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Look at the facts.

The television stations
represented by

Peters, Griffin, Woodward
deliver more circulation
n their combined
effective coverage areas
than Look.

And Life.

And Reader’s Digest.
And McCall’s.

Combined.

And here’s the frosting

on the cake:

Only television
demonstrates the product
with sight, sound,

motion and color.

Surprised?

Want to take a good look
at Spot Television?

QIIE'II‘IEIIRS,@JMII rrin, @ oopwARD, e

Pioneer station representatives since 1932

SOURCES: ISatimates of TV circulation from Sales Man-
agement Magazine 8167 and American Research Buarean.
Magozine circulation from their most reccnt reports on
file with Televinion Burea of Advertining.
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A BIGGER BITE OF DEPARTMENT-STORE BILLINGS
Newspapers have traditionally held a near monopoly on the
half-billion dollars a vear that major retailers spend on
advertising. But television is moving into the act-—and big.
Indeed 1968 looks like the breakthroneh vear for television.

THE SCRAMBLE FOR STATUS IN NONCOMMERCIAL TV

A lot of people got interested in ETV when it begzan to look

as i the monev would start to roll in. Even though anticipated
windfalls have so far failed to materialize, the mfighting

goes on. Still in dispute: the question of what ETV ought to be.

A BUDGET-WRECKING BURST OF TV NEWS (COVERAGE
At first the news chiefs figured on a cut-and-dried election

year. Forget it. A wild race for the White House, assassinations,
bloody action in Vietnam have furned all bets sour. The networks
are only half way through the most expensive news vear in history.

IN TRANSITION: FORM AND SCHEDULING OF TV NEWS
On the way out is the bulletin service, and on the way in is

the longer show containing hard news, interpretation,

features and eommentary. “News is like salted nuts,” says

one expert. “The more you inform, the more people want vou to inform.”

WIHAT THE HOUSEWIKIE REALLY TIHINKS OF DAYTIME TV
o The bond between the daytime audience and the television set
’ is stronger than the cold statisties indicate. A new study
A looks in depthu into what is essentially a personal velationship
that makes its own demands and creates its own satisfactions.

DEPARTMENTS
4TrLEVISION on Location
12 (!loseap
14 T'ocus on Wipance
48 T'geus on Commereinls
50 'I'clestatus
70 Tiditorials

Pontmanter ; Pleane wend Form 3670 te Tuievision, 1735 DeSales Street, N.W., Washington, 1, O, 20036.

FELEVISION MACAZINE
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Color it red,
green or blue
but above all—
color it true!

The rhyme may be pretty corny, but take our
word for it, the results you can expect with our
new Model 538 Chromax Masking Processor
aren't. Whether it's Campbell Soup Red, Oasis
Blue, or even Lucky Strike Green, Chromax
delivers true color fidelity from your telecine
chain,

The new CBS Laboratories development
electronically corrects color distortion caused by
optical color filter overlap and the response
characteristics of camera pick-up tubes. You get
true color fidelity — automatically — without
adding noise to the picture.

Come to think of it, you really don’t have to take
our word for anything. You can call us collect
anytime (203) 327-2000 for details on how you
can try one in your PE-240 chain. If you're

not in too much of a hurry for a better color
picture, then write the Professional Products
Department at CBS Laboratories for more details
on this Masking Processor and others now

being designed.

PROFESSIONAL

PRODUCTS
LABORATORIES
Stamford, Connecticut. A Division of

Columbia Broadcasting System, Inc.
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Washington: dissent in fashion at the FCC.
Paris: revolt against TV news suppression.
New York: the guru of TV turns to print.
Indianapolis: the modern Army and TV.

WASHINGTON:

The spirit of unrest sweeping the
country, among college students,
for instance, or political-party mem-
bers disturbed over an inability to
influence events by traditional
means, seems to have infected—
would you believe it>—the FCC.
How else is the report of FCC Com-
missioners Kenneth A. Cox and
Nicholas Johnson on QOklahoma-
broadcasting to be explained? Re-
ports by government-agency mem-
bers that are unsolicited and
unauthorized lie outside the bu-
reaucratic pattern. But there is a
possibility that, like so many radi-
cal practices these days, the Cox-
Johnson report may achieve re-
sults.

For the two commissioners, the
308-page report—"Broadcasting in
America and the FCC's License Re-
newal Process: An Oklahoma Case
Study”—was, at the very least,
therapeutic. For more than a year,
they have been inveighing against
the commission’s method of renew-
ing licenses. Too perfunctory, they
would say cvery two months, as
another batch ol rencwal appli-
cants came up for commission ac-
tion. Not enough attention paid to
local-programing  proposals of ap-
plicants, particularly in arcas of
news and public affairs. The com-
mission, they would add, should
pick out applicants proposing pro-
graming below cerrain minimums
and ask them to explain how such
proposals will serve the public in-
terest,

And just as regularly, the com-
mission majority  would ignore
them. For this commission, the kind
of action Cox and Johnson were
urging was out ol the question
(even if the MANPOWET  NECessary
to do the kind of review requested
could he found within the money-

TELEVISION MAGAZINFE

starved agency, which was doubt-
ful). The commission majority feels
such probing constitutes unwar-
ranted interference by government
in licensees’ programing decisions,
that broadcasters are the best judges
of the programing needs of their
communities. The 308-page report,
then, served as a kind of release
for the two commissioners’ frustra-
tions.

Its major conclusion is that in
Oklahoma (Oklahoma broadcasters
were chosen for study largely be
cause they had the bad luck to be
filing license-renewal applications
at the time the authors conceived
the project) “the concept of local
service is largely a myth. With few
exceptions, Oklahoma stations pro-
vide almost literally no programing
that can meaningfully be described
as ‘local expression.” They provide
very little that can be considered
tailored to specific needs of their
individual communities.” The com-
missioners, who leaped from what
they found in Oklahoma to the
conclusion that such broadcast serv-
ice is typical of the nation as a
whole, proposed rules and proce-
dures aimed at tightening license-
renewal practices in a way that
would, they suggested, require more
local programing by broadcasters.

The two commissioners hung all
of this on an argument broad-
cast-industry spokesimen themselves
have used in urging broadcasters
to provide more local service—pres-
ervation of the existing system,
They noted that that system, which
involves 7,500 radio and television
stations using some 959, *“of the
most valuable frequency space,” is
based on local service. But if broad-
casters, they said, choose to rely
primarily on the entertainment
mills of Hollywood and New York
[or product and ignore local serv-

wwWwW americanradiohistorv com

ice, perhaps the commission should!
recommend that Congress adopt a '
system less expensive than the ong
now in use. “Technological and!
even political winds of change are

beginning to whistle through the..

world of communications.” they
noted, adding: “If our television
licensees are to continue to deserve
protection against the importation
of distant signals by CATV systems
and against the possible develo
ment of direct satellite-to-home
broadcasting, they must provide a
range of local program services, a
significant part of which should be
presented in the evening hours, .. ."
The commission rejected the
Cox-Johnson suggéstion that it i
volve itself more deeply in pro-
graming decisions. But there is no
indication the authors were disap-
pointed. For, like demonstrating
students, they had given up on
those whose hands were directly
on the levers of power; they were
aiming at another audience, ani
got it. The report circulated among
the Washington influentials, and
received favorable editorial atten:
tion in The New York Times, T he
Washington Post and The 1Vash-
ington Evening Star (all, it so hap-
pens, associated with broadcast
properties), as well as The Nation
and The New Republic. (This re
ception was perhaps not surprising;
criticism of the FCC is marketahle
stuff in Washington these days;

| Representative John Dingell [D-

Mich.], chairman of a House Small
Business Subcommittee, opened a
hearing with this advice to the first
witness: “A ringing denunciation of
the FCC is never unwelcomed in
this committee.”)

Moreover, it’s safe to assume that
the report is being read with
interest by the President’s Task
Force on Telecommunications Pal-
icy, which is readying its own re-
port on how the spectrum can be
used to best advantage, and in the
Budget Bureau, which has been
charged with the task of evaluating
the present system of regulating
telecommunications in the U.S. In-
deed, Cox and Johnson expressel
the hope their report would be
helpful to “universities, founda-
tions and other public and private
institutions presently engaged in
evaluation of our nation’s telecoms-
munications system.”

The pressures generated through
the press and the task force and
the Budget Bureau could result
in changes in the commnission’s li-

| cense-renewal process—assitming, of

|
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course, there is a recognizable FCC |
once the recommendations of the

task force and Budget Bureau are

published (in August, if deadlines

are imet) and acted upon. But what |
appears to concern broadcast-in-
dusiry representatives in Washing-
ton more than the possible impact
of the Cox-Johnson report on the
technicians, scientists and assorted
intellectuals working for President
Johnson—atter all, those people
are, like the President, lame ducks
—is the possible impact on whom-
ever the President names to succeed
Commissioner Iee Loevinger, who
lelt the agency June 30.

Comimissioner Loevinger has heen
an articulate, sm)ngmmdul spokes-
man [or the majority. Would a new
member—and new members gen-
erally have no hirm philosophy ol
regulation on entering the commis-
sion—Dbe inclined to go along with
the majority, or would he (or she)
be susceptible to the arguments of
Cox and Johnson who can point
to a 308-page document in support
of their position? Cogent or not
(and the newspaper editorials say
it is) (he report has the look ol
authority.

Even with another ally, Cox and
Johnson would still be in the
minority. But with a third vote,
they would be in a position to win
more fights on programing matters
than thev do now. Revolutions
within federal agencies, it seems,
can be as unscttling as those on the

S

campus. LEONARD ZEIDENBERG
PARIS:

In the old days, revolutionaries
aimed first for railway stations,

post offices, telephone exchanges.
Now they go straight for the broad-
casting system. The impact of the
Czech revolution on people’s lives
has been most noticeable in the
frank interviews with leading pol-
iticians carried so enthusiastically
by the liberals in the Czech state
broadcasting service. In France the
situation in the radio and televi-
sion studios is more confused.

In the Rue Cognac Jay, in Paris,
the first result of the upheavals had
been to reinforce the usual control
over news broadcasts exercised
through the infamous SLI (Serv-
ice de Liason Interministeriel),
the committec of broadcasters and
civil servants that met every morn-
ing to decide the political line for
the day. This control got worse.

“There have Dbeen innumerable

www americanradiohistorv com

cases of interference,” Edouard S
blier, the director of televisio
news, is reported as saying. “The
came from everywhere, not just
from the government and the min
istry, but from ministerial stafts,
high-up civil servants, governors,
members of parliament, mayors
and so on.” A program on the
university crisis was not broadcast
until  the chairman of ORTE}
(Ofhce de la Radio et Télévision
Francaise) had given his personal][
approval.

Then came the strike wave, and’
with it boldness on the part of the
technicians and the radio journal-
ists. ‘I'he technicians struck, the
radio journalists started to put out
a really reliable news bulletin, (the
only thing the strikers allowed on
the air apart from music) with the
news presented in its order of im-
portance and not, as before, in a
way politically convenient to De-
Gaulle’s government. On television
the management, notably Sablier,
rolled with the punch. It allowed a
certain  amount more freedom:
“Never hefore,” said Sablier, “have
we been able to show news shots of
demonstrators and police grap-
pling together. You have to admit
that this 1s progress.”

Given Sablier’s limited ideas of
freedom and the heady atmosphere
of the studios, a clash was inevi-
table. It was delayed for a week,
during which a lot more free pub-
lic affairs programing went out
than ever before. Demonstrations
were shown and the university
crisis  discussed—though  the tele-
journalists were cautious enough
to load this heavily against the
extremists. And a number of mov-
ing and important statements were

made by professors; notably one by
the rector of Orleans university.
This was republished in full by the
prestigious Le Monde newspaper,
an unprecedented event in French
life. He described the freedom of
life in American universities, and
how professors actually ate with
their students after lectures to con-
tinue the exchange of ideas. The
vote of censure of the DeGaulle
government in the National As-
semDbly was televised whole
(though because of procedural
problems some of it had to be |
taped for use later) .

Then came the inevitable crisis.
The journalists arranged a series of
three-minute interviews with po-
litical and trade-union leaders on
their reactions to DeGaulle’s first
broadcast on May 24. This natural-
ly included a lot of people hostile |
to him;

0

the ORTF managementr

1)
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Beginning this September,

a minimum® of 62 half-hours

of programming from

Screen Gems is scheduled to be
shown on New York’s television
stations each week.

S
SCREEN GEMS

Bewitched WABC-TV Thursdays and Weekdays. | Dream of Jeannie WNBC-TV Mondays. The Flying Nun WABC-TV Thurs.
days. Here Come the Brides WABC-TV Wednesdays. The Qutcasts WABC-TV Mondays. The Ugliest Girl in Town WABC-TV
Thursdays. Days of Our Lives WNBC-TV Weekdays. The Farmer’s Daughter WCBS-TV Weekdays. Hazel WNEW-TV Weekdays.
The Flintstones WNEW-TV Weekdays and Sunday; and WNBC-TV Saturdays. Dennis the Menace WCBS-TV Weekdays. Burns
and Allen WPIX Weekdays. The 3 Stooges WPIX Weekdays. The Perfect Match WPIX Saturdays. Jungle Jim Features WNBC-TV
Saturdays. Johnny Quest WCBS-TV Saturdays. Top Cat WNBC-TV Saturdays. Route 66 WNBC-TV Saturdays. Donna Reed
Show WCBS-TV Weekdays.

*Does not include network originated feature films on WABC-TV and WCBS-TV, and locally originated feature films (from
a library of more than 1,400 titles) on WABC-TV, WCBS-TV, WNBC-TV and WOR-TV, and specials, both network and locally
originated:



www.americanradiohistory.com

ON LOCATION

from page 6

was therelore worried that it
looked unbalanced. After trans-
mission had been twice put off it
was cancelled on direct govern-
ment instructions. This was too
| much for the telejournalists who
| voted 97-23 for a strike. The oppor-
tunity was also taken by the sports
reporters whose demands were
rather less revolutionary; their ma-
cjor demand (apart from more
money and a single negotiating
body) was that promotion should
be ‘honest’; this meant that no
outsiders should be brought in to
fill vacant senior jobs.

Early in June, as the rest of
France slowly went back to work,

I the situation at the ORTF merely
became more confused. The gov-
ernment launched the splendidly
named Operation Stentor, by
which the army took over the
transmitters and sacked the whole
top management of the ORTTF,
including Sablier.

Against this the government has
offered to set up a commission ol
eminent men to study a new consti-
tution for the ORTF as a means of
insuring more objectivity in news.
The connmission will be up against
a tradition that may be hard to
suppress. Among the general run
of French journalists there is an
absence ol the Anglo-American re-
gard lor objectivity. The Irench
want from their media reassurance
that all is well with their world or
their beliefs.

the French election cam-

paign got underway in mid-Tune
both opposition and government

speeches were televised. That was a

concession to bhalance. As to the
eventual introduction of journalis-
tic objectivity, that was something
else. There was still wrangling over
the composition of the commission
to relorm the ORTF.

NICHOLAS FAITH

AS

| NEW YORK:
Marshall - Mecel.uhan,  television’s
only major philosopher and the
leading celebrant of masscult, pro-
lessor ol communications, prolessor
of literature now holding a $100,
000-a-year chair at Fordharo Uni-
versity  where he is its  leading
name, showed up at the Hotel Car
lyle the other day 1o lend ctha
name 1o sull another activity: a
monthly newslecter writer lor some-
thing called Huaman Developinent
Corp., which is in the old-time
lincar publishing business,

The event was billed by it
press agents, and presumably by

JRLEVISION MAGAZING

McLuhan himsell, as “a press con-
frontation” to explain and appar-
ently delend the McLuhan Dew-
Line, a multi-media publication
that is to warn business, academic
and government leaders of what is
to come. McLuhan had arrived
early and was chatting with some
friends. It was the day after Dwight
D. Eisenhower’s second heart at-
tack and McLuhan was remember-
ing that old one about the Pres-
ident does too read—he reads every
night wuntil his lips get tired.
McLuhan chuckled; his compan-
ion looked appalled.

The professor, looking very trim
in a brown suit, was called to a
table with a microphone and a
lectern. He was introduced by Eu-
gene Schwartz, president of Hu-
man Development Corp., an eager-
looking younger man who had a
fixed smile on his face.

McLuhan opened by denounc-
ing the lectern, and 20 minutes
later asked if there were any ques-
tions. He had barely mentioned
the new project.

