people, I'd chuck the format
altogether,” says Whitfield. “A lot
of white women are going to see
our problems.”

Metromedia Television is invest-
ing some $70,000 in the project,
the program being budgeted at a
modest $4,000 a week. Creative
control, however, is solely in the
hands of Van Whitfield and his
coproducer and codirector, Jackie
Gober. The 37-year-old Whitfield is
an actor-director-producer-designer-
teacher, with a bachelor of arts
from Howard University in Wash-
ington and master’s from UCLA
in theater arts. Gober, 35, night-
club manager, public-relations rep-
resentative, gospel promoter, artists
rep, producer, was associated with
The Johnny Otis Show on local
television in Los Angeles and cre-
ated and produced the Gospel Jazz
program for the shortlived Sub-
scription Television Inc. organiza-
tion.

The two got together in 1966
and began plotting a documentary
hlm that would be dedicated to
digging into the soul of the black
communities of this nation (“At
first I didn’t want to have anything
to do with any black cat named
Vantile E. Whitfield,” remembers
Jackie Gober.) They believed that
virtually all television documen-
laries and specials on black Ameri-
ra were ‘“from a white point ot
view and rendered within the limi-
‘tations of a broad cultural gap”
setween the races. The result, they
‘were convinced, was that these
" presentations, many times (without
‘malicious intent), ‘“have been
“guilty of the sins of omission, bi-
“ased conceptions and prejudically

His statements of two years ago
arc rellected today in the com-
ments of One Nation’s executive
producer, Bil Osterhaus of Westing-
house’s kyw-tv Philadelphia. The
special says Osterhaus, had an
effect “because there weren’t the
usual big-name spokesmen appear-
ing on the air. It was a show de-
voted to getting away from the
spokesman and getting down to the
people. 1 don’t know if anyone
would have paid attention to a
show like this a tew years ago, but
todav 1t is a reflection ot real con-
cern by broadcasters ol the times

slanted” conclusions. The idea that
a black-produced documentary film
would he able to get at truths not
possible to well-intentioned white
producers because of the existing
apathy and distrust that separates
hblacks and whites gained some
milecage at NBC-TV. But it was
James S. Gates, until recently vice
president and program director for
KTTV (now president of VTP En-
terprises, Beverlv Hills), who sug-
gested a daily taped program from
the black ghetto.

Now that I'rom the Inside Out
seems to have established a
footliold in the Los Angeles mar-
ket, even at the unpropitious time
of 10:30 each weekday morning (to
generate more of an audience
PASLA 1s conducting a letter cam-
paign among doctors asking them
to switch on television sets in their
waiting rooms), Whitheld and
Gober are making plans to svndi-
cate the concept as a format in
other markets. The objective
would be to expose the black point
of view in urban centers all over
the country.

Perhaps more important, what
PASLA wants to do, in the words
of Jackie Gober, “is to combat the
tendency of money going into the
black community at 8 every morn-
ing and coming out at 5 every
evening.” At this point no money
at all, except Metromedia’s, is
finding its way to From the Inside
Out. KT1v is currently scheduling
some 12 public-service spots on the
show.

Mr. Gober, who is charged with
making From the Inside Out a
commercial success, hopes to get
support from local banks, super-
markets, oil companies. “This is
not a deprived area,” he explains.
“It’s an exploited area.” His plan is
to put Negro salesmen in the field
to sell the program locally.

This fits in with one of the origi-
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we live in.”

One Nation’s job was (0 go
beneath the surface of racial and
urban unrest, and events like the
King assassination and subsequent
rioting didn’t affect the produc-
tion. “We didn’t lose one frame of
film,” says Osterhaus, “we weren't
that close to the surface.” Oster-
haus describes it as the “kind of
show that turned people on.” It
wasn’'t dated when it initially ran
in most cities May 20 and “it’s not
out of date today.” But for all
of television’s efforts in establishing
a white-black dialogue, Bil Oster-

nal ambitions lor the program-—to
phase out the whites connected
with the program and make it ex-
clusivelv a production created by
members of the black community.
“We hope to promote and create
economic circunstance in the com-
munity so that the black people
there can gain from the few oppor-
tunities that are made available,”
says Jackie Gober.