In his nonsequential monologue,
McLuhan ranged lar over his sur-
realistic landscape ol soltware and
hardware. He had found Salvadore
Dali (but was later to mix him up
with Pablo Picasso) on the cover of
TV Guide. “This 1s a Salvador
Dali painting. One ol his greatest.
It maniflests the character of TV
for the first time. It shows two

! thumbs and in the thumb nail of

each thumb there is a TV image,
the thumbs are highly textured,
they're set in a kind of wasteland,
they're carefully separated because
TV is not only a tactile medium
but the space of tactility is interval,
not connectional. . . "

Mcl.uhan went on. The loud-
speaker system didn’t work and the
heavy cardboard sign leaning
against the hated lectern fell over.
“This amazing picture has on the
horizon a bit of brain tissue indicat-
ing the new software environment
ol an clectric age in which instead
of living in o world ol hardware we
live in a world surrounded by clec-
tric information which is an exten-
sion of our own nervous sub-
stance. . . . T'here are many other
{eatures of this amazing painting.
And there is also a fascinating inter-
view in which the interviewer is
completely hamboozled of course
by Picasso [sic]. I just can’t believe
the things he's saying could be true
or meaninglul.”

Mclahan went on to explain
the painter, Seurat (“The first to
paint light through dots, just like
the TV sareen”), denounce the
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ballot box (“a hot box, it's obso-
lete”) , but he was becoming visibly
annoyed by the noise made by two
camera crews, one from NBC, one
from AP, which had begun to set
up in the back of the room. “By
the way, we have an example of
some hardware that belongs to the
old technology of the 19th century.
Notice how obtrusive, how obso-

lete it is, like the motor car. You |

know, you can tell when any tech-
nology is obsolete: when it seizes
up, stops, jams the works. The mo-
tor car destroyed our cities, tore
them apart. The cities were made
by railways and steamboats. The
jet plane simply passes them by,
leaves them to become ghettos,
slums.”

The author of “Understanding
Media” went on to explain the
rage that is in children, in the
population of the underdeveloped
countries, in the Negro (They get
“peanuts” amid images of great
affluence) .

That was also true of the stu-
dents at revolt-torn Columbia Uni-
versity, McLuhan was saying as
the noise of the camera crews con-
tinued. “You know it ought to be
possible to dim down some of that
RUDDY RACKET. . ..”

The noise tapered off and
McLuhan shifted to his thesis that
Marx came well after communism,
that “when public services exceed
the power of private wealth com-
munism exists, it doesn’t matter
what you call it.” Today, in an
environment of f[ree information
such as television, “we live in a
world of supercommunism.”

But the power of this environ-
ment to hypnotize, to create som-
nambulism, is fantastic, “and our
newsletter is going to try to snap
people out of this age-old somnam-
bulism.”

McLuhan at Tlast invited ques-
tions. The first two asked lor sub-
seription  price  ($50 a year, “I
think”) and what has Human De-
velopment Corp. done previously?
(“Its prior history as far as I'm
concerned is zero.”) Mr. Schwartz
maintained his fixed smile. He
leaned over and whispered: ¥Talk
to them about Kennedy for a min-
ute.”

McLuhan  relused and enter-
tained some more questions. What
were  Dew-Line’s multi-media as-
pects? Would it use the printing
presss The speaker said he had
nothing against the written word.
“If you think there is any value to
civilization meaning the institu-
tions created during the past 2,500

(Continued on page 67)
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If you lived in San Francisco. ..
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The TR-50 was designed for high band taping at low cost.

New high band It is built to give you high band performance where it counts

in greatly improved signal-to-noise and moire. Other high

TR-SO band features have been made possible by borrowing from |
some of the advanced techniques of the deiuxe recorders.

ta pe recorder It can save you $19,000 over the nearest economy model. Yg

the TR-50’s high band performance is as good as or better

Saves you $1 9 000 * than the other, as you can see for yourself when you
b | ]

look at the picture. How’s this for cost effectiveness?
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Look what

you can buy

for the
$19,000."

f

You get a great value in the TR-50. It’s so good that you not only make
money with it—you save money on it! With the $19,000 savings you can
buy a lot of things for your station. You can get enough tape to keep the
machine in business for years. Or you can get TV monitors, new studio
lights, microphones and other broadcast equipment. Stations where
tapes for network delays, local commercials and program production
are required will welcome the TR-50. Your RCA Field Man has the
compiete story. Call him about it. Or write RCA Broadcast and

TV Equipment, Building 15-5, Camden, N.J. 08102,

*Saving over cost of nearest economy model high band recorder.
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REUVEN FRANK. When last seen,
the new president of NBC News was
hard at work “re-establishing stability”
following the sudden death of his

predecessor, Willilam R. McAndrew.

Frank is nearly always hard at work,
say his associates, who describe him as
“hard-driving, prone to strong loyal-
ties.”” In a recent conversation, Frank
tended to hesitate to make sweeping
generalizations about news. “I believe
very much in letting the news and the
shapc of the news as seen by skilled
and responsible professionals govern
things rather than setting forth large
statements. The function of an execu-
tive is to respond to his operating
people.”” Frank was very much in the
operational sphere, and plans, even as
chief executive of the news division, to
stay in it. He says he doubts that he'll
replace himself (he was executive vice
president) . “I can’t change who I am,”
he says. “I've spent 15 years doing
programs and if I’ve had any contribu-
tion to make it's that I knew how
programs get done. I could never lose
my interest or participation because
that’s who I am.” Frank joined NBC
News in 1950 as a writer after several
years at the Newark (N.].) Evening
News. He began experimenting with
the weekly half-hour news format back
in 1951, first with Background, then
Outlook, then Chet Huntley Report-
ing. Frank was producer of the 1956
national conventions which saw for the
first time the team of Huntley-
Brinklev, He became producer of the
Iuntley-Brinkley Report from its start
i Ociober of 1956 until Auguse 1962
and exccutive producer from May
1963 through June 1965, He .was
named vice president, NRC News, in
January of 1966. Fraunk lives with his
wife and two sons in Tenafly, N.J.
and in his spare time tends to read
newspapers. “?'m going to have a terri-
ble time with retirement,” he says,
“because I've no avocations at all. And
I don’t do anything physical, 'm
physically Inz{, and I smoke too mnch.
Especially right now.”

e
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FREDERICK W.FORD. “Ayear ago,”
says the president of the National
Cable Television Association, ‘the
question was whether CATV owners
would have to sign their systems over
to the copyright holders. Today, a
great deal ol the uncertainty is over.”
What Ford refers to was the bench-
mark Supreme Court decision that
ruled CATV systems do not incur li-
ability when they pick up and re-
transmit copvwrited programing. Burt
cable systems didn’t win everything
last month. In another decision the
Supreme Court afirmed the FCC's
authority to regulate all types ol
CATV systems, and the commission
quickly acted with this power. As a
former FCC chairman, Ford well un-
derstands the rules under which the
next industry battles will be fought
“If the FCC permits CATV to grow”.
he says, “it will grow very rapidly.”
Ford became the NCTA president
after wending his way through a 26-
year government carecr. Taking his
undergraduate and law degrees from
the University of West Virginia (his
home state), he practiced there for
five years until he joined the Federal
Security Agency in Washington in
1939. Upon entering the government
he was advised by a law-school pro-
fessor from his alma mater that sooner
or later the Republicans would return
to power, and when the party did, he
should join the TJustice Department.
After the war, he joined the FCC.
moving up in the ranks. When the
Eisenhower administration took over.
he shifted to Justice, where in four
years he rose to assistant deputy at-
torney general. He was appointed an
FCC commissioner in August 1957
and served as chairman the last year
of the Republican administration.
In July 1964 he began his second full
term, but resigned six months later to
become NCTA president. Explaining
the shift, he says: ““1 contributed every-
thing 1 had to contribute. I wanted to
8o where the action is, to build some-
| thing for the future.”
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STANLEY SLORANCE. “My job is to
see that we get our money's worth,”
savs Stanley Slorance by way ol ourlin-
ing his new appointment at Grey Ad-
vertising.  Slorance has heen named
administrative manager of the newly
lormed commercial production admin-
istration department and elected a vice
president to boot. The raison d’etre of
this new unit, says Slorance, is “to take
the creative product here and produce
it and get all the values we need with
a minimum of waste.” The othcial
tunctions of the depariment Slorance
now heads are cost control, supervision
of the agency's production f[acilities,
and go-beiween Jor the agency and
client broadcast departments. If Slo-
rance’s new job sounds like a diplo-
matic post, to some extent it is. “It’s a
little Tike il you don’t know who 1o
call, call Stan. If 1 don’t know the
answer [ can find it,” he promises.
How does he plan to save money for
Grey Advertising? “Number one. un-
derstand the creative objectives,” Slo-
rance explains, “Number two. in secek-
ing a supplier for production, we are
bidding houses equivalent in terms of
their tacilities to meet our objectives.
We arc going to put the brakes on the
art director who says ‘costs be damned’
when production values can be main-
tained at a more realistic price,” he
says. Slorance is originally from Ed-
monton, Alberta, in western Canada
and studied at Quecens University in
Kingston, Ont. He joined Grey in 1961
where he has also worked as a commer-
cial producer and a TV-radio business
manager. Belore joining Grey, he was
production supcrvisor of TV Graphics,
and prior to that, was with MPO and
I.ew Schwartz/Del Sol. Slorance now
makes his home in East Brunswick,
N.J.. with his wife and three children.
With his spare time, he does ‘“dull
things—I am neurotically attached to
my kids.”
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FOCUS ON

FINANG

Broad;:asting, programing stocks
strong gainers during June

I'elevision stocks enjoved another
healthy month ol growth through
June. The TELEvIsION index of se-
lected stocks climbed slightly over
2¢. in the period between May 1
and June 13.

Although this was 19, less than
the increase in the Standard & Poor
Industrial  Average during the
same period, the average climb in
the relevision stocks was held down
to some extent by the virtual lack
of movement (an 0.49 increase)
in the manulacturing category,
which weighs heavily in the over-
all average because ol its large to-
tal market.

Broadcasting  and  programing
stocks showed particularly strong
gains, with the programing divi-
sion up an average of 11.99,. The
only category sullering a loss was
service stocks, down 3.79,. almost
solely because ol u decline in
Comsat stock value.

Comsat was one ol only 13 stocks
which declined during the month,
out ot 69 11 the index. There were
several major gains, mcluding Bar-
tell Media, which almost doubled
in value. Vikoa stock shot up 417,
and among the progrmning stocks,
Wrather Corp. gained 649, Walier
Reade 377, and Filmways 349 .

Wall Sireet observers noted that
activity 1n the relevision stocks gen-
crally was o relicction of the over-
alt marker. The more volatile stocks
generally  were  low-priced  shares
traded over the connter and on the
Vinerican Lxcliange, while stocks
ol the bigger corporations traded
on the New York xchange tended

)

to move within a much nanower
..'111;(('
I'he  month's major  fAnancial

news  developments Lor hroadcast
Mg stocks came at the closing of the
Pripvision index period, oo late
to have discernible impact on the
market I'hat ainclaeded  the Sie
preme Court's CATTV rulings and
the ¥OC's increasig lrom 19, o
J7 the amoont of stock mutand
funds may own in bhroadaast gronps
without coming under annluiple.

PWLEVIBTON MAGAZINY

ownership regulations.

Among the individual stocks, in
the purcly broadcasting category,
both ABC and CBS gained. ABC
was up 89, as it revised plans lor
its proposed convertible debenture
issue  and announced a film-
purchase program which is expect-
ed to allow ABC to repay its re-
maining debt to International
Telephone & Telegraph Corp.,,
as well as add to working capital.

Plans for the convertible deben-
ture issue were to cut it from the
proposed $75 million to $50 mil-
lion and to ofler the issue to stock-
holders rather than the public.

Under the film purchase pro-
gram, ABC will buy its motion
picture inventory for telecasting on
a pay-as-you-go basis, which is ex-
pected to eliminate about $52 mil-
lion i prepayments that would
have had to be made by the end of
1968, Part ol that money is to be
used to pay off its remaining $25
mitlion loan from I'TT.

GBS was up 79, as it announced
plans to buy W. B, Saunders Co., a
Philadelphia wmedical  publisher,
for $60 million worth of stock.

Corinthian was up 29, as it an-
nounced record sales and earnings
lor the year ended April 30. Per-

| share carnings were $1.19, com-

I stockholders

pared to $1.15 the previous year.
Mctromedia climbed 1297 as its
voted to approve a
two-for-one sl)lil ol common stock
and to increase the mmber of com-
mon shares [rom 8.5 million to 10
million and prelerred shares [rom

70,000 to 500,000,

Observers credited Reeves 299,

[ jump to reports ol the broadcast-

cr's bterest i new nonbroadeast-

| ing activities.

Talt was up B8O although its
annual repore lor the year ended
Murch 31 showed pershare carn.
ings down from $2.03 the previous
yeiar 1o $1.93.

Wometco gained 1397 as it com-
pleted acquisition ol the Conumon.
wealth Theaters chain in Puerto
Rico.

www americanradiohistorvy com

| one-half
stock for each Seaboard share. If |}

The purely broadcasting stocks
were up an average ot 7.67,.
Broadcasting with other major in-
terests climbed 6.79,. In this cate-
gory, Avco had a 19, increase as it
announced plans to acquire Sea-
hoard Finance Co. by exchanging
$30 of a 5149, 25-year subordi-
nated debenture convertible into
share of Avco common

all shares of the Los Angelcs-based
finance company are acquired by
Avco, total value of the transaction
would be between $150 million
and $173.5 million.

Bartell Media’s 919, leap was |

attributed to the 389 interest pur- |

chased in the firm by Downe Com-
munications Inc. Downe represen- |

tattves also took seats on the Bar-
tell board, and Downe oficia s said
they and associates have options on
“well over 509" of Bartell's out-
standing stock.

Chris-Cralt’s 1497 increase was

laid to announcement that it has |

held preliminary merger discus-
sions with Warner Brothers-Seven |
Arts. W7 was down 19, in the
programing category.

Fuqua was up 59, as it an- |

nounced agreement in principal to
acquire U. S. Mobile Homes Inc. of
Henderson, N. C.

Rust Craft’s 279, gain came as it
reported the second best year in
the company’s history, despite a
drop in net income. Per-share earn-
ings for the year ended March 3
were $2.51 compared to $2.82 the
previous year.

Observers  attributed  Storer’s
279, increase to improved profits
of its Northeast Airlines subsidiary.

CATV stocks were up 3.79,. The
biggest gainer in the category, Vi-
koa, up 119, filed a statement with
the Securities and Exchange Com-
mission to register 200,000 shares of
common stock, which are expected

=

to yield $3.2 million. The money is
to be used to expand CATV hold-
ings, buy equipment and acquire
2,800 shares of stock from an un-
identified stockholder.

The healthy gain in programing
stocks was laid primarily to gener-
ally good movie business during
the month.

In the service category, Comsat’s
drop was blamed on a combination
ol uncertainty over possible chan-
ges in the Communications Satel-
lite Act under study by the pres-
idential communications task forces
and  sale ol 316,250 shares of
Comsat common stock by [TT.
T'he offer was sold out for $19.6
million,

(See financial chart, page 16). 4
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Last week your commercial
was seen 500,000 times by
Pittsburghers".

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

Ben Burdulis.

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

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

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

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

“An exampie extracted from ARB instant Cume analysis. Any figures quoted or derived from audience surveys are
estimates subject to sampling and other errors. The original reports can be reviewed for details on methodology.

LA
N\
ey FULLCOLOR WIIC TVTT.

FOR EFFECTIVE TV BUYS IN PITTSBURGHN

Basic NBC Television Affiliate

:

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

L_ www americanradiohistorv com
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The Television stock index

A monthly summary of market movement in the shares
ol 68 companies associated with television, compiled
by Roth, Gerard & Co.

FOCUS ON

FINANCE

Approx. Total Market
Lx- Closing Cloving Change from Mnay 13 1968 Shares Oul Capitalization
change  June 13 Muay 13 Points % High Lou (000) (000)
Broadcasting
ABC N 6154 57 + 45 + 8 69 14 1,682 288,500
CBS N 6034 5654 + 3% + 7 61 14 23,300 1,406,700
Capital Cities N 73% 6834 + 534 + 8 75 43 2,746 202, 500
Corinthian N 3415 3314 + 8 + 2 36 23 3,384 115,500
Cox N 62 561% + 5% +10 62 44 2,866 177,700
Gross Telecasting 0 30 31 — 1 — 3 34 28 100 12,000
LIN Broadeasting &) 27Y 21Y% + 5% +28 23 16 789 21,500
Metromedia N 78 6934 + 8Y +12 70 48 2,294 178,900
Recves Broadeasting A 17%4 1334 + 4 +29 20 10 1,809 32,100
Seripps-Howard 6] 32 29y + 2% + 9 31 24 2,589 82,800
Sonderling A 4534 4415 + % + 2 48 24 800 36,300
Talt N 4435 41y + 313 + 8 46 30 3,363 149,200
Wometco N 2714 24 + 3% +13 29 18 3,339 90, 600
Total 52,316 2,794,300
Broadcasting with other major interests*
Aveo N 494 48% + % + 1 65 37 14,075 696,700
Barte!l Media A 1984 10 + 934 +94 21 9 2,106 410, 800
Boston Terald-Traveler (6] 56 52 + 34 + 7 71 48 565 31,600
Chris-Craft N 40 3514 + 4% -+ 14 44 27 1.663 86,500
Cowles Communications N 1533 1484 + 1 -+ 7 17 13 2,944 45,300
Fuqua N 4115 39% + 2 + 5 45 38 2,270 94,200
Gannett (e} 355 2914 + 614 +21 38 23 3,064 108, 800
General Tire N 2034 287%% + 15 + 2 32 24 16,719 491,100
Gray Communications [¢] 13404 1234 15 9 475 6,235
Meredith Publishing N 33U 30%¢ + 25% + 9 34 23 2,662 88,500
The Qutiet Co. N 3234 2814 + 1% +16 33 20 1,056 34,600
Rollins A 6314 5614 + 7% +14 65 43 4,061 256,900
Rust Craft A 423 3334 + 9 +27 16 29 727 31,100
Storer N 5974 47 +127%% +27 61 36 4,180 250,300
Time Inc. N 10654 961y +10%% +11 109 86 6,560 700,300
Total 63,127 2,942,935
CATV
Ameco A 934 8%% + 1 + 6 13 8 1,200 11,300
I“ntron o] 5%% 5 + % +18 8 4 617 "3,600
&R American A 1334 15 — 154 —11 19 10 2,637 35,300
Teleprompter A 293/ 31y — 134 — 6 40 24 994 29,600
Vikoa A 22l 1534 + 634 411 24 13 1,350 30,200
Total 6,807 110,000
Programing
Columbhia Pictures N 43% 35%4 + 813 +23 15 24 4,477 196, 100
Commonwealth United A 1455 113% + 313 +31 15 7 4,090 59,800
Disnev N 6814 58% + 953 +16 69 42 1,230 288,700
Filmwayvs A 33y 2434 Ry +34 36 17 913 30,400
Tour Star Inrternational 0 6% 6 + ¥ +13 10 53 666 4,500
& Western N 5134 5014 + 15% + 3 66 39 11,620 601,300
MCA N 77% 70 + 7} +11 80 52 5,000 388, 800
MGNMN N 417% 461, — 454 —-10 50 38 5,756 241,000
Screen Gerg A 28 3134 — 3% —12 32 23 1,036 113,000
Trans-Lux A 6914 621y + 6% +11 73 22 718 19,700
20th Century Fox N 3334 3454 — 1Y — 4 37 25 7,035 234,800
Wilter Reade Organization (0] 13 9% + 313 +37 14 7 1,583 20,600
Wiarner-Seven Arts A 36 3634 — 34 — 1 38 26 3,746 134,900
Wrather Corp (0] 101, 64 + 4 +64 11 4 1,753 18,000
Tota!l 55,623 2,381,900
Service
John Blair 0 2934 2015 31 20 1,080 131,900
Comsat N 5743 633 — 514 — 9 65 41 10,000 577,500
Davie Dane Bernbuch o} 3714 3514 + 24 + 6 41 31 1,994 71, 800
I'uote, Cone & Belding N 1914 17 + 214 +15 20 13 2116 41,800
Cleneral Artists (8] 2414 19Y4 + 54y +27 28 10 600 14,700
Grey Advertising (¢] 17 1674 + g + 1 20 12 1,201 20,100
M PO Videol ronies A 1274 137 —i -7 15 11 516 . 600
Maovietuh, A 15 1444 + A 18 13 1,398 21,700
Niclsn 0] 33 3314 + Y + 1 40 27 5,130 173,100
Opilvy & Mather 0 20 1814 + 134 + 8 21 14 1,087 21,700
Papert, Noonig, Lois A 74 634 -+ 1lg +18 9 5 791 5,900
Total 25,043 990,100
Manufacturing
Advrriral N 2114 214 + 34 2 25 17 5,062 108, 800
Armnpe N 3334 31l 4 1% + 6 37 27 4,565 319,200
Cienerul 1leetrie N 8O L4 1Y 21y - 2 100 85 01,088 K, 116,100
Mugnnvox N 5024 Hlog 14 2 56 347 15,410 776,300
AN N 1167 1074 + 084 9 120 81 53,466 6,248,800
Mutorol N 13974 14315 BN 2 154 97 6.117 854,900
Nutionnl Video A 1584 17 Y% ~ 184 8 25 15 2 78I 43, 800
IO A N 47Y 5144 al4 8 55 15 62,465 2,951,500
Reoves Tndustrie A 644 Y4 4 8 6 R N 3,327 203, R00
Wenbinghionse N T4Y T2M + 2 b3 8 6o 37,571 2,780,600
Zonith Wadio N Hs84 5y Yi 66 51 18,819 1,062,600
Total 305,681 23,292,700
Grand Total 500,497 32,412,935
Standard & Poor Industiial Averagc i0.74 107 .43 -+3.31 -3 111,00 85.31.

N Nuew York Stock 1cchunges
A Amaertenn Btoolo Jixehunge
O-Ovor the counter

TILLEVISION MAGAZINT
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* Principal veverses from nonbroadiust sources.
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When you want to see what you saw in your mind-use film.

Why film? Because color film is the stuff such professionals behind the scenes and the cameras to make
idreams are finally made of. It’s the logical medium  color film do what you want it to do. And you know, even
rfbr the bright excitement, the spark that first came to  though they have been working with film all their lives,
your mind. Color film does the tricks you want. It they still haven’t found its limits. The best salesman
conveys, teases, pounds. Film delivers. color film ever had is an advertiser with a successful

But film doesn’t do that all by itself. It takes

spot. And when he’s happy, we’re all happy.
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

icanradiohistorvy com



www.americanradiohistory.com

Corinthian knows that there’s a lot more That’s why, as far back as the 1960
to the national conventions than just the conventions, when we were the only television
- presidential nominations. There’s local interest. proup doing it—Corinthian provided this
Nat.ona' Local issues. Local concern. And a real need kind of local interest coverage for our audiences

conventions for local coverage. in five key areas of the country.

That’s why every Corinthian Station We’ll be at the conventions again this year.
are made up of will again send their special news teams to the About 12,000,000 viewers expect us there.

1968 conventions. To report the activities of Corinthian wants people
loca' pe°p|e' their state delegations and to observe, analyze L)

O A . . NJe to take a good look at the issues.
That!s where and interpret general convention events in ‘%

. 2K N Ay KHOU-TV, Houston WISH-TV, Indianapolis KOTV, Tylsa
terms of their own community’s special interests. KXTV. Sacramento  WANE-TV, Fort Wayne

0
we Zoom In- And there’s plenty of interest. © RESPONSIBILITY IN BROADCASTING REPRESTNTED BY 1-R/CORINTIIAL SALES,
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How TV is Cracking
The Newspapers’ Grip
On Department-Store

Advertising

By Richard Donnelly

Department-store advertising,
once the private preserve of
newspapers. is at last yield-
ing to the intrusion and hard
arithmetic of television.

There have been isolated
cases over the years of im-
mensely  successful  depart-
ment-store 1V  advertising,
but television’s over-all share
of those large budgets was
barely measurable. Today,
depending on the market, it
could be anywhere from 10,
to 309, of the total advertis-
ing allotment.

Newspaper linage has al-
ready been affected, and pub-
lishers are understandably
alarmed. One television-crazed
chain-store  cxccutive

| locate from 1149,

Billings

| ing venture bv the headquar-

ters of a national chain to
usc network television for
image-building purposes and
leave the hard sclling, with
its  market-by-market prob-
lems, to the individual stores
or groups of stores. In the
first known advertising place-
ment of its kind, Sears has
bought full sponsorship of an
Ed Sullivan Show on CRS-
TV next October and a Perry
Como special on NBC-TV in
the same season.

As a gencral rule, most de-
partment-store operations  al-
to 297 of
sales 1o adverusing. and the
store manager can put that
moncy in matchbooks il he
so wishes. This is what keeps

has | the department-store business |

talked about an “Armaged-|so local and why it is up 1o

don” for ncwspapers. At
in annual billings, or almost
as much as all of the local
advertising currently bought
on television per year.

It should be emphasized at
the outset that department-
store business is local in the
most literal sense; -even the
biggest of mnational chains
such as Sears, Roebuck have
an operating philosophy that
stresses local autonomy. Thus.
with one exception that will
be noted immediately, all that
dollar potential is for the
local station, not to bhe shared
with its national-spot repre-
sentative or with its network
_(and often not even cntail-
g an agency commission
since many stores historically
have dealt directly with the
media—usually a print rep-
resentative) .

. The exception to this decp-
ly ingrained rule is a pioneer-

stake: perhaps $500 million |

the station to develop that
business.

Have stations in fact heen
able to penetrate that news
paper stronghold of advertis

| ing? According to data con-|

piled by Broadcast Advertis
ers Report in the 75 mar-
kets it regularly monitors and
analyzed by Television Bu-
rcau of Advertising, which

has been aggressively push-|

ing a drive in this direction,
local television has at long
last been seen and hcard by
department stores. BAR re-

ports that 3,612 department- |

storc commercials were the
average per week in its meas-
ured markets in 1967; this
compared with 2,429 in 1965,
or a 499, increase.

On a monthly basis it is
clear that 1968 (as most store

and station executives will
attest) is fast becoming the
breakthrough year for de-

partment stores on television.

WWW Aamer

'In January of 1968, accord- I diminished. At the same time,

ing to TVB-BAR data, 2,832| although there were fewer
department-store commercials | newspapers, individual  circ-
were run in those 75 markets, | ulations tended to remain
a 469, increase over the same | static or actually decline.
month a year ago. In Febru-| Mecanwhile, since costs always
ary of 1968, 4,305 commer- | rise. so did rates. and news.
cials were run in those BAR- | paper cost efhciency fell.

[ monitored markets for an| This strain was {urther ag-
| | v gravated by the population
of 1967. In March of this cxplosion into the suburbs

8197 increase over February |

and the decline of the mid-
dle class in the central cities.
The department stores were
able to respond with acquisi-
tions or branches in the sub-
urban shopping centers; thus
following  the population
trend. but the big-city news-
papers were not. The once-
scorned local or small-town
newspaper suddenly became
a competitor. This in turn
complicated the life of a space
buyer who then found that in
New York, for instance, he
had to buy 13 suburban
newspapers (o get adequate

year. 5.369 appearcd on the
[air in those markets for an
849/ jump in busincss— and
April saw another percentage
climb of 1149,.

Something indecd scems to
| be happening. But why didn’t
it happen 10 or 15 years ago
when the soap and food and
drug and tobacco and toy and
| automotive and travel com-
| panies discovered television?
|\\'Iw at this particular point
in history?

Store and station executives
are pretty much agreed on
the complex of rcasons. but
not necessarily on their order| coverage in the market. In
ol importance. the old days, it was felt that

To begin with, it was psv-|a lew morning and evening
chologically and Dl'ilCtiC:l“ylpapcrs did the trick.
impossible in the carly days| Then came the color ex-
10 hreak up the marriage of | plosion and the more fashion-
newspapers and department-| conscious  department  stores
stores. Not only was that part-| began 10 want 1elevision.
nership flourishing. but tele-|  Along about this time the
| vision, the interloper. was| darling and despair of the
busy enough with all its new | advertising  fraternity, the
and beguiled clients. For most | youth market. fattened by the
major market stations. nation- | host-World — WarIl  baby
al spot grew effortlessly and | hoom, burst on the scene. It
theve  scemed  no pressing | 1,d been preceded by a few
veason to spend money and | years by the young marrieds.
energy wooing new business- |, peither set's reading at-

es clocer to home. But things | tention span seemed to ex-
slowed down in 1967 and | ceed o lew minutes. They
[ management  began looking | were a4 television generation,

around for other income. I

At the same time. the news
| paper-department store rela
| tionship was undergoing sc-
vere strain. In almost every
major city across the uation
the s<heer number of news-
papers had declined o near-
monopoly situations in some
markets. In the Jargest mar-
Lot in the nation. New York,
dailv. newspapers  dwindled
from cight to three in a mat
ter of a few years.

This left department stores
with fewer places to go, some-
times with extra money to
spend. Tt also led to a climnte

At the stores, meanwhile,
the older generation of space
buyers, managers who were
golfing partners of the local
newspaper publisher, gave
wday to a younger manage-
ment group who went home
at night to young children
who spent hours a day watch-
ing television. The old alli-
ances were breaking-up.

And then, in 1967, nation-
al spot television softened
and station executives cast
about for other sources of
business. One big advertising
source consistently pushed by
Television Bureau of Adver-

in which a ‘“near monmmlv-‘ [ising was the department_

rate situation” was discussed | store field.

[and wheie elfectiveness was| “We've been saying for
JULY 1968
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some time,” says Harvey
Siegel, vice president, sales
and marketing, TVB, “that as
big as PXG placements may
be in vour market, your local
clients are bigger.”

The owned-stations division
of CBS, to mention but one,
has responded to sentiments

like this with the planned
establishment of retail sales
managers and retail sales

units at cach of its stations.
Richard P. Hogue, who has
done a great deal of pioneer-
ing work as retail sales man-
ager of wens-Tv New York in
the past year and a half, is
convinced that il stations gen-
erally knew more about the
field, they would be able to
generate a good deal more
business. One ol the prob-
lems, says Hogue, is the in-
tricate hicrarchy of the de-
partment-store business.
“It's occurred 1o us,” he
says, “that the sales promo-
tion dircctor ol a store needs
help selling television.” The
average merchant is always
fighring last vear's figures,
Hogue notes, and the TV
message often is not getting
through to the merchandising |
manager or to the numerous
buyers of merchandise who
have a profound influence |
on advertising. Neveriheless, |
Hogue predicts that local New
York stations will have 10¢ ‘
of the $400 million now sp(—fr;l |
|
|

in retail advertising in the
New York area within a few
years. And that, of course, is
mostly found moncy. !

Robert  Zimler. head of
Telesales Inc.. New York, a
small adveriising agency spe-
cializing in radio and relevi-
sion for retailers, remembers
how he got started 15 years
ago in the belief “that hroad.
Casting was particularly good
for rerailing.” But, he admits
retailers were slow 1o see the
point, and he notes that whei
TV was new, “you found

bu.m".h ol marginal retuilers
using it as a mail-order me
dium-—china  hucksters  and
other special  pitchmen, Ty

worked like crazy for them
and by using fringe time and
by buying blocks of time they
kept their unit costs down.”
Says  Zimler: “The reul
point o me was that they
were  selling  more  ching,
witches,  vacuum  cleaners
than all the legitimate retai)
ers dogether G the ety of
New York,”
So Zimler set out 10 explain [
the  more  conventional

1o

20 TELEVISIUN MAGAZINE

- | - .
merchants that television was| though this 1s not true ol

a great selling medium. “But| Gimbels which, through

its

they were wedded to news-|agency, Allerton, Berman &

papers —a  hig department
store turns out a phenomenal
amount of linage each year,
more than General Motors.”
Especially in those days de-
partment stores were geared
to newspapers, says Zimler.
The situation was s0 ex-
treme at one time, Zimler re-
calls, that when Gimbels
owned three radio stations
and Macy's and Bamberger’s
owned wor-AM-Tv New York
“they never used them.”
Today, many department
stores will have to forego the
learning experience of radio
and leap directly into the

cool medium of television (al-

Dean, is having a lot of lun
with radio around New York).

If stores do go directly into
television they will have to
make adjustments in  their
traditional approach to ad-
vertising as it relates 1o sales,

and stations in turn will have |

to adjust to somewhar differ-
ent thinking about the [unc-
tion of advertising.

For years, it has been stand-
ard practice in the depart-
ment-store held 1o measure
the worth of a newspaper ad

by the number of actual sales |

that were registered the flol-
lowing day. No nonsense

thousand, educational level or
income level of audience
reached or whether viewers
were persuaded a litile bit or
not. The question was (and
it was easily answered at the
cash registers) : How many
sheets or bed spreads or re-
frigerators did it sell? In the
trade, this is called price-and-
item advertising.

Zimler thinks it would he a
mistake in the long run for
retailers to use television in
this way because he [eels tel-
evision isn't essentially a shop-
ping medium in the way
newspapers are, or were. N\
woman cun get all the details
in a lull-page ad, but o try

about A. (.. Nielsen, cost-per-l that in 60 seconds “you're

wwWw americanradiohistorvy com
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A sharp upsurge in department-store use of TV

In the 75 television markets regularly monitored by Broadcast Advertisers Reports, the
number of department-store commercials has been dramatically rising in recent months.
The trend has been building since August 1967. By April 1968, this class of advertising
was more than double its size of the same month a year before. Figures are from

BAR as released by Television Bureau of Advertising.