In particular, the five jobs be-
hind the camera held down I
white men [rom KTTV were project-
ed to be, with the station’s cooper-
ation, gradually taken over by
black cameramen and technicians
who would benefit from on-the-job
training. The National Association
ol Broadcast Emploves and Tech-
nicians has given the station and
the program producers  cooper-
ation to the extent that it will not
object to nonunion nonemploves
operating equipment over which it
has jurisdiction. The station claims
that if it can find competent mi-
nority-group technicians to run the
program, and their employment
would not cause other people to be
laid olf, they will be hired.

The American  Federation of
Television and Radio Artists also
has been asked to grant waivers on
the program. According to arrange-
ments worked out between the sta-
tion and the talent union, all non-
professional perlormers are exempt
from union scales. 1f there’s a pro-
fessional who is performing, say
Harry Belatonte, he must be paid
union scale. AFTRA also says that
one professional performer—who
doesn’t have to be a union member
—must be employed on each pro-
gram and paid scale.

“We hoped to phase in all of our
people,” reports Jackie Gober.
“We have 24 teen-agers here ready
to learn.” “You never get 1009, of
what you want,” reminds a station
spokesman.
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haus has a realistic, if apprehen.
sive, outlook. “The sad part is thi
we may show it next May 20 and it
may still not he out of date. I hope
50, but I doubt it.”

If the night that One Nation ran
turned out 1o be included in the
FCC's composite week used for li-
cense renewal, the WBC stations
would show having carried three-
and-a-hall hours of public affairs
programing. What would not be
shown would be the $150,000 pro-
duction costs, the three months put
in by a full-time crew of 25 10 30
(halt trom WIBC, half freeclance)
and the 50 others who worked on
individual sections of the project.
Nor would it show that 63 stations
had bumped a night of prime-time
entertainment, news and sporis (o
carry this show—sight unseen. To
Osterhaus. the number of stations
that booked the show without
seeing a single frame speaks well
for the industrv’s interest in the
subject matter. For the non-WBC
stations that carried the show, the
cost was minimal: $100 booking fee
for the two WBC-produced hours.

The on-air efforts reflected in a
program like One Nation are
being duplicated in some areas by
behind the scenes activities, such as
hose of Time-Life’s wrpat-Tv In-
dianapolis and woop-Tv  Grand
Rapids, Mich., and by Triangle’s
kFRE-TV Fresno, Calif. In Indiana-
polis, more than 400 business and
industry leaders and their personnel
officers attended a seminar aimed at
siving a clearer understanding of
the unemployment picture in that
city. In Grand Rapids, a two-day
seminar of 125 community leaders
was geared to a look at the city’s
future in areas of government, en-
vironment and socictv. In Fresno
the station initiated a program
called Dropouts Anonymous, de-
signed to activate the community in
helping youngsters either stay in
school or resume their education.

How do vou define education on
television? The networks’ early-
morning college classes are one
thing and the clever approaches of
a Captain Kangaroo (or his local
counterpart) are another, but
these aren’t the answers that some
stations have sought in trying to
advance the job prospects of the
illiterate and [oreign-born who are
trving to gain a foothold on Ameri-
ca’s prosperity ladder.

What about the more than 1,000
English lessons kMEX-TV Los Ange-
les has programed for its Spanish-
speaking viewers four times a week

TELEVISION MAGAZINE

for more than a year, or the daily
half-hour math and social studies
classes of wzem-1v Grand Rapids,
Mich., for students who failed
those subjects i the regular school
year, or the half-hour kmMox-rv St.
Louis airs each morning to teach

Backfire

Wwjiv Detroit has decided that
it's possible to be too helptul in
race-relations programing.

The Interfaith Action Council
representing 1,200 churches and
synagogues in the metropolitan
area, approached the station with
an idea fOl' a program serics on
racial problems. The council said
it would underwrite the shows
since it had some money and the
New  Detroit - Committee  had
provided $60,000. Additionally, the
council intended to promote the
series Ilrom the pulpits and have
300,000 parishioners view the pro-
grams in small groups and then
discuss the points alter the shows
had been aired.

On paper it sounded fine. The
station knew the reputation of the
council’s leaders as well as the lead-
ing businessmen who make up the
New Detroit Committee. So ww -
Tv agreed to give five 7:30-8 p.m.
Monday slots to the series, which
was to be produced for the council
by a crew from the Ford Founda-
tion-sponsored Public Broadcast
Laboratory. After two episodes,
over which wwJ-Tv exercised no
editorial control since it felt the
sponsors were people that could be
trusted to do a “responsible job,”
the station suggested that the series
be moved out of prime time ani
into a Saturday afternoon period.