Jen. Feb. March April May  June July Aug. Sept. Oct.. Nov. Dec.
2,832 4,305 5,369 6,159

1,943 2386 2,912 2,877 2,912 2,494 2,267 3,773 4,286 4,837 5916 6,739

Number of
®
Commercials 2,132 2,054 2,523 3,001 2,673 2,360 2,325 2,842 3,227 3,389 3,864 3,785
1,638 2,198 2,355 2,529 2,544 2,117 1,706 2,161 2,851 2,791 2,848 3411
115 1117 152 138 133 117 125 159 160 169 222 242
gt"o':‘::.”f 99 99 138 143 131 114 110 120 141 156 164 203
107 102 120 136 130 113 9% 113 122 144 150 197
*Number of commercials and number of stores per measured week per
month in 75 merkets monitored by BAR.
How Sears TV buying has swelled the total
The nation's biggest department-store chain is off on a television binge. In the last six
months of 1967 its local schedules have doubled and tripled over the same months in the
preceding year, and the trend is continuing into 1968. The word in retail circles is that
as Sears, Roebuck goes, so goes the whole department-store business. No wonder
newspaper publishers are begifning to worry about TV competition.
Jon. Feb. March April  May June July .Aug. Sept. Oct. Nov. Dec.
1,943 1,644 2,016 2,696
444 672 684 837 867 755 661 1,192 1,317 1,637 2,145 2,039
Number of

Commercials® 474 489 435 478 510 483 372 732 656 571 972 542
242 437 360 523 591 346 271 473 532 392 487 702

112 216 182 371 253 228 257 S00 508 693 80V 79

S0 58 60 62
28 42 43 45 43 4 33 55

67 67 58

Number of
Markets** 29 37 38 3 40 28 24 37 k] 49 52 40

29 33 34 39 45 32 21 26 34 38 39 42

20 29 26 K} 27 20 23 33 37 36 41 41

“Number of commercials per messured week per month in 75 markets
monitored by BAR,

**Number of markets indicates those in which Sears was active within
the 76 mearkete monitored by BAR.
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forced into a hard sell and
even then all that detail
doesn’t stay on the screen.”

What will have to be done. |
he thinks, is for department
stores ‘‘to treat television as
an entirely different medium.”
Zimler and others feel that de-
partment stores are disregard-
ing the particular strengths
of TV when they use it like
a newspaper. He notes that
every store in every market
likes to think it has an image,
an image it wants known, a
special character that attracts
particular customers. There’s
a real difference between
Lord & Taylor’'s and Gimbels,
he says, and that’s true of
stores 1n every city.

So department stores should
promote their particular im-
ages to attract the kind of
customers they want, the re-
tail specialist says. “In the
long run it matters more to
a department store to get an
image established. After all,
every store has a blanket of
brands at or about the same
price as everybody else. You
can always get a crowd in
with a sale, but those people
[known in the supermarket
trade as cherry pickers] buy
the loss leader and never come
back again.”

This point of view is still a
minority one in the trade.
Macy’s commercials tend to
stress price and item and be-
cause such a commercial is
dead once the sale is over or
the merchandise has been
moved, the production values
tend to be primitive—slides
with voice-over, even all-type.
Merchandise is being moved
this way, but a quality de-
partment store adopting this
technique has a problem: Its
commercials can ruin its care-
fully built-up, jealously guard-
ed image.

One of the more interest-
ing illustrations of how to
overcome this problem is sup-
plied by the May Co., which
has 15 stores in Southern Cal-
ifornia. Starting last April I,
the company began what it
hoped would be a major sales-
promotion breakthrough in
the Los Angeles area. The
anchor for this still-running
<€ampaign is its own half-hour
television show, Boutique,
which is seen daily at noon on
KNXT (1v) Los Angeles.

The show is directed straight
at the Los Angeles lady-of-
the-house. She hears about
famous women in the news,
learns how to fix a new, quick

lunch for the kids, sees a
sneak preview of an upcom-
ing show, meets star perform-
ers and celebrities, watches a
comedy skit, finds out what's
coming next in fashion, ex-
plores trends in pop music,
is told how to fly a sailplane
or to cultivate some other
such exotic interest. At sim-
plest comparison, Boutique is
the women’s section 1n a news-
paper converted to television.

The commercials running
on Boutique and the editorial
content of the show are con-
sidered to be merely the base
for the May Co.’s promotion-
al campaign on local televi-
sion. *“It’s a good springboard,
gives the store a rapport with
the ladies of Los Angeles.
provides an identity factor,”
explains Gordon French, gen-
eral sales manager for KNXT.
But in addition, the May Co.
runs spot flights on or ad-
joining a number of other
locally produced kNxT shows.
The additional spots allow
the department store to tailor
its total program to the more
precise requirements of the
merchandise advertised, as
well as to the specific audi-
ence-mix it wishes the prod-
uct to reach.

The May Co. is selling its
spots a certain percentage of
the time to manufacturers on
a cooperative basis. This es-
sentially is a phase of the
campaign drawn up by the
store buyer to take to his
particular manufacturer. If
the manufacturer makes some-
thing that appeals to the lady-
of-the-house, he’s offered a
rate card geared to a 10-plan
of spot in or adjoining pro-
grams that are likely to ap-
peal to that segment of the
audience. Similarly, if the
manufacturer is more interest-
ed in reaching both the hus-
band and wife a 10-plan of
announcements falling in
news-program time periods is
made available. Each of these
special co-op rate cards costs
the manufacturer $4,000 for
10 spots, which is what the
spots would cost on the sta-
tion’s normal rate card.

The May Co.’s involvement
in local television in a sus-
tained and committed way
amounts to a three-way part-
nership among the store, the
station and Storescope TV, a
retail sales-promotion and ad-
vertising-production firm with
offices in New York and Hol-
lywood. Storescope TV pro-
duces Boutique, as well as all

the commercials run by the
May Co.

KnxT, a2 CBS-owned station,
had been trying to tap retail
advertising for seven years be-
fore the May Co. and Store-
scope TV came along. “We
didn’t know anything about
retail advertising,” concedes
Gordon French. “ft's a high-
ly specialized field.”

TV, which is run by Jack
Noble, who has some 20 years
background in retail advertis-
ing and promotion at various
department stores and adver-
tising agencies. Storescope TV
had been doing commercials
for Sears, Roebuck, Chicago;
Dayton’s of Minneapolis and
Macy's, New York. But these
were commercials produced in
Hollywood for an existing
television plan that these
stores already had under-
taken. The stores were merely
buying Storescope TV's pro-
duction capability.

Storescope TV’s relation-
ship with the May Co. is dif-
ferent. Milton Weinberg Ad-
vertising Co., Los Angeles, is
the department-store chain’s
agency of record, handling all
advertising except television.
Storescope TV handles the
{ television part of the account,
and together the production
company and store created a
new TV promotion plan.

The plan was taken to KNXT,
more specifically to Ray L.
Beindorf, vice president and
general manager of the sta-
tion. Jack Noble, described as
“the necessary third-part in-
gredient” by Gordon French,
himself says of Beindorf:
“He's exceptionally farsight-
ed. He has more feeling about
retail advertising than most
of the station people I've
worked with on other proj-
ects.”

Boutique is currently video-
taped in color at an outside
facility, kcop(tv) Los An-
geles, every Thursday and Fri-
day. Four of the week’s com-
plement of shows are taped
on Thursday and the remain-
ing show and all the commer-
cials are taped on [Friday.
Three commercials, for a total
of 15 a week, are used on
each half-hour show. The
May Co. averages another 15
commercials a week in wild
spots.

The tendency at this early
stage of the campaign is to

The May Co. is the first|
major client for Storescope |

Bl

promote a different item with
every commercial. There’s al-|

most No repeating items.

“We have found success re-
sponses in almost every area
of merchandising as a result
of this approach,” points out
Jack Noble. “I wouldn’t have
said that this is the right way
to do it before we did it be-
cause repetition is an impor-
tant ingredient in television.
But for special reasons in this
case—that is, getting every-
body’s feet wet—it has proved
to be excellent and we have
found that we can sell mer-
chandise after only one shot
on television. We've also in-
volved almost every buyer at
the May Co. in television.”

The May Co., using a sin-
gle spot to promote the in-
dividual items on kNXT either
in the context of the Bou-
tique show or in wild spot, re-
portedly has had “very big re-
sponse” to men’s turtleneck
sweaters and shirts, to broad-
loom carpeting, curio cabinets
that retailed for $115 to $135,
to children’s clothing, junior
sportswear and a facial sauna
mask. Just about every de-
partment in the store has had
at least one shot on television.

Actually, Boutique was cre-
ated and is produced as much
for its manufacturing capabil-
ity as for the audience it at-
tracts and its selling power.
It's believed to be averaging
between a 2 and a 5 rating.
“We're not even thinking
about ratings if we're selling
between $10,000 and $15,000
worth of carpeting for one
8500 commercial,” says Jack
Noble. “This is what it costs
between time and production
and show on the number-one
station in Los Angeles. That's
the reason we believe the
store should have the show,
It allows the store the manu-
facturing capability to do all
the commercials it desires.
We paid the talent for 13
weeks. They are on the pay-
roll, The commercial is made.
It’s been made at station fa-
cilities and it’s the lowest-cost
commercial anyone can ever
have. The store can pick up
the spots we’ve made for the
show and run it in wild spot
on the station and run it on
other stations.”

The store has run a spot
more than once to promote
one item in just a single in-
stance. It's now referred to
as the mattress blitz. This
was an attempt to match what
was formerly a full-page ad
in the Los Angeles Times on

(Continued on page 54)
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| THE SCRAMBLE
FOR STATUS
IN
NONCOMMERCIAL
TV

THE DISPUTE IS OVER WHO'S TO RUN 1T AND WHAT'S 1

ducational television has, of a sudden, been forced
= to ask itsell: Can we get it together? As the
silence surges back, comes the next stumper: It we gel
it together, what have we got? Since January 1967,
when the Carnegie Commission on ETV proposed a
golden-slippered tuture for a “‘public television™ sys-
tem and a walk toward enlightenment, there has been
more than a little trouble organizing paradise and less
than agreement among aspiring angels about what
paradise ought to be like.

Quite remarkably, only 10 months atier the Carne-
gie report, Congress passed a Public Broadcasting Act,
land it became public policy to create a public televi
sion system. The prospect ot $200 million a vear or
Imore flowing from a Corp. for Public Broadcasting to
national and local ETV projects set imaginations
Jancing (and hands grasping) . With attendant public-
ity ETV understood that its purpose and its product
would be called to accounting as they never had been

efore. Meanwhile a scramble for positions along the
proposed line of bounty ensued, and the noncommer-
1al television establishment saw interlopers on ity
doorstep.
In a year of truth for noncommercial TV there was
in embarrassing amount ol dirty linen hung out (o
ur. There were some bedlellows under ETV sheets
who were outraged at associations they felt forced to
sndure. As the money pressure increased it was push-
ng ETV into uncomlortable and sometimes com-
romising postures. The closer it comes to a public
ource of lucre, the more it exhibits a willingness to
ollow the bureaucratic tendencies that, perforce, will
tncrust public works, good works or bad. Conceived as
i thing apart from commercial television, ETV has
emonstrated some of the same venal tendencies thai
t finds corrupting the commercial system. lis leading
en, no less human than their commercial brothers,
re possessed of the same egos, the same attraction to

TO BE BY JOHN GARDINER

prestige. the same sense ol moral outrage at detrac-
tors. the same instingt for survival, the same nose foi
In()ll(‘y.

After more than a year on the national firing line
cducational television, which now prelers (o be called
public television, ¢an no longer clothe itsell in a
sanctity ol purpose because there is so much disagree-
ment about what that purpose is. Even within the
ranks of the educational Dhroadcasters it is acknowl-
edged that criticism of public television in this impor-
tant year of its development is not simplv an apology
for the commercial system.

Belore the run for the money caught siride a period
ol paintul waiting set in (Where was the moneyv?) and
so did contusion in the public mind about what was
happening in public television. On Sunday nights some,
but not much, of the public was watching the Piublic
Broadcast Laboratory (PBL) play on some, but not
all, ol the ETV siations around the country. this way
to be a two-year, $10-million privaie project, most of it
public-alfairs programing in the lorm ol an experi-
mental weekly newsmagaszine ol the ar. This had
originally been a Fred Friendly-Columbia University
concept with the financial Dblessing of the Ford
Foundation. Av Westin, out of the commercial system
—CBS News—would be its executive director,
Columbia would draw back from the project as an
inappropriate intrusion of an academic institution
into public aftairs, and Friendly would draw back
because it would be unseemly to be both adviser to
the Ford Foundation and a benehciary of its lunds.
Friendly, the ex-C.BS News president, has been acting
as a communications consultant to Ford Foundation
President McGeorge Bundy as well as professing in
broadcast journahsm at Columbia.

Fromn the start PBL was hot to the touch, and it
was thrust into the uninsulated hands ol producer
Westin, In name it was a semi-autonomous division of

Continued on page 29
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National Educational Television, the one well-
lestablished national program center for ETV stations.
In fact NET was better insulated trom responsibility
ftor PBL than was Westin, who took the heat ot
criticism for the results, as well as unsolicited advice,
from an editorial board which he had apparently not
xpected to suffer and with which he apparently
[ould not agree. Westin would set out to be ditteven:
lind not cower from controversy, a much more danger-
us course than most ETV station men or their
associates at NET wanted to steer in a year when
ongressional action on initial tunding tor the Corp.
lor Public Broadcasting was in the othng and the
fmethod of funding the corporation lor the long run
was still in question.

Eventually PBL’s fuzzy lines of authority brought
the kind of publicly aired dispute within the project
that supporting foundations hate. including Ford.
NET President White explains “it finally evolved that
the NET board would be responsible for PBL but
that PBL would not report to me.” Lower echelon

1) Frank Pace. Ir., chairman of the Corp. for
Public Broadcasting. Pace, a former Budget
Bureau director and once secretary of the 4riny
brings a lot of political savvy und a quiet
approach to his new job. So far his corporation
has little more than a skeleton staff. e says he
wants to hold up on appointment of a president
for CPB until Congress finances the operalion

2) John F. White, president, National

Educational Television. T he most successful of all
ETV fund raisers, once a vice president of

IWestern Reserve University and a dean of the
Illinois Institute of Technology, White moved
from general inanager of the Pittshurgh ETV
station to become president of NET (1hen
NETRC) in 1958. He savs: "1i's time for TV to
take the blinders off and start programing for a
larger share of the nation””

3) Fred Friendly, adviser to Ford Foundation
President McGeorge Bundy. Once CBS Neu's
president, he is professor of broadcast journalism
at Columbia University. He was in the thick

of the Public Broadcast Laboratory controvers;
and at one time was considered as siuccessor

to PBL post held by his protege, Av Westin.

1) Av Westin, executive divector, Public
Broadcast Laboratory. Former CBS News
executive producer Westin left the neivork in
1967 to direct PRL. Since then lie's quarrel
with his editorial board, borne the hrunt
criticism for PBL's results and lost the

PBL policy reins to former White Ilvuse aude
Frederick Bohen.

5) William Harley, president, National
Association of Educational Broadcasters. As head
of the educational broadcasters’ professional
association in Washington, Harley must try (o
salisfy a wide range of interests within his
membershify, which comprises some 2,500
individuals. “At this point,” he says, "ETV
machinery is (rying to get to that critical mass,
that point from which it can really move.”

6) Thomas P. F. Hoving, chairman of the

National Citizens Committee for Public
Television. Hoving’s NCCPT is an organization of
prominent private citizens, funded by individual:
and foundation grants, whose goal is promotion of
Ppopular support for public television. It has also
Set ou! to serve as an advisory body Lo the Corp.

or Public Broadcasting.

functions, legal and business affairs and station rela-
tions, were gradually meshed into NET machiner
but at the top level of production there was a continu-
ing effort at independence, and this resulied an contin.
uing friction between Westin and his editorial board.
Chairman of the editorial policy hoard was Dean
Fdward Barrett of the Columbia Journalism School.

All of this shook down last month. Westin, ac-
cording to an NET announcement, would keep his title
of executive director and be “operationally responsi-
ble” tor all PBL productions. A new man, Frederick
Bolien, a 3l-year-old tormer White ilouse aide who
had specialized in urban problems, was appointed
executive editor of the laboratorv. He would have
“responsibility for internal planning and management
of PBL.’s programing cftorts.”

Reading between the lines. Bohen has actually been
given the editorial policy responsibility. The former
policy board was dissolved and now Bohen and West
in both report to NET President White and through
him to the NET board.

Bohen and Westin will also serve with White as
members ol a small committee 1o include  public
representatives, which will offer advice on program
policy and objectives,

The power had clearly been placed in Bohen's
hands and Westin. whom the tormer editorial board
had wanted to remove from control of PRI was stay-
mg on as king of the PBL producers, apparently he-
cause there had heen a long-range commitment to him
when he first took the job.

But where has all the monev gonez The government
has not authorized the first penny for ETV program.
ing. The Ford loundation remains archangel Tor non
commercial television,

CPB. caught in one of t(he executive:
congressional tax-and-budger squabbles in the coun.
try's history, not to clection-vear politics,
languished as nothing more than a legislaton-hacked
idea unul Presicdent Johnson completed appointment
of its board of directors last February, As chairman he
named Frank Pace [r. than o litdde
politically aware. e was once divector ol the Bureau
of the Budget, later became secretary of the Avmn.
and was president and board chatrman ol General
Dynamics. Since 1964 he's been serving as president ol
a sort of businessman’s Peace Corps called Interna
tional Execurive Services Corps, In the world ol tund
raising, public or private, he s a realist's venlist, 17
noncommercial television was looking lor a hoat vock
er, it got instead somebody who will seck the center ol
gravity as a good place 10 kneel down,

Commenting on the current skeletal nature ol CPB,
Pace says: “I want you to know 1 have two stenogra.
phers, 1wo consultants and one volunteer, and that's
CPB.” Pace has a $1-million donation trom CBS wnd
an application to the Carnegie Foundation for anoth
er $1 million, but he’s not about to huild a permanent
stalf until public mmoney shows up. Pace 1s being
criticiced privately by others in noncommercial televi
sion for not moving faster, specifically for not appoint-

Continued on page 57
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If, as Bismarck said, politics is not an exact science,
reporting on it can be cven less exact. Although
months of background rvesearch can be put m and
plans can be developed [or a number of alternative
possibilities, politics rvemains a breaking news story
and coverage of the next event in the chain depends
to a great extent on what has just happened in the
preceding cvent. “Cranked Up For Year's Top Story,”
TEeLEVISION, April 1968.

One ot the most Irequent cliches ot the news
business is the admonition ol insecure executives that
their underlings “be surc to touch all bases”—leave no
possibility of a story angle or development catching
them unawares.

Yet il five short months ago some journalistic sooth-
sayer had approached a network official with a com-
plete blueprint ot what would happen in the opening
round of 1968's race to the White House, chances are
that the tangle of happenings would have had little
chance of earning a spot in the wildest prime-time
fantasy/adventure plot, much less the multi-million-
dollar planning of election news coverage.

However, through a combination ot luck, adapta-
bilitv and 20-years worth of hard-won experience,
network news teams put on a remarkable performance
in covering the hectic opening round of the 1968
presidential drive. There were remarkably tew major
tumbles: Although each of the three networks had at
least one embarrassingly wide-ol-the-mark early pre-
diction ol a victory mungin in the six major state
primaries, no onc made a wrong call of the eventual
winners—an apparent st since the emergence of
computerized vote projections and the publicity-
pressured race to get on the air earliest with predic-
tions.

At their fimest moments—notably in snapping back
to cover the unexpected and horrifying story ol an
assassination in the sleepy closing hours of the Califor-
nia primary—ihe network news departments rose to
equal any of their most celebrated past perlormances.

The primary clection coverage becaune inextricably
entwined with a drimnfire of fast-breaking njor news
cvents which network olfhicials agiee cannot help but
make 1968 by lar the most expensive news year in the
history ol television.  (“It hasn’t let up since the
Pueblo incident in January,” said NBC News Vice
President Donald Meaney. “The Tet oflensive
Johnson's withdrawal . . King's assassination . . . the
Parts Peace talks . . . the wnexpecred primaries .

TELEVISION MAGAZINE

Budget-Wrecking
Burst of
Election-Year
News Coverage

by Walter Troy Spencer
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Kennedy’s assassination. It just keeps going o)

With the political conventions and general election
coverage still to go, the original record-breaking <30.5
million estimated network election coverage cost lor
the year is out the window. And such election-related
problems as the staggering cost ol covering Senator
Robert Kennedy's assassination and funeral aren't
even included in the budgetary worries ot the clection
unit personnel.

The mere complications of unexpected candiducies
upped the cost immediately by torcing coverage of
extra primaries. For the most part, the networks had
planned on extensively covering four major primaries
(New Hampshire, Wisconsin, Calitornia and either
Nebraska or Oregon). To be on the sate side, they
budgeted for five and ended up with six major ones
(all of the above plus Indiana) and one minor onc,
South Dakota.

Observers estimate that this extra primary coverage,
alone, cost the three networks a combined total ap-
proaching $I million more than anticipated. News
executives of all three networks say there is virtually
no chance ot cutting any convention or general elec-
tion expenses to return within original budget esti-
mates. “It’s just money that's added to the cost ol the
election year,” said William Leonard, vice president
and director of news programing, CBS News. “There's
no way you can save on election night by not telling
the people of Arizona how they voted that night.” He
estimates that in both air time and cost, CBS primary
expenditures “doubled, at least.”

And Walter Pfister Jr., ABC’s executive election
producer, was only partially jesting when he said:
“We're already into 1972. This budget is shot to hell.”

In the time that the primary battles moved from the
snow-patched hills of New Hampshire in early March
to the wrap-up in California’s June warmth, news
emphasis completely reversed. “We went into this year
planning on no contest on the Democratic side and
here at the half-way point we go into the conventions
with it switched to no contest on the Republican side
and all the interest in the Democrats.” noted Phster.

This has cost some recasting of preliminary plans
for convention and general-election coverage, but
even the wildest expectations for fall don’t anticipate
the radical shifts forced in the spring campaigning.

How did the three networks score in the opening
round of election '68? In sheer weight of coverage—
amount of airtime, money spent and ratings—NBC

JULY 1968
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remains undisputed  champion of nciwork political
coverage. Yetr CBS. in a close race, scored scveral
significant beats. And while ABC stuill cannot be
ranked as real competition for the other two network
election tcams (ABC executives estimated, for exam-
ple, that NBC spent twice as much on primary
coverage as they did). ABC at least managed to play
in the same league and put on a particularly good
performance in the most important closing Oregon
md Calitornia races.

“For us it's like City College beating Harvard,” said
onc writer assigned to the ABC election unit. “If
nothing else, 1t has raised the morale of the whole
news department. There was a great period of dis-
couragement around here for a while after the merger
didn't go through. There were staff cuts; guyvs were
worried about their jobs. Now we've built up momen-
tum and conhdence. The esprit is the highest it’s been
in quite o while.

For money-plagued ABC, its original election year
budget cut from $10 million to $7 million and now
creeping back up again, virtually every shift in the
pring campaign was thought of first in money terms:
Governor Goerge Romney’s withdrawal from the Re-
publican race just betore the March 12 New Hamp-
shire primary meant saving assignment of a correspon-
dent to follow him through the primaries, although
there was the shight additional cost of the remote
broadcast of his withdrawal. There also were the costs
of remotes tor Kennedy's announcement that he
would run tollowing Senator Eugene McCarthy’s sur-
prise anti-Johnson showing in New Hampshire; the
remote broadcast ot President Johnson's speech to the
National Association of Broadcasters in Chicago the
day alter he announced he would not seck re-election
(network executives all agree this would never have
been broadcast live had it not been lor the previous
night’s joltingly unexpected development). There
were both of Nelson Rockefeller's announcements—
first that he would not seek the Republican nomina.
tion and then that he would. And there was Vice
President Humphrey's Saturday announcement of his
candidacy. To be sure, most of these remote broad-
casts were done either as three-way pools between the
networks or divided between the election unit and
general news department budgets. But they also cost a
minimum of $15,000 each and, mounting up,
presented a source of constant concern to the budget-
burdened ABC men.

TELEVISION MAGAZLINF
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1) When the political wars shifted to California, the
opener was a McCarthy-Kennedy confrontation in prime time
on ABC-TV’s “Issues and Answers.”

2) The April 2 Wisconsin primary found NBC-TV's Chet
Huntley in a familiar anchor-man spot, reporting and

analyzing that state’s trends.

3) For its Wisconsin coverage, CBS-TV had old pro
Walter Cronkite in the slot.

4) Along the spring primary trails was CBS-TV's Mike
Wallace with the Nixon cntourage.

5) Tragic postlude in California was the RFK

assassination and TV’s coverage of a grim story.

| 6) A battery of adding machines at ABC-TV headquarters

augmented the mass of instruments used to report totals
in New Hampshire.
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The mere fact that Humphrey racther than Lyndon

Johnson is campaigning for the Presidency means

to the ABC executives thar they must assign a full-
time correspondent to him rather than charging it
all off to the White House correspondent. as origin-
ally expected with Johnson.

This seems somewhat penny ante compared to
NBC, which ntever hesitated to throw in all resources
as the primaries heated up, buc it had gone into the
vear budgeted 1o spend $4 million on the primaries
and general election (plus another $8 million on the
conventions) even helore the unexpected elements be-
guan popping.

While all three networks needed 1o add little but
relatively imexpensive surveys updating hasic advance
rescarch done in key precincts for vote projections
and analvsis, when it came time tor actual physical
coverage on election night, NBC paid heavily to ride
the advancing primary waves. It was the only one of
the three networks to anchor its clection coverage in
the primary state (except for Oregon. which posed
logistic problems even flor it) . In addition to bringing
in personnel, this meant building complete studios on
location, bringing in mobile switching units to pick
up remote broadcasts lrom candidates’ headquarters,
constructing microwave towers (o transmit signals (o
the telephone company lacilities and, ultimately, at
broadcast time, operating the entire network from
cities such as Milwaukee or Omaha.

“There were some very complicated circutt prob-
lems,” acknowledges NBC's Meaney. And although
technically all the broadcasts worked without foul-up.
there is division over how eftective this traveling
bandwagon actually was.

Indiana was a prime example ol this major dilter-
ence between NBC’'s coverage and that of ABC and
CBS. Indiana was a state that wuasn’t even on the
campaign map during the winter's planning ol prima-
ry coverage. Nixon was the only candidate on the
Republican ballot and the state’s governor, s a
stand-in lor President Johnson, was expected to be a
shoo-in on the Democratic ticket.

Yet by the time the May 7 primary rolled around,
Indiana looked as though it would potentially be the
biggest battleground of the political race. McCarthy
had continued to maintain strength in the April 2
Wisconsin primary; Kennedy was on the ballot in
Indiana and for the first time there was a head-on

(Continned on page 10)
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$6We are innocent in this business. It hasn’t been
mvented yet. It's being invented every day.”

The “business” is clectronic journalism. The spokes-
man of the moment is Bill Leonard, vice president
and director of news programing at CBS News. He
explains: “The entertainment side of television is a
much older game. What is it? It’s plays and movies.
They’ve been doing that lor generations.”

For a novice, television doésn’t do a bad job at all.
The broadcasting industry, heir to many ot the re-
sponsibilities of the newspaper business, is often at its
best when dealing with the immediate. And the
newspapers’ legacy to ‘the television Dbusiness now
appears to be richer than anyone expected. Television
news has not only replaced the front page, but has
taken over the by-lined columns, editorials and back-
ol-the-paper features.

Programers have discovered that, with the increas-
ing level of education, the viewer's appetite for news
is increasing. “News is like salted nuts,” according to
Dick Wald, vice president, news, at NBC News. “The
more you inform, the more people want you to
inform.”

And news makes good money sense. The mainte-
nance of a news organization is costly, but atter the
initial outlay, any expanded uses of that organization
brings higher returns at a minimum of increased costs.
A network has to keep a correspondent in Saigon to
cover hard news, and any special reports or programs-
ing out ol that burcau are gravv—a lot cheaper than a

News Shows in Transition:
Longer Forms, Different Hours,
a Search for Individuality

by Caroline My
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Bob Hope special, in any event. As lor opinion
editorial comment has to be the cheapest form of
programing invented.

While Bill Leonard claims CBS News spent $500,- 3
000 on its documentary, The Warren Report, he has
hopes for a bright fiscal future for news: “The time is
going to come when the stable mainstay of support for
broadcasting, in my opinion—I don’t mean the biggest
money maker, but the stable support, the thing that
leavens the bread—will be news.”

On May 27 of this year, ABC News revamped its |
approach to early evening. ABC’s competitive situa-
tion being what it is—it has been a stepchild especially
where news is concerned—the network was open tg !
experimentation, and experiment it did. ]

Ratings were desperately low before the change,
with Nielsen’s second report for May giving ABC a 6.6
average to CBS’s 14.0 for Walter Cronkite and NBC’s
13.6 for Huntley-Brinkley. Whether the new format '
will make a dent in the ratings has yet to be demon-
strated.

One detractor calls the renovated format “the Daily
News of the air,” referring to New York’s less-than-
cerebral tabloid, but adds: “There are an awlul lot of *
people who read the Daily News.” ABC garnishes the
30-minute broadcast with reports on fashion, society,
science, finance and other general-interest features. A
corps of contributing editors has been drafted—people
like Stewart Alsop, the syndicated columnist; Gore »
Vidal, the novelist and playwright; Harry Golden, the

e g
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thor and journalist; David Merrick, the producer;
arietta Tree of the UN Human Rights Commission;
alcolm Muggeridge, the critic; William Buckley, the
ofessional conservative and magazine editor, and
feorge Plimpton, author, editor, bon vivant.
[ It is an easy kind of news to take, and ABC
t:jmittedly is after viewers who are not regular news
fins, as well as converts from Huntley-Brinkley and
Valter Cronkite.
[ William Sheehan, vice president and director of TV
l ABC News, claims: “We don’t intend to opt out of
ay hard news.”” But he concedes the threshold on
iicondary hard-news stories is necessarily higher with
iis kind of format. It was only in January 1967 that
BC extended its early evening news from 15 minutes
+ a half-hour, and Sheehan feels that this expansion
- time suggested, in part, the experiment ABC has
nw launched. There is a commitment to a half-hour
ithout any guarantees of hard news to fill it

Almost a vear ago, NBC made one of its rare
sanges in the format of the Huntley-Brinkley Re-
art, suspending for a time a why-spoil-a-good-thing
alicy. NBC News promoted four correspondents—
shn Chancellor, Jack Perkins, Sander Vanocur and
ouglas Kiker—to the status of permanent contribut-
ig editors. It has been suggested that this move
rovided NBC with an insurance policy on its two
ox-office names, Huntley and Brinkley. Now there
ould be four secondary personalities to back up the
vo principals and to replace them painlessly and
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inconspicuously should the need arise. NBC News
had become very closely identified with the Huntley-
Brinkley personalities, and NBC simply took all its
eggs out of two baskets.

NBC hoped, as well, to give its four contribu-
ting editors in-depth assignments. New policy in-
cluded open discussions of news issues between the
four and reduced the straight recitation of hard news.

But NBC's Wald doesn’t like to talk about back-of-
the-book reporting. He doesn’t like the term “fea-
tures” with its implications of triviality, and he
won’t apply it to NBC News. “The old idea of a
teature story was it could run today or it could run 15
weeks from now because it doesn’t matter,” says Wald,
who feels the distinction is artificial. All news reports
matter, says Wald, whether they take 15 weeks or 15
minutes to prepare. And the eftect of the four new
editors accompanied by a change in empbhasis, says
Wald, “has been to give an added stature, to give
them more prominence, so that things they said that
didn’t have immediacy, had relevance.”

NBC News is planning a step now that is the closest
thing to network prime-time news vet. The network
has announced the start carly next vear of a news
presentation on the first Tuesday of each month
between 9 and 11 p.m, pre-empting the Tuesday-
night movie. First Tuesday, as it is tentatively called,
is expected to concern itself with what NBC's Wald
calls “insight, not just the slam-bang of things.”

Not to be outdone by the Hatfields, the McCoys
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have their own secret weapon and the wraps are duc
to come off Sept. 24 of this year. CBS plans a prime-
time news hour, also a ‘“magazine” show, as the
networks arve terming them. 60 Minutes is scheduled
for one hour, twice a month, alternating with the
regular CBS News Houwr. Harry Reasoner and Mike
Wallace, along with guest editors, will cover any
number of in-depth, feature stories in the course of
the hour. “We are frustrated all year long by things
we want 1o do something about,” CBS’s Leonard says
in describing the gap the magazine is intended to fill.
“We really don’t cover business. We really don’t cover
religion. We really don’t cover art.”

The advertising-agency media departments general-
ly have greeted the CBS and NBC announcements
with a wait-and-see attitude. )

A media man at a large broadcast agency expressed
his one real reservation about the magazines: “In
terms ol audience size it’s our feeling that the NBC
program in particular suffers from the fact that it will
be on only once a month. The CBS program will be
on everyv two weeks. Television viewers tend to be
creatures of habit.” Neither show has the habit-
forming frequency of a Lucy Show or a Peyton Place.

The published rates tor First Tuesday are $25,000 a
minute for regular movie advertisers and $35,000 for
evervbody clse. Published rates [or 60 Alinutes are
$34,000 per minute. Rumor suggests the possibility ol
buyving cither magazine show in a package with Hunt-

The news values in television

In Jess than a decade television has emerged as the
nuniber-one source of news for the people of the

LS. Table helow shows resulis of snrveys conducied
by Roper Rescarch Associates for the 1iclevision
Burcau of Advertising. In cach, rthis question was
ashed: Where do von usnually get most of vonr news
about what's going on in ithe world today-—~hom the
newspapers or radio or television or magazines or
talking 10 people or where? Since 1963 elevision

has bheen mentioned by more people than any other

Jourialism medun.