Wivy-Tv felt the two programs
that it had alreadv aired had lacked
proper balance, didn’t fairly reflect
the racial problem and were, in
lact, probably antagonizing whites
and blacks rather than bringing
them closer together. Since the sta-
tion was responsible for what went
over its facilities its only alterna-
tives were to cancel the remaining
three shows or move them into a
time slot where the prenotified pa-
rishioners could watch it. It chose
the latter course. However, the
council went to wrvs (Tv), Detroit’s
ETV, got the Monday-night period
there and ran the remainder of the
series. In turn, wwj-Tv got a bar-
rage of similar-sounding letters
berating the station for canceling
such a needed show in favor of its
regular fare, The Monkees.

e —
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basic Enghish to adults, or Trian-
gle's  Operation  Alphabet, a
190-show, half-hour series to teach
basic reading and writing, which
the station group is offering free to
any station that wants 1t?

\What can a mass-audience, Eng-
lish-language station offer to the
Spanish-speaking minority in its
marketr WeN-1v Chicago created a
weekly program, Charlando (Chat-
ting) to help the Spanish-speaking
viewers adjust to their new home-
land. The program contains com-
munity events and announcements
and familiar Latin rhythms, but it
also gets down to some of the more
unpleasant and necessary aspects of
living in any society, let alone a
society in which the natives cast a
wary eye at those who like their
music loud with a Latin heat, read
newspapers and labels in grocery
stores that are printed in a diifer-
ent language and speak with ma-
chine-gun rapidity in a dozen di-
alects of a tongue that is foreign to
the country they now call home
It’s difhcult enough explaining
some of life’s hard facts to Ameri-
cans in English. It's even (rickier
trying to spell out for the minority
group such things as their rights if
arrested and the legal pitfalls of
buying on time.

The language of the ghetto Ne-
gro is somewhat foreign to the
Queen’s English and it rarely
sounds like the pear-shaped tones
TV stations wish their announcers
to have. So kyw-Tv Philadelphia is
going to the vernacular and slang
necessary in its series, The Thing
About Money, to teach ghetto res-
idents about installment buying,
credit and the like.

A new surge in programing
seems to be specials and series spell-
ing out the American Negro’s Af-
rican heritage and telling the Ne-
gro child to be proud not ashamed
of his forebears. This will not he
the easiest task television has ever
undertaken for it must dispell 200
vears of myths, bigotry and racial
subjugation. It's no easy task for a
continuing series, let alone an hour
or 90-minute special, but it is an-
other indication of a communica-
tions medium’s attempt at prog-
ress.

Perhaps the most widespread |
programing form aimed at the mi-
nority groups, particularly the
hard-core unemployed, is the job
opportunity progams. The idea ap-
pears to have evolved from a Juné
1967 program, The Opportunity
Line, on weBm-Tv Chicago. The
station, in cooperation with the
state employment service and Ur

R T,
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THE LATEST

AWARD WINNING
NEWS ... FROM WDSU-TV

NEW ORLEANS
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USTICE - ORDER_

ANNUAL METROPOLITAN CRIME
COMMISSION AW ARD * 1968

Covering the news at WDSU means more than
just reporting. It also means recognizing

the responsibility or generating public
concern ahout crime and its causes. That's
why \WDSU was particularly proud to

receive the sixth annual award trom the New
Orleans NMetropolitan Crime Commission. It
achnowledged work in the areas ol WDSU-TV
editorials, editorial cartoons, series, daily
reporting and documentary features. This award
is another indication that WDSU is still the
leader in local news. And another reason why
WDSU is stitl the best news buy—or any

other buy—in New Orleans.

WDSU-AM * WDSU-TV B NBC * WDSU-FM
Represented by Blair
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ban League, set about offering
jobs on the air, having guest ex-
perts discuss training and job coun-
seling and having those who did
get jobs come back and tell the
viewers that such a feat 1s not im-
possible. The series quickly spread
to the other CBS-owned stations
and by CBS’s latest count 15 other
stations are presenting such pro-
grams. Ol those responding to the
TELEvVIsION survey 17 stations are
carrving such programs as regular
series and several other stations
have made specials out of the pro-
gram theme.