Source of most news

Television

TRLEVISION MACAZING

ley-Brinkley or Cronkite.

At the stations, local news has proven a steadfas
source of revenue, especially in the late evening
According to one media executive, late news, afte
movies, is the most cagerly sought after local availabil
ities. Figures from the Television Burcau of Advertis
ing testily that early evening accounts [or approx
imately one-quarter ol total spot expenditures. Iy
1967 over $300 million was spent in carly evenin
spot.

Early evening news, at least in the top-100 market
usually wraps itself around the network feed in on
fashion or another. In a study prepared by Kat
Television and published last November, early even
ing local news 1 the top-100 markets averaged a 1
rating and a 30 share, with 70 men and 85 women t
every 100 homes. i

Katz learned that 809, of the stations surveyed
programed 30 minutes of local news. Almost all quar
ter-hour newscasts belonged to ABC affliates, and
more than halt the three-quarter-hour broadcasts be-
longed to NBC affiliates. The Katz study concluded
that half-hour newscasts outrated any other Iengtﬁ'
and that the shorter newscasts appealed to a larger
number of children and teen-agers, a less attractive
demographic profile. ABC afhliates were found to
appeal to this young audience, not only because ol
briel newscasts, but because ABC stations tend ta
schedule news earlier, before 6 p.m. Children’s pro
graming naturally provides a bad lead-in, and imexpli-

o

The ad values in news
The tables below and at right compare anticipated

prices and efhciencies of minute participatious in
the three network cevening news strips—as  projected
for the 1968-69 scason by the media depariment of
Foote, Cone & Belding. Also shown in parentheses

are delivered per-minute prices and cfliciencies
during the first quarter ol 1968 as computed by
Cerevision's vesearch adviser. Erwin Ephron, ol the
Papere, Koenig, Lois agency, New York.

:BS Evening News—Cronkite

(In January-March
1968 the Cronkite
program averaged
$28,000 per minute in

price and delivered
a cost-per-thousand
homes of $2.66.)
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cably, movies also result in a smaller audience lor
flocal news.

Since its news organization represents a major in-
vestment lor a station, the smaller markets cannot
Iwavs lay out big money for equipment and person-
el. The expansion of network news is a boon to
stations that don't teel they can shoulder the responsi-
ility themselves. Joe Ostrow, vice president in charge
[ media planning at Young & Rubicam, estimates:
“Il you go beyond the top 75 markets or so, 1 think
the tendencv is to say the networks are doing it for
us.”

The spirit of adventure resides as much, however,
in the heart of the station news director as the
!ne[work news director. Station groups and network

owned-and-operated stations, in particular, often have
ithe resources to do a first-rate job of local reporting.

Metromedia in New York has made an attempt at

10 p.m. local news that put a bee in the collective
“bonnet of news directors ot a number ol independent
‘stations and may have set the networks to more

serious thinking about prime-time news. WXNEw-TV
" New York took its zero news department in the spring

of 1967, and, with a large injection ot money and a
© year’s time, put it in competition with the networks in
¢ prime time. WNEW-TV clocked an average ol 9.4 during
" the week of May 13, according to A. C. Nielsen, com-
© pared with a 10.4 average rating at 11 p.m. {or news
i broadcasts of the networks’ New York O & O's.
WxEW-TV 15, in the words ol a spokesman, “sold out

Huntley-Brinkley Report

.

(In January-March
1968 the Huntley-
Brinkley program
averaged $27,000 per

minute in price and
delivered a cost-per-
thousand homes ot
$2.70.)
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at a premium rate and at competitive prices.” Proof of
its success lies in the tact that the station will expand
its 10 o’clock newscast from 30 minutes to an hour on
July 8. WxNEw-1v's expansion lollows by a month a
similar move by Metromedia’s wrre (1v) Washington.

Mectromedia is planning a 30-day trial run on a
microwave hink between wxew-1v and wTTe this sum-
mer.

While the group looks more and wmore like it has
ambitions in the direction ol a news network, Met-
romedia news director, Jolin Corporon, will only
concede: “Certainly if we have a link between Wash-
ington and New York, you could say we have the
germinal seed. We have no master plan.”

WNEw-Tv has demonstrated that even m a town
where the bars close at 4 a.m,, there is an appetite for
a prime-time news wrap-up. But wNew-rv does not
have an exclusive on long-form., late-night news. Wite
and Metromedia’s kT1v (1rv) Los Angeles and kmse-Tv
Kansas City, Mo., schedule an hour of late-night, lo-
cal news. Kase-rv is Metronmedia's only network al-
filiated station. Just this spring wessv-1v Chicago, a
CBS-owned station, ventured into long-torm, late-
night local news.

Kyxt(1v)  Los Angeles, a  CBS-owned station,
has never committed itsell to a long form, but makes
the decision dailv. The station has adopted an open-
ended news format for its late-evening news. The
program runs lor as long as it takes to cover the news
to the satisfaction ol the producer. It gencrallv lasts

(Continued on page 66)

ABC Evening News

(In January-March
1968 the ABC Eve-
ning News averaged
$11,500 per minute

in price and delivered
a cost-per-thousand
homes of $2.62.)
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ur world is increasingly num-
bered, and in television, num-
bers are the lingua franca. We
know infinities about what televi-
sion does to people. We know pre-
cious little, however, about what

people do—and think and say—
about television.
In this Sahara ol knowledge,

Leo Burnett Co. has been trying
to raise an experimental crop ol
information about a very impor-
tant part of television—daytime.
Not the muscle and gristle ol
sports, not the cartoons and mon-
sters of kiddie fare; what we have
been investigating is the big slice—
housewile television.

Our line ol questioning—and the
free discussion stimulated by it—
has been the realm of Monday-
through-¥riday morning and after-
noon programing, in which mar-
keters invest vast sums and for
which agencies develop creative
messages (o influence the [emale
viewer.

It was precisely because of a fair-
ly universal ignorance about [e-
males and their use of daytime
that we decided to “go to the pco-
ple.” As an adjunct to the Leo
Burnett commercial-testing oper-
ations, we began, in October 1966,
to talk with small groups of wom-
en. Our conversational investiga-
tions have continued. The most
recent one was in April 1968.

A group discussion leader from
Burnett poses an initial question to
the panel of five to seven women.
They respond, discuss, argue and
express their satisfactions/disap-
pointments. The leader stays out of
the discussion, but keeps it on the
track, or poses a new lacet of the
over-all problem.

That’s the way it works—people
talk.

We asked, and we opened our
cars. Now, we are starting to open
our eyes. For women do not always
react to television as you might
expect.

While we do not consider these

TELEVISION MAGAZINE

findings definitive, we do feel they
provide insights into women’s con-
sumption and appreciation  of
daytime television. We helieve our
pilot study delimits the outline
within which broader and deeper
research mav be conducted into
what women term “my medium.”

Perhaps the most meaningful in-
formation we gathered concerns
the role that women ascribe 10
daytime television. In their limited
and lonely world, most women
refer to daytime television as “my
companion.” They use dilterent
terms, but the meaning is clear—
daytime television is their confi-
dant, their friend.

We also found in the outlines of
our new knowledge the inexactness
of the industry term “daytime
TV.” This is held to mean a gener-
alized pattern of viewing over
broad day parts. To the housewile,
there is no such thing.

There are times at which the
woman can and does view, and
others when she cannot and does
not. Most women, indeed, have
only a [ew programs that they plan
to view and make them a habit.

But there is a compensating
phenomenon. With surprising fre-
quency, women indicated that even
when there is no specific program
scheduled they wish to view direct-
ly, they enjoy the company of the
sound of the set and leave it on for
companionship.

Other forces are at work (o
change the stereotype we may hold
of daytime viewing. Specifically,
the same type of multiplication of
use that occurred when portable
and subsequently transistor radios

wwWw americanradiohistorvy com

hecame available seems to be ha
pening with portable television
sets.

This multiplies the housewife's
opportunity to work and watch si-
multaneously. [

In the single-set home, however,
the incidence of doing housework
while being the “viewer per set” is
limited. Troning—a houschold task
which women uniformly seem 1o
dislike—is said to be less tedious
when done in front of the set.

In the same context, sewing and
mending, and in some cases even
meal preparation, are done while
watching daytime programs.

It is not surprising to find that
with housewives, as with the popu-
lation at large, the entrance of a
color set into the home changes
habits. Specifically, women say they
initially watch “everything” in col-
or. They also report becoming
more critical of program fare, more
selective in their viewing as a result
of color.

A show that was acceptable in
black and white, but was, perhaps,
subconsciously marginal to the
viewer may be found wanting
when seen in all the hues of the
spectrum.

‘The most revealing discovery of
our investigations, however, is the
need women have for television.
This is a fact whether they view
heavily or lightly.

It is the case whether the woman
works part time or not at all. It is
true irrespective of her level of
education. It seems to be a univer-
sal fact that housewives are lonely
and feel cut off from the fuller
world outside their domestic circle.

One word best describes the
need women have—that word is
“stimulation.” And, they tell us,
certain kinds of daytime program- |
ing provide this—in some meas- |
ure. The program names that kept |
coming out in the discussions were |
not the top-rated serials and game *
shows (although it is entirely pos-
sible that these are viewed to a‘
degree far greater than women |
comfortably discuss). The recur-ﬂ
ring names were the talk programs
—Mike Douglas, Merv Griffin, Girl 1
Talk, Woody Woodbury and late- &
ly Dick Cavett. In common, all ¥/
these programs seem to provide the



www.americanradiohistory.com

contact with the world that women
miss. They talk about the interest-
ing people on the shows. They are
delighted to learn more of both the
Aprofessional and personal life of
fcelebrities and noncelebrities. In
wshort, they are delighted to learn.

And learning is the link that
imakes certain informative quiz
ishows also highly acceptable to
‘women—for there is the chance to
racquire knowledge beyond their
tworld of pots, pans, shopping and
idiapering.

It might be imagined that if
women express a yearning for
knowledge this need could be filled
by the printed word. But, while
our respondents ranged from gram-
mar-school  to  graduate-school
levels, there was a high incidence
ol the plaint that there wasn’t the
time to find thought stimulation in
newspapers, magazines or books.

We do not believe that our re-
spondents suftfer trom degenerative
literacy. We simply report that by
impressive margins they said that
reading was not a substantial part
of their communication pattern.

Hard as we may find it to accept,
women frequently reported their
lack of time. And the result is that
many said that becoming addicted
to daytime serials was a practice
they avoided. It isn’t that they find
the content unsatisfactory—
although some women described
the soapers as repetitious, slow-
moving and exaggerated—rather it

(Continued on page 50)

by Gene Accas

What really diaws the
housewife to her TV set while
her lusband is at work?

And what vepels her? Some
surprising answers have come
from an ongoing study by
the Leo Burnett agency, as
reported here by Burnett

VP Gene Accas. The author
s a media specialist of

long standing and an
acknowledged expert in
television buying.

Daytime TV:
The Woman’s

Home
Companion
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NBC’s Indiana bind typified a situation faced at various times by all networks

FELECITION YEAR

from page 33

confrontation among him, Mc-
Carthy and a supporter of John-
son’s regular party organization
(the Indiana governor). Kennedy
said Indiana would make or break
his drive lor the '68 presidential
nomination, The charges and coun-
ter-charges flew over Kennedy ex-
penditures.

NBC sent an advance research
team into Indianapolis April 15.
They stayed until the election. The
12-man  projection and analysis
team went 1n almost a week aliead
ol the election. By election day,
NBC had 300 staff people in Indi-
anapolis, including 1ts anchor team
of Huntley-Brinkley and Frank
McGee, plus 250 precinct reporters
hired for the night. The logistics of
the operation were particularly
dithcult because 60 ol the news
staft, including Huntley, had to
catch a plane immediately alter the
hour-long 8 p.m. special election
broadcast to get to Paris the next
day for the opening ol the US.-
North Vienamese peace talks.

NBC converted a building on
the Indiana State IFairgrounds into
an election night broadcast studio
bigger than its own regular Studio
8-11 election broadcast center in
New York. The manager of wrsm-
v, NBC's Indianapolis alhliate,
aild 1o Meaney, “This is the
damndest road show | ever saw.” I
was, Indeed, the largest primary
operation ever helded by the net-
work.

Lanewup for the others

Against it, CBS had a uio ol
remote units and three COrrespon-
dents (for Kennedy, McCarthy and
the administration stand-in, Gover-
nor Roger Branigin). ABC had
two remote units and a pair of
correspondents  (lor Kennedy and
McCarthyy : Each ol the networks
had about a dozen stalf personnel
on the scene.

The resultsy NBC devoled the
nost - on-air coverage  from  the
scene, an 89 pom. ospecial and 4
12-minue wrap-up ending at 1]
poane i addition to orginating The
Ihentley-Brinkley  eport for that
night Tronn the scenc

CBS did only a4 half-hour broad
cust, from 10-10:30 p.n, anchored
hy Walter Cronkite im New York,
with correspondents Roger Mudd

(k('nnml') . David  Schowmacher
(McCarthy) and Johoa  Han
(F’.r'\nigm)
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ABC broadcast a I5-minute wrap-
up, trom 11:30-11:45 p.m., also an-
chored in New York, with its an-
chor team ol Howard K. Smith and
William Lawrence, assisted on lo-
cation by correspondents Bob
Ciark (Kennedy) and Sam Don-
aldson (McCarthy) .

For ail of NBC’s effort and ex-
pense, one local television critic
summed: “CBS seemed to have the
most fun and ABC had some of the
most revealing information.”

CBS got on. the air with the first
projection ot the outcome of the
Indiana race, at 8:26 p.m.; NBC
tollowed at 8:35, although Frank
Jordan, director of election oper-
ations lor NBC News, later pro-
duced Hash cards to show that his
network could have gone on the
air with a projection based on the
returns {rom 17 precincts as early
as 7:18 p.m. “Just because we
could have gone on earlier doesn’t
mean we should have,” Jordan
said. “'Being beaten by a few min-
utes on the projections doesn’t al-
ter our opinion.” ABC made its
call of the race one minute aflter
NBC.

Kennedy's [ree-time suggestion

ABC’s  political  editor, Law-
rence, was credited with providing
a clear summarizing analysis ol
what had happened in Indiana—
something he needn’t go ncar the
state 1o do. CBS provided the most
memorable broadcast moments
with its split-screen three-way inter-
view between Cronkite in New
York and Kennedy and McCarthy
in their Indiana campaign  head-
quarters. This included Kennedy's
widely publicized  suggestion  that
I'V muake free time available to
candidates as a solution to the
problem ol multi-million-dollar
CMPAIZN eXPENSes,

Observers estimate that GBS In-
diana coverage cost somewhere in
the  neighborhood ol $30.000;
NBC's ac least halt again and per-
haps twice as muach. GRS also cea-
ly had a rutings edge, with their
Lter show pulling o J5.8 Nielsen
rating against NBC's 117,

Why, with all its extra effort and
expense, did NBC in essence get
beat by GBS in covering the Indi
Jda l)l'llll:ll'y? N(‘\\l.\' CXecunves al
ABC and GBS sympathetically
point out that NBCG News was che
vietim ol what remains one of the
nmujor hazards of broadcasting pri.
waries, a problemy froin which each
network  alternately  suffered  or
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benefited: that ol luck in timing
the programing and finding a prace
lor 1t in the regular Tuesday eve-
ning schedule.

NBC’s  hour election speciaf
started just as the poils in Indiana
closed. Despite the projections,
there weren’t enough returns in for
either of the major candidates to"
commit themselves to comment ow
the election that eariy. CBS, broad-
casting in the first half of the regu-
larly scheduled CBS Reports time
siot that it had through the pri-
maries, came on at the opportune
time to get the candidates.

When early bird lost out

NBC's Indiana bind is typical
of the situations faced at various '
times by all three networks. “I felt
for NBC in Indiana,” said one
newsman at another network. “To
do an hour special they pre-empted
the jerry Lewis Show, which came |
too early in the evening for eftec- '
tive coverage. But they had to do it
there because it was the weakest
point in their prime-time schedule
and they obviously didn’t want to
pre-empt Tuesday Night at the
Mouvies. .

“Coming on so early, they didn't
have much they could say.”

One writer for the NBC election |
unit  was less charitable: “Here
they spend all this money to come
out to Indiana and blow it because
the programing jerks won’t give up
a movie, particularly this movie”
(it was “"McHale’s Navy”) .

CBS’ Leonard also sympathized.
“It's the same problem for all the
networks. We were very lucky to
have our 10 o'clock Tuesday time
spot. It's about as good as you can
get it you have to choose a time.”
(However, newsmen at the other}
networks noted that as the pri-g
maries moved west, this time slotd
began to get too early) Leonard
added: “NBC was faced with hows
often can you afford to swallow
that motion picture. The only he-!
roes in that game ave the people
who gulp and say: ‘Go ahead and
do it

“Even il vou can choose the lime:.
spot, even then sometimes  yous
choose wrong. There just isn’t an
weal tme to do a show.”

NBC’s Meaney concurred. “71'he
producer makes some Kind ol early
Judgment of how things are going
to go—haw carly a decision can be
made, who will be available—and
then he tries to make appoint
ments for an appropriate time, But
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t requires a lot of things to coin-
icle to make the facts, participants

ynd air time all fall into a package.
sometimes they all don’t.”

18 Said ABC’s Phster: “In picking
W 8he time, some of it is research,
tlome is instinct and some program-

‘ng commitment, But there’s also a

‘ertain amount of luck.
“If you go on the air too early,

Wrou tread water until a trend be-

1iomes

apparent and you don’t
nave the feel of excitement. You

t#un down the audience. 1f you

Ut

oy

= e V-
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ome on after the call, then the
tory really is already over. But
ometimes everything breaks, just
ike a baseball team hitting 1ts
itride.”

Phister cites the Oregon coverage
is an example of a contest where
111 the elements clicked at once for
ABC. "It was just the combination
f timing, luck and organization.
wWe went on at 11:30 and had ap-
ointments to get both Kennedy

and McCarthy on within the first

10 minutes. As it turned out, the
Hesk called the decision for McCar-
thy's win while we had him on the
air.’”

That coupled with ABC’s snag-
ring of the Kennedy-McCarthy de-
bate for their Issues and Answers
program (they had been the first
network to ask at the time when
Kennedy agreed to a debate belore
the California primary). “A combi-
nation of breaks like this starts a
momentum that had us really roll-
ing along through the California
primary and the assassination,

When it clicked

Each network can point to at
least one instance during the pri-
mary coverage in which the ele-
ments coincided neatly; il CBS
scored a beat with the Kennedy-
McCarthy encounter in Indiana,
NBC could feel consoled exactly a
week later in Nebraska during the
only mildly interesting Republican
race of the entire primary circuit,
Investment in a satellite feed from
a governor’s conference in Hawan
paid oft with the NBC correspon
tlent being able to break the first
word to California Governor Ron
ald Reagan of his strong showing
in the primary and catch iive on-
camera his reaction.

In retrospect, it can be argued
that in coverage expenses, the pri
maries became a trap of Chinese
Loxes. Far from being the conclu-
sive showdown, Indiana proved

' ¢loser to a stand-off that made the

Nebraska  primary  important;
Kennedy’s Nebraska showing put
the focus on Oregon and McCar-

The layout of ABC’s convention magazine

ABC’s hour-and-a-half nightly
wrap-ups ol the Republican and
Deimocratic national political con-
ventions will [ollow a “magazine
format,” according to executive
election producer Walter Phister Jr.

As a substitute for the former
gavel-to-gavel coverage each night-
ly show will follow roughly the
same outline, with each hour and a
half divided into five distinct sac-
tions. Following are the tormats for
the various sections:

1) “Miami Day 1" (for the first
day of the Republican convention)
plus a subtitle (such as, say, “The
Making ot a Candidate™) . Howard
K. Smith, anchor man. A chrono-
logical review ol the day’s events,
“but not just a series ol film clips,”
according to Pfister. "It will tollow
a theme and be on the order ot an

“instant documentary.” Time:
about a half-hour.
2) “Correspondents’ Roundta-

ble.” Using a working news room
set with William Lawrence as the
moderator in the slot ot the news
desk surrounded by from three to
five correspondents who may be
changed during the course ol the
segment. Phster says this will “be

informal, but not stage-phoney.
The correspondents will be in
shirtsleeves  with  colfee cups at

working desks kicking around the
important events of the day. We
want it to be like a bull session
between reporters over a drink al-
ter they've turned in their stories.”
Thme: about 20 minutes.

3y “lnsiders” Report.” A filmed

investigative report on some aspect
of behind-the-scenes convention ac-
tivity. Phster describes it as *a sig-
nificant sidebar that lends itself to
visually  exciting treatment—we
want to use things such as Cinema
Verite technique, We don’t want (0
do just feature stuft, We want
things that will have an effect on
the convention. The elaborate
communications system that Gold-
water used at the '64 convention is
an example of the type of story
that would lend itself to this.”
Time: 3 to 6 minutes.

4) “Buckley-Vidal.” Special cor-

respondents  William F. Buckley
and Gore Vidal. “We'll just let
them go,” says Phster. “It will

difter [rom the objective reports ot
the roundtable, since Buckley and
Vidal will just be themselves and
express whatever ot their own com-
ments they like. I haven’t talked to
them about it yet, but 1 might even
like to put Buckley in some sort ol
Louis XIV chair and Vidal in a
Danish modern chair to match
their styles.” Time: 5 to 20 min-
utes.

5) “Update.” A wrap-up ot what
has transpired in the convention
hall during the time the show has
been on the air. “This will be the
most flexible time period,” says
Pfister, although it is planned tor
an average span of 3 to 10 minutes.

Each program will end with a
feature, “Lawrence on the Spot,”
in which political editor Lawrence
will make a prediction about what
will happen the next day.

thy’s comeback there made Calilor-
nia—a contest that looked of mini-
mal importance in early March—
the most crucial primary of all.
And then four hours and 15 min-
utes after the polls closed there, the
conciusion of the primary story ex-
ploded into a news event which
once again changed the complex-
ion of the remaining presidential
race.

NBC officials say they have no
regrets about the extra cost of jour-
neying to five ol the six states 0
anchor primary coverage on loca-
tion. “We were very pleased,” said
NBC’'s Meaney. “It enabled both
our projection and analysis staft
and our broadcast people to [eel
right in the midst of things. It
provided a real on-the-air feeling
of presence and story contact.”

Said  newsman IHuntley, “Of
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course it's more dithcult to operate
in the field, but I like elections and
conventions. They were made to
order for TV. 1 like politicians,
too, even the bad ones. Theyre
nonspecialists in  today’s society.
They know a little bit about a lot
ol things. Hell, it’s just more fun to
go where the election is.”

At the samne time, executives of
the other two networks say they
feel they lost nothing by electing to
forego location anchorage. (CBS
had planned to anchor in Oregon,
but because ol rising costs and lo-
gistics problems in the hectic final
month of primaries decided not
10.)

“Although T felt very bad when
the decision was first made not to
originate in the states, in retrospect
it was a luxury we didn't need,”
said ABC’s Pfister. *“The action is

JULY 1968
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in the computer. Where the anchor
man is isn't really apparent to the
viewer unless you constantly an-
nounce 1t.”

“You can argue both ways but
we don’t teel we lost a thinyg except
maybe a mild amount of local at-
tention, which distracts  your
broadcasters,” said CBS’s Leonard.
“The inside ol a studio looks the
same. You pay a great deal in mon-
ey and sacrifice a great deal in
llexibility to be able to say ‘I'm
here.” And you can't do as good a
job from a makeshift studio in a
store in Indianapolis or we
wouldn't bother to have this
place,” Leonard added waving at
his office in CBS News’ Broadcast
Central headquarters on West 57th
Street in New York City.

Another area of continuing de-
bate in this year’s primaries is the
traditional dispute over computer-
ized projections of results and calls
of winners. While there was wide
disagreement over individual inci-
dents, officials ot all three networks
agree that there was much more
emphasis by each election unit
team on analysis and attempts to
wrap coverage into complete news
stories, rather than races to get
figures on the air.

Tend own shop

NBC, the traditional leader in
election projection, maintained the
most casual attitude about calls. “I
don’t even know what CBS is doing
m an election night and I don't
care,” said newsman Brinkley. “No
one can watch two networks at
once and if there is a difference ol
a couple of minutes, who cares? |
don't know anything about what
they're doing with this huge com-
puterization. That's a full-time job.
I just read what they give me. The
one saving grace about it is that it
works and that it’s almost always
right.”

Jordan, whose full-time job is to
make it work lor NBC, said: “We
spent more time on the computer
in analyzing the vote than project-
ing bhecause projection techniques
are (o the point where all we can
do is tinker with them. There have
heen no dramatic changes since at
least 1964, But analysis has a long
way to go still. There's a lot of

money and research still to be
spent on the main thrust ol ex-
plaining an election.”

One reason NBC can remain

casual about calls is that it still
managed to make the most [irst
oncs, three major calls (Nebraska,
Oregon and South Dakota) . In Ne-
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and ABC's in Wisconsin were sub.
stantially wide of the final mark. |
Despite disclaimers of impor-
tance, the networks remain under
pressure to get predictions of some
sort on the air as last as possible;
thus there was a great deal of hedg-

braska, it was on-camera with the
call five minutes after the polls
closed. CBS had two frst calls (In-
diana and California), and ABC
two minor early clection calls
(New Hampshire and Wisconsin) .
In addition, CBS' Calilornia call

Presidents and TV by Gerald Gardner

In this election year we constantly hear it said that no man can become
President who has not mastered the art ot projecting a favorable image
on TV.

It is also true, though we hear it said less frequently, that no man can
be a completely eftective President who has not mastered the television
art.

With Mr. Johnson written out of the presidential race by his own
hand, there are now at least six men who have their eye on the
presidential chair. Whichever of these men succeeds in wresting presiden-
tial power will use TV in his own fashion once he has gained the White
House.

It is interesting to speculate on how each of the contenders would
make use of the glowing TV giant.

About RicHarp NixoN it was once said: “Would you buy a used car
from this man?” This unworthy slur may well suggest the ideal television
vehicte with which Nixon might reach the public from the summit of
power.

FADE IN:

Ext. used car lol

President Nixon stands before a row ol gleaming second-hand cars. He

stares solemnly into the CAMERA and speaks rapidly.

Nixon: Hello, friends. 1t’s Dick Nixon of the Nixon White House, just
off Pennsylvania Avenue, freeway-close to Baltimore and downtown
Washington. Our financial advisers have but one job, and that’s to
help you, the taxpaying citizen, to get the best deal you can out of
our new administration. Now take a look at this new Nixon. We
took the time to give you new plugs and debater’s points, a new
speech condenser. We even relined the brakes and tossed in a new
paint job. So now’s the time to buy your exciting new Nixon. Then
you won't have the old Nixon to kick around any more.

EuceNE McCARrTHY's style is wry and intellectual, in the Stevensonian
manner, and one suspects that his White House TV style would resemble
that ol the college protessors who lecture on those UHF stations.

FADE IN:

Int. bare TV studio

President McCarthy stands stiffly beside a mockup of the Elizabethan

theater. He holds an open copy of Shakespeare.

McCarTHY: Good evening. Our foreign policy has generally been as you
like it. Feeling all’s well that ends well, we have sought to terminate |
the tempest in Vietnam. We de-escalated hostilities and invited
measure for measure. But it was all love's labor's lost. Alas, it has all
been much ado about nothing.

RONALD REAGAN’s most successiul appearances on TV were as host of &
the western series, Death Valley Days, Some observers feel this holds a
clue to the way in which Reagan would use the television medium were &
he to ocenpy the White House.

FADE IN: E
Ixt. western tvail
REAGAN: Towdy, Iriends. It's your old trail boss, Ronny Reagan, with

1
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ing predictions or qualified guess-
1 ing before the network news teams
S would put their corporate necks on
{|the block with a flat statement of
" who would win.

p-m. with 459, of the sample pre-
cincts in, 10 minutes earlier Brink-
ley said that with 259 of the net-
work’s sample precincts in, Ken-
nedy had a “substantial lead, and

if he continues to hold this kind of
lead, he will win the Indiana Dem-

In Indiana, before actually pro-
¢ jecting Kennedy the winner at 8:35

another exciting story of the wagon train. This trip the wagon train
has some real interesting passengers including a new cabinet, a new
chief of staff, a new board of regents, and a new casting director
who’s picking them for me. We've got a memorable journey ahead of
us, folks, with danger on all sides—particularly on your lett.

NELsoN ROCKEFELLER's political career was profoundly affected by his
divorce and remarriage, a frankly emotional issue. It seems probable
therefore that Rockefeller would tend to use the most emotional TV
format for affecting the \merican people.

FADE IN;

Int. lrving room

President Rockefeller sits in a typical living room in the typical small

town of Washington Place. He addresses CAMERA somberly as organ

plays “The Party’s Over.”

ROCKEFELLER: And now we bring you Rocky on the Rocks, the program
that asks the question: “Can a wealthy boy trom a big Fastern town
find happiness in a party that hates him?” Yesterday, you'll remem-
ber, we left Rocky and Happy in the big White House down the
block, wondering if Dick and Everett and his friends would ever
forgive him for turning his back on Barry. ...

GEORGE WALLACE's devotion 1o the segregationist caise leads one to
suppose that his use of TV might resemble the announcers on those
hard-selling soapflake commercials

FADE IN:

Int. suburban kitchen

President Wallace stands beside a wildly gyrating automatic washer,

holding a box of soapflakes.

WarrLace: Friends, if vou think vour town is white, wait till vou've tried
Wallace—the new whiter-than-white detergent. Wallace gets in there
and digs down deep, bleaching as it cleans. Wallace works extra
hard on sheets. And watch Wallace handle even those dark problem
areas. In fact, watch Wallace get cverything snowy white. indluding
your brightly colored things. So don’t wait—bring Wallace into
your home soon and get a real bang out of summer washdays!

Husert HumpHREY has the tendency to use too many words per
minute, in the manner of a sportscaster spewing the day's diamond
results, Since baseball and politics are two great national pastimes,
perhaps Humphrey will find this a useful format for his TV messages to
the public.

FADE IN;

Int. TV sports desk

President Humphrey hunches over a microphone, his eyes fixed on the

whirling Teleprompter,

HumphrEy: Well, the Washington Senators lost another big one today to
the New York Lobbyists. That makes nine losses in a row lor the
hapless Senators who haven't looked too sharp since they lost the
services of their great starting hurlers, Jug-Ear Johnson and Big-
Hand Baker. Well, politics fans, that’s 30" for tonight. So this is
Hubert Humphrey and his Politics of Joy, signing off and reminding
you that as an approach to our problems, “We shall overcome’ isn’t
half as good as “We shall overjoy."”
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ocratic primary.”

A favorite of CBS was surveys of
voters leaving polling places, which
indicated trends.

In the first attempt to operate its
sampling and analysis unit entirely
on its own since splitting with
Louis Harris and Associates, CBS
clearly had some sorting out to do,
although it generally performed
well.

Probably the most widely publi-
cized rhubarb of the primary cover-
age was CBS™ projecting of a
Kennedy primary victory 41 min-
utes atter the polls closed and be-
lore the computerized Los Angeles
county ballots were counted, ap-
parently arrived at on the basis of
CBS polling. CBS's Leonard de-
lended the call and the wide
Kennedy victory prediction (529
to 389 for McCarthy) made by
the network Voter Profile Analysis
team an hour and 18 minutes after
the polls closed.

There was strong disagreement
here between Leonard and NBC's
Jordan. “If Kennedy hadn’t been
assassinated, OGBS would  have
caught hell.” said  Jordan. “CBS
fostered the impression that still
lingers that Kennedy won a smash-
ing victorv in Calitornia, which he
did not. The only reason Kennedy
carried California was the Negro
and  Mexican-American  vote In
Los Angeles county. Any  politi-
cian would see this and know that
Kennedy still hadn’t been able to
appeal adequately to the middle
class.

Question in California

“The question in Calilornia was
did Kennedy win enough to re-
move the stigmma ot his loss in Ore-
gon? The answer was that he did
not. But that was not the answer
that GBS gave.”

f.eonard countered: *““I'he first
and last VP.\ estimates were not
pertect, but they were not that
wide of the mark. There was never
a question about the validity of the
call, and that’s the lead of the
story. Two and a halt hours after
our call NBC came on and said,
‘Kennedy will win by a substantial
majority,” essentially the same thing
we said.”

Jordan disagreed. “In a general
election, you can be off and it
wouldn't be nearly as important,
one man wins and that’s the story.
But in a primary, often it's how
many votes you got, not who won,
McCarthy was the winner in New
Hampshire even though he came
in second behind Johnson by a
wide margin. Separating the real
winners [rom the real losers is the

JULY 1968
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Lateness of returns maintained a continuity to the tme of tragedy
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I)ig ]v)rv()bl(‘m in. inlcr])rcl_.ing the
primaries. 1 think if this other
thing hadn’t happened, we would
have come 1o the conclusion that
Calilornia was a tie.”

(This does not mean that the
NBC unit didn’t attempt 1o hustle
the Democratic California projec-
tion; ot its 200 projection precincts
in the state, 74 were in Los Ange-
les and the network paid the coun-
ty to rush two of the precinct tal-
lies to the central computing head-
quarters by helicopter and the rest
by sheriil’s cars; nonetheless, they
didn’t arrive until more than two
hours after the polls ciosed and
despite its on-air call that Kennedy
would win a “substantial” victory
over McCarthy, NBC never made a
percentage prediction on the mar-
gin.) ABC considered the race so
close 1t never called 1t at all.