A rather extensive citywide proj-
ect along those lines was conduct-
ed recently in Sacramento, Calif.
There the thrce commercial sta-
tions  KXTY (Tv) KCRA-TV  and
Kovr (Tv) plus wviE(TV) the Sac-
ramento ETV and kixe (Tv) the
Redding, Cal'f. ETV joined in a
12-hour  Wo k-a-Thon, aimed at
generating (obs for the wunem-
ploved and .lso at getring financial
pledges to enable public service
agencies 1c. place young people in
summer jobs. The ETV's carried
he speciil, which originated at
kxTv for .l 12 hours. The commer-
ial stations carried from seven-
nd-one half  hours (o nine-and-
ne-hall hours of the show. The
results ¢came to hundreds of job
ollers 1oraling more than 420.000
man  hours and contributions of
more than §9,500.

In the midst of all these promis-
ing prospects of station activitics
there are, as might he expected,
some disquicting and disheartening
notes. But in T EL¥vISION'S survey,
these proved to he almost nonexist-
cnt. A manager of a southern sta-
tion was able to equate the prob-
lems ol the cities only in terms of

problems with the local Negro
population. To  that degree he
said there 1s no need to carry

speaal programing since “we have
no issues here—the white and black
people treat each other quite well.
We've had peace and don't helieve
inocreating assues thar don’t exist,
We cover rhe local news impartial-
Iy bt have nothing to get up and
heat the drivms about”

Thix man spoke sincerely; e
was not trving to hide hehind a
cloeak of Uncle Tonisms, but he
couldn’t helieve that o station had
an obligation 1o look closely it thi
community with an outsider's ey
and see where improvements could
be myade. Other stations have tried
1o fullidl ahar obligation—-an obli
gation thiae comes from maturity,
not government fiat UND
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The storm before the calm

by Gerald Gardner

This is the time of year when the critical soothsayers gloomily trot out
their familiar prediction that the forthcoming TV season will be the most

calamitous of them all.

Small wonder that the most overworked men in the TV business are
the public-relations executives whose job it is to let the public know just
how splendid the new season will actually be.

Our scene is the Rockefeller Center office of the Television Publicity
Institute, a public-relations organization subsidized in full by the three
networks. As we FADE IN, TPI’s chief publicist, J. ByroN HACKER, is
being interviewed by a crew-cut newspaperman named SIDNEY APPLE.

ArrLE: Mr. Hacker—

HAcker: My iriends call me “Hack.”

AprLe: Uh, Hack, I write the TV column for the Christian Science Moni-

tor.

Ilacker: T didn't think you wrote the medical column.

ArrrLe: Yes. Well, how is the new scason shaping up, sir?

Hacker: Ah, the new season. I don't think it's overstating it to say that
this lall television will siep out in a dynamic new direction.

ArpLE: In other words, it will be a turning point?

Hackekr: Not in other words. Those are the words.

AvriLE: (scribbling) Turning point . ..

ITacker: During the past year there’s been a revolution in programing.

Arrre: Really? Who won?

Haewnrr: Uh, the public won. Remember, Mr. Apple, programing is pro-
graming, quality i1s quality, but the public is the public.

\rpLE: There's no denying that.

Hacrrer: Now, I suppose you're anxious to hear the highlights of the new

SCasonn.
Avrre: Yes, sir.

Hacner: There are several ground-hreaking new shows, Mr. Apple. One’s

MANY WORI.DS

[romn page 53

shows and the Land study says
NMENY slation Newscasts are now en-
tirely i color, and this, ol course,
has bheen an expensive transition,
“One station reports it spent nearly
$700,000 tor a color studio, largely
for news. Another station states it
invested over $2 million in color
conversion, more than $100,000 of
which was  related  directly  to
news.’

Local news stalls expanded Lo
meet the increased  programing.
“Ot the 151 srations which  re-
sponded Lo our query on expansion
ol their news seafls, 114 yeported
they have expanded  theie stalfs
over the Jase five years.,” In a series
ol dircci mterviews with 61 select
ol stations, Land rescarchers at-
tempted to get more detailed in
formuion on costs of local news
Lm»gr;,uning (sce tables, pages 53
35), Irom these interviews it would
appear that the average ol respond-
g stations has divect aimual news
costs of Trom $100.000 to $H00,000,
Fotal iidirect annual costs (nows
shave of overhead, other out-of
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pocket indirect costs) ranged from
a high of over $500,000 to a low of
less than $20,000.