Off target

Lach ol the networks made at
least one wide call in the pri-
maries; NBC underrated McCar-
thy's  margin by 29, in New
Hampshire. ABC overrated it by
more than 59, in Wisconsin.

CBS" Leonard generally praised
the maiden eftort ol his projection
unit. 1 don’t like discrepancy,”
he said. “But anyone in the broad-
cast industry knows perlection is
iore ol an accident than reason-
able imperlection is. We went from
fair to excellent. I am reasonably
pleased with the performance.” At
this point, he said, therc are no
plans for changes in the unit for
the fall general election.

There was little in the way of
technical innovation ollered by the
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primarics. GBS did develop its new
“window”  technique,  where  a
camera views a report from a re-
mote unit over the shoulder of the

studio anchor man at the same
time he sees it.
Newsmen f{rom all three net-

works agree that the increased use
ol computerized voting, as done in
Los Angeles and about 759, of
California, will increasingly slow
down vote projections, which have
speeded up 1n recent years with the
periection ol advance clection re-
search and projection techniques.

Lead-in to tragedy

Indeed it was the anticipation by
the network officials that fiddling
with the election punch cards and
computers would slow results from
Southern California that happened
to put them on the air so late the
night ol June 4 that they were still
sct [or the horrityingly unexpected
final twist that the primaries took
with the shooting of Kennedy at
3:15 a.m. following his victory
specech in Los Angeles’ Ambassa-
aor hotel.

As ABC’s Phster described the
night: “We went on late because
the decision desk said, ‘You can go
on the air anytime you want, but
you're not going to have much to
say because we know California
and we know these machines they
use louled up belore. We don't
think there will be a call before
12:30. I think one of the impor-
tant things we all learned out of
the primaries this year is that if
you don’t have anything to say,
there’s not much sense staying on
the air. A news unit is an informa-
tion dispenser and you should be
on only when you have information

|
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to dispensc.

“Instend ol |)l:inll;; the publicity
game and coming on for an hour
and not saying anything diflerent,
we interrupted the Joey Bishop
Show just once to let them know
we were there and wouid tell (hem
when  something important hayp-
pened. That way we caught the
people coming oll the Bishop show
who wanted to know what was
going on.”

The closing slide and out theme
were up on that clection report
when  the shots were fired that
killed Kennedy and wounded ABC
News associate director William
Weisel, along with four other per-
sons. With a shouted telephone
message to the New York studio
from a field producer in the Am-
bassador hotel, Phster held the
slide through two more rounds ol
the theme while confirmation was
gained and election anchor man
Howard Smith went on the air at
3:17 a.m. with the first network
word of the shooting.

A diffevent news story

NBC also was still on the air
with the primary wrap-up, al-
though it had cut from the Ambas-
sador ballroom back to anchorman
Frank McGee at election central
headquarters in its Burbank studi-
os. At 3:22 a.m. it cut back to the

ballroom to show shots of the con-

{usion that had broken there, but
did not actually broadcast news ot
Kennedy’s shooting until 3:36 a.m.
CBS, which had signed oft at 2:13
a.m. after wrapping up the election
coverage early (with the erroneous
final prediction that Kennedy had
529, of the vote), returned to the
air at 3:38 a.m. with a bulletin on
the shooting.

All three networks, of course,
then remained on the air and start-
ed into the five-day, $3 million
network coverage (plus some $9
million to $10 million in commer-
cial preemptions) of the tragic al-
termath to the primaries.

Election reporting and reporters
abruptly merged into the general
news coverage of a national disas-
ter. (NBC's Jordan, for example,
temporarily subordinated being di-
rector of election operations to be-
come coordinator of the network’s
coverage at Los Angeles’ Good
Samaritan Hospital through Wed-
nesday and most ol Thursday. He
thus missed the first hall of a two-
day meeting ol his election unit
team he'd set up at Laguna Beach,
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How the networks scored on primary election coverage

! All times are Eastern Daylight Time. Air times given

1 arc for election-coverage specials and
! include bulletins bulletin-crawl
L imposed on regular programing.

or

' the Democratic presidential races (there werc no real
I contests in the Republican primaries) . Calls represent

" the first time each network, itsell, [la

winner would be, as opposed to qualified reports such
as: “A survey of voters leaving the polls indicate Mc-

necessarily include predictions of victory margin (e.g.,
do not, of course,  NDBC's 2:00 aam. call of the California primary pro-
material

Al calls

.

super- ‘Substantial

are for

jected only that Kenuedy would win by a
ntargin; because ol the closeness ol the race, the net
work never did mnake an esthinate ol what percentage
ol the vote he would end up with). Audience shares
are national Nielsen Television Index figures. Audi-
ences are not directly comparable hetween networks,
since the primary specials generally were not on the

tly predicted who

Carthy probably will win if. . . First calls did not air at the same time.
ABC CBS NBC
Call* Adr T'ime Share Call* Air Time Sheire Cull* Adr Time Shure
New Hampshire 728 | 11301145 19.0 %:06 10:00 10:20 214 S:00 10:30--10:35 393
Mareh 12 (p.m. L1:30--12:00 36 .2
[ EDT)
- 1
Wisconsi 10:05-10:10 3802
April 2 9:0 11:30-11:45 4.3 9:50 10:00- 11:00 19.6 9:36 10:40--10:45 411
11:30-12:00 40.0
Indiana 8:30 FEA0-11:45 242 826 10:00-10:30 235 835 SN:00- $:00 6.0
May 7 10:45--11:00 I
94:55-10:00 AT
Nebraska 9:40 11:30-11:45 23.2 9:30 10:00--11:00 18.0) 9:05 HO-10--10:45 380
May 14 11:30-12:00 RO
Uregon 11:37 11:30--12:00 1n.a 1114 11:30-12:30 n.a. 11002 11:00-12:10 1
May 28
California No 12:30 a.m n.a 12:04 LL:30- 2:13 1. 2:00 11:00- n.g
June 1t call Assassinalion Q.. a.1m A ssasstnation
report al 31, report al 3150
w.m. u.m.
south Dakota 10:00 No 0:04
June 4 | call
* U calls for Democratic presidential ruces und represent [ime m'tu'n;/, ftself, actually predicled a winne
Calit, to plan for the November headquarters only at the Hilton slight,” said Jordan.
general election) . hotel and use pool and mobile “But what I'm alraid ol 1s that
The radically changed political — equipment at the amphitheater. It we won't know in advance. I'm
picture now poses only relatively is spending an estimated $250,000  ahaid someone will come out ol

minor revamping ol plans for the
Aug. 5 Republican convention in
Miami Beach, the Aug. 26 Dem-
ocratic convention in Chicago and
Nov. 5 general election.

Emphasis has now shifted, ol
course, lrom the Republican con-
vention to the Democratic, al-
though all three networks say they
plan no major cut-backs in their
original arrangements for the Mia-

- mi Beach convention (April 1968

¢ Trievision). CBS, which had

~  planned to set up a Chicago head-

© qQuarters only at the amphitheater

. convention site, now also will set

¢ up a second headquarters at the
Chicago Hilton hotel, where the
three major candidates are staying.
CBS's Leonard estimates only that
the extra installation and expense
will be “very extensive.”

\BC originally planned 1o have

more to build additional facilities
at the amphitheater. To make this
up, it may try to cut back some use
ol mobile units at the conventions
“t it can be done,” Phster said.

NBC originally planned to be at
both the amphitheater and Hilton
hotel in Chicago.

For fall, the networks all along
had planned on the possibility ol a
third major candidate in the racc.
They had expected it to be Ala-
bama Governor George Wallace.
Now some crystal-ball gazers, such
as Jordan, are making allowances
tor the possibility that McCarthy
could be a third major candidate,
on a peace ticket if he does not get
the Democratic nomination, and
further that there could even be a
fourth major candidate in the form
ol Wallace. “Statistically, the chan-
ces of this happening are very

wWWWwW americanradiohistorv com

left field in September. Il [ knew
now that there would be tour par-
ties, I'd draw a very difterent sample
for the November projections.”

It the analysts and statisticians
already are having mnightmares
about the possibilities posed, elec-
tion unit executives generally ex-
press conhdence that they will have
seasoned teams back in the battle.

“Irom the point ol view ot a
news  organization, the primaries
and assassination have been awlul-
ly, awtully good practice,” said
(.BS's Leonard. “It not only gave
the whole team the experience ol
operating at its ultimate at the
time  of the assassination, but 1t
almost served as a microcosm ol
the pressures of the election.

“We made our mistakes when
they were only important, not criti-
al.” END

JULY 1968
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Meet The Family...
America’s First

Family of Plumbicon’
color Cameras.

‘Registered trademark for television camera tubes,

he PC-70 Studio-Field Color Camera. Now

ed by all three networks on prime-time
shows. Plus a growing list of groups,
\independents, and videotape producers.
WNVhy ? Because it offers pictures of truest
|fidelity. Unquestionably, the finest
Plumbicon camera in the world.
Because it offers lowest maintenance,
simplest set-up, widest selection of
lens types around today.

The PCP-70 “Little Shaver” Portable.

It can do anything the PC-70 can do ... but
it gets around a lot more. It's the

broadcast quality portable. For news,
special events, sports. You'll see them all
over the place this year, wherever the
networks go, and at pace-setting
independents. They're lightweight, easy to
set up, can get the closest, most intricate
shots in beautiful, faithful Norelco color.

WWW americanr
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Last year, more Norelco Plumbicon
ameras were sold than any other kind.
f you haven’t met America’s first family of
lumbicon Color Cameras, now’s the time

o get acquainted. We have modified and
mproved it further. For example, the
iew-generation PC-70 has the revolutionary
xtended red sensitivity Plumbicon tube
as do other members of the family),

- eparate-mesh Plumbicons for finer overall
esolution and improved highlight handling
apability, external filter wheel control
ind new, no-guesswork set-up accessories.

It's remarkable. The entire family is

he PCB-701 Remote Pan and Tilt. The
winging Robot. Works all by itself. It pans,
ilts, focuses by remote control. ideal for
mall studios or networks. You can mount
t in a studio, a stadium, an operating
oom...a mountaintop. It offers economy,
ow maintenance and the superb color
‘eproduction that has made

Norelco the number one name

n color cameras.

endowed with those important traits that
mean so much: All offer extraordinary
resolution and color fidelity. They offer camera
control unit compatibility from camera to
camera. They have interchangeable CCU
modules. Stability. Low maintenance.
Simplicity and ease of set-up. Economy.
Backed up by total Philips Broadcast

service. You must meet the family. Call or
write, today. '

PHILIPS BROADCAST
EQUIPMENT CORP.

299 Route 17, Paramus. N.J. 07652 « 201/ 202- /30U

The PCF-701 Film Camera. The only
three-Plumbicon color film camera in the
world! This telecine camera is the heart of a
complete film system, and its beam split
optical assembly is specifically tailored to
the colorimetry requirements of color
motion picture film. Now you can show
movies and filmed commercials with the
breathtaking fidelity that distinguishes
Norelco three-Plumbicon color.
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FOCUS ON
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I breee blows an orange o a Dee and
" des, slarling up a treeful of gipgles.

I oranges giegle so liard l/:cy Jedl doum

wlo a bushel hasket, whicl dissolves 1o«
Iream of orange jui
IWe just sart of Lickle "o say:
otcevoer, and (he Little hoy giggles at
the rdva
1) Final seene iy this HHood carlow, whicl,
when il by a rolling orange, also gigeles.

11 IION MAGAZINGR
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Giggling oranges:
a cute idea
that paid off

At first blush, the very idea of
giggling oranges would seem like
another step in the trend toward
msuflerably cute and coy commer-
cials. But H. P. Hood and Sons,
staidd New England dairy, through

its  new agency, Bauer-Tripp- §

Hening & Bressler, manages to be
genuine and ingratiating—and still
use giggling oranges.

In the first commercial it made

for Hood (the account landed at

the B-T-H&B shop this March)

hardly a word is spoken, but its |
| entire thrust is designed to sell a

brand name and further a corpo-
rate image. That image: Hood is a
“happy” company (whoever heard
ol an unhappy cow?) .

This  30-second  color spot,
despite its seeming simplicity, was
meant to help resolve a complex
marketing problem, recalls Harry
B. Bressler, cxecutive vice pres-
ident of B-T-HXB. The problem
was that Hood's advertising Loy its
orange juice had been alimost msti-
tutional in its approach. This had
worked well tor some time and
Ftood had been enjoying a good
share ol the market. But the chain
stores caught on and moved in, as
chain stores will, and offered a simi-
lar product at a lew cents less a
quart.

The Tlood executives felt that
they had a good, even unique prod-
uct  (freshly squeezed juice [rom
Hood oranges shipped up in car-
ton torm from Florida in refriger-
ated cars) .

Ihe feeling was that they had to
do an  orange-juice  commercial
with more name identity, one that
stressed  that Hood’s was a better
orange juice than an unbranded
product—"the old brand name
bit,” remarks Bressler.

he commercial opens with one
orange on a tree. A breeze blows
nd  the orange  “giggles.”” The
camera pulls back and more or
anges are seen. Chey also giggle.
I'hey giggle so hard they fall down
(rom the tree into a bushel basket.
Che basket gees so bull it tips over
aned the stream of oranges conming
out dissolves to a stream of juice
going into a MHood carton. ]

\s the carton pours the first
words are heard: “Ovanges so
{’.Iump and ripe and juicy we don't
Ve to squeere ‘em .. we just sort
of . . . tickle "em!” A little boy
gigeles at the idea, ‘The linal scene
is the Hood carton. An orange rolls

i . — —_

e LI T gl A e B it e P n e e e S EE


www.americanradiohistory.com

e W TR

P —

across the screen, hits the carton,
and the carton, naturally, giggles,

All of this is done in 30 seconds
and is amplified, so to speak, with
electronic music. Bressler, who
functioned as a writer-producer on
the commercial, doesn't want to
stress the electrical or eclectronic
aspects too much because they
might tend to de-personalize it. He
says he was out to personify the
| oranges, to get across the notion
I that only happy oranges go into
Hood’s orange juice, that they're so
happy they giggle.

He says the business of creating
the actual sound effects that are
heard was the most difficult part of
making the commercial. Bressler
says his daughter has an infectious
giggle “that starts everybody
going” but that it doesn't come
through on tape. The giggles that
are heard are a blend of sound
effects from records and from peo-
ple actually gigeling, and crowd
noises. The music is an electronic
march which segues out of the gig-
gles and is the same sound as the
giggling. Bressler was out to repro-
duce the real giggling of teen-age
girls. “It was the toughest part of
the commercial.”

This spot, and a 20- and 10-sec
ond version of it, are running in
fligchts throughout Hood's six-state
New Engand area. But does it sell
orange juice? Apparently. Al
though exact hgures can't Dbe
found, it’s reliably reported that
sales have indeed gone up,

Bauer-Tripp-Hening & Bressler
is also hard at work on other happy
Hood products, for they were
awarded in March all of that pri-
vately owned company’s brand prod
ucts—milk, yogurt, orange juice,
ice cream, cottage cheese and what
they prefer to call soured cream

Savage-Friedman was the pro
duction house involved with “Or
anges.” END

- -

Will success

spoil TV’s
commercial makers?
by Granger Tripp

Recent weeks have been marked by
two phenomena of the world of
commercials. One is the familiar
rash of award ceremonies that
breaks out every spring. The other
is the growing tendency of writers
in the popular press to discover
something good about commer-
cials.

Is there a connection? Do com-
mercial-award ceremonies, as they
trow in size and number, influence
writers and producers to create

commercials that are aimed delib-
erately at the shiny prizes? And if
that's the case, can the awards-
oriented commercials take credit
for some of the new-found public
favor towards commercials as a
kind of art form?

And if the answer to all these
questions is ves, is that good or
bad?

Of course it's nice to read about
what a creative medium we have
become. On the other hand, mem-
bers of the television industry may
be forgiven for wondering if some
of this praise is intended as a sly
dig at the quality of television pro-
grams. Heaven knows no higher
standards than those established bv
the writers of one advertising medi-
um when thev start to tell their
competition what it should do and
be.

Whatever the motive, articles in
praise of commercials are becom-
ing almost as common as festivals,
This spring, for example, Time
magazine said: “Commercials
vrovide TV with some of its finest
and funniest minutes—and 30. 20
and 10 of its cleverest seconds.”

A TV Guide cover some weeks
ago asked the question: “Arc com-
mercials more up-to-date than pro-
arams?’ The storv inside con-
cluded that they are, citing as evi-
dence the quick reflection in com-
mercials of “the massive alterations
in the wav people look, dress and
act—the new freedom (or, if you
will, the ‘new permissiveness’y.”

TV Guide went on to describe
the “quick cutting, radical light-
ing, montages, hand-held camera
techniques