These samie respondents were
asked to estimate their costs for
putting on a halt-hour of locally
produced news, Answers again
varied widely but a large number
of reporting stations (most ot them
in areas under 500,000) said that
costs to produce a half hour of
local news ranged between $200
and $1,000.

‘The study went into the ques
tion of profitability of local news
and noted that many station wman-
agements feel that it's simply a loss
operation. “Yet a substantial mi-
nority of stations report a modest
to handsome profit on it. Typical-
ly, they say news is profitable; it is
the public-affairs programing that
represents a loss,”

Morcover, says the study, there is
“ome evidence” that stations that
spend a good deal of money pro-
ducing news shows are most likely
to show a profit. “In a single city,
for cxninple, one station spends
over $100,000 a year on news and

il

H

cills ic a Joss operation; a second 8
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about an English professor of phonetics who joins a nunnery. It's called

The Flying Noun.

| AvpLE: Sounds very [resh.
Hacker: Another is about a rock-and-roll group that’s captured by the

Nazis—
AveLE: Hogan’s Monkees?

Hacker: Right. And we’ve got two other biggies in the wings. In Julia,
Diahann Carroll plays a Negro girl—but we just ignore the fact that she’s

a Negro.
AppPLE: Very astule.

Hacker: And in The Dovis Day Show, Doris plays a widow with three
children—but we just ignore the fact thar she’s white.

Arrre: And no longer a virgin.

Hacker: Check. Another newie is The Ugliest Girl in Town, a comedy
about a guyv who dresses up like a dame.

AppLE: (scribbling) Funnv hermaphrodite . . .

Hacker: In one episode he runs ofl to the South Pole.

Arrre: (scribbling) Charley’s Antarclica.

Hacwer: Another trendsetter is The Don Rickles Show. We have high
hopes tor that one—though I'll tell you, personally, I find Rickle's insult-

ing manner highlv objectionable.
Aprre: Highly what?

Hacker: Objectionable! Open your ears, fathead.

APrLE: Sorry.

Hacker: Then there are the new adventure shows—ZLancer, Hawaii I'ive-
O, Journey to the Unknown, and Land of the Giants.

ArpLeE: Well, Mr. Hacker, you seem to have an exciting year ahead.
Hacker: We do indeed, Mr. Apple. I see intrigue and the blood-curdling
tension of men fighting tor their very lives.

AppLE. Wonderful.

Hacker: And things will be even worse outside my office.

spends over $150,000 and Dbreaks
even; and a third spends over $400,-
000 on news In the same market
and makes a profit.”

Of the 139 stations reporting
profit and loss for news, reports the
study, 57 were in the profit
column, 57 in the loss, and 23 in
the break-even column.

The rest of the Land report for
the NAB as it relates to the local
station and the community covers
efforts in somewhat arbitrarily
defined categories in public affairs,

- community affairs, education, reli-

gion, agriculture and community
involvement.
These are essentially station-by-

. station narrations of local program-

-

—

ing, and it is sometimes difficult to
make generalizations about them.
However, certain trends seem evi-
dent.

In public-affairs programing, for
instance, the report stresses that
the big emphasis was on the so-
called urban crisis (see the lead
story, page 37, this issue) .

“Special and regular programing
devoted to race relations, to
ghetto existence, and to specific

'ADE OUT,

remedies tor poverty pockets tend-
ed to overshadow other local ellorts
related to more general problems
such as water pollution or drug
addiction.”

Other apparent trends in local
public-aflairs programing: a new
emphasis on international matters
prompted by the war in Victnam;
a new maturity in regard to con-
troversial subjcct matter, such as
venereal disease, suicide, homosex-
uality and prostitution.

This same pattern of {recdom of
subject matter can be seen in the
samplings of programs listed in
other categories in the report—in
education, in so-called cultural en-
richment, in community affairs.
Even in religious programing, hori-
rons seem wider. The report notes
that more and more religious pro-
graming is concerning itselt with
social questions.

At the same time, religious
shows generally are trying to
reach a wider audience through
entertainment, eschewing hard the-
ological questions.

In a special section on communi-
ty involvement, the report says that
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the television station of the mid-
sixties “is in a state of transition
from a primartly passive conduit ot
entertainment and information to
an active, originating force in com-
munity life. This is indicated not
only by the major expansion of
news and public aftairs operations
still taking place nationally, but by
a growing variety of oft- as well as
on-the-air programs which are basi-
cally forms of organizational com-
munity involvement.” (Communi-
tyv-involvement  programs  range
from guided wours of station facili-
tics to job-search drives to alleviate
ghetto unemployment.)

The conclusions of this section
of the study are that stations have
over the vears become community
institutions and that these institu-
tions have devcloped: “They are
showing increasing signs of maturi-
tv and are moving toward higher
levels of community responsibili-
tv.” But the introduction ol a wire
technology “would in all probabili.
tv signal the rransformation ol the
present system into one in which
the present balance between enter-
tainment and information would
be altered drasticallv. One has onlv
to think back to the davs of the
theater newsreel, the motion pic-
ture incustry’s contribution to pub-
lic enlightenment, to see the poten-
tial implications of such a change.”

If local television is permutted to
develop as provider of entertain
ment and provider of information,
“the national prospect is lor bhoth
functions to be served well. as the
profit base of the one insures the
continuation of the other. A\ shift
to a mult-channel wire-grid sys-
tem, which would probablv incor-
porate pay television as an impor-
tant factor, would mean a destruc-
tion of this balance, a sharp thrust
upward in the direction of mass
entertainment. and a decline in the
informational service.”

The over-all conclusion of the
Land report is that although a
multichannel wire grid svstem
might lead to a modest expansion
ol nationally supplied entertain-
ment programing it carrics a very
real threat to the local nature of
broadcasting. Was this system
worth preserving? There is no ques-
tion in the minds of broadcasters,
but television has been under at-
tack on the local program issue.

The report came to the conclu-
sion, of course, “that the present
local television broadcast system
serves substantial social values on
the community level, arising from
the station’s function as a commu-
nity force.” END
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EDITORIAL

The expanding force
of local journalism

Hitting the street
in the old hometown

I'he dominant finding 1n the survey ol local pro-
caning that occupies much of this issue of TrELEVI-
1ox is that broadeast journadism is the ascendant [orce
at stavions in all parts ol the country. More srations
are producing more news programing. The corps of
broadcast jonrnalists is growing.

Fhis irend can only be accentuated as television
matures. Local news, imaginatively and responsibly
collecied and presented, gives the station an identity
ol 1ts own [t elevates the station above the function
ol acting as a relay point for nationally distributed
programing.

Juas that navional programing, of course, that has
made relevision the inost imassive of mass media. But
nattonal progrioning s not enongh. 16 a television
tation is indeed o he 2 window on the world, it nminst
remeniher that the world inclndes its own community.

National spoc advertising is the big breadwinner
for the connnercial television station,

Fhat has always bheen an indisputable face thar
those inalic hinsiness recognize as one of the verities,
Vike three year license rencwals and programing in the
pulilic fnerest l

Network and loeal vevenue have always been a rela ‘
uvely minor pare ol the station’s overall take

Perliaps 10 iy beginning (o he just a liele hit differ |

Hl i
Last year was consldered a had one for spot, and as k
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the hirst signs of upturn came in the first quarter ot
1968 only the larger markets seemed to be benefitting.
Markets below the top 30 still secmed to be having a
problem bringing in enough revenue to show a
growth in operation.

With more than 500 TV stations in cities below
these top-80 markets this was a problem arca of con-
siderable importance.

So, reinforced by scattered reports that many
simatler-market stations were fighting back  through
one means or another, TELevision undertook a survey
ol just what was being done, the results of which will
he reported in detail in the September issue.

One of the most starvtling discoveries was that na-
cional spot is beginning 1o have a rival—local adver-
Lising.

Taced with loss ol natonal revenue, stations had
beeled up their commercial-producing facilities and
their local sales departments to the point that they
were selling new local advertising at a considerably
taser pace than they had increased their national spot.

Local merchants, convinced by their cash registers
that TV advertising pays, were signing up to long-term
contracts in increasing numbers. While national spot
i up over totals a year ago-—even in secondary mar-
kets—Jocal television ds up far more percentagewise
ihat its big brother.

Tust another prool ther in relevision ii's a good idea
ta check your indigputable faces now and then.
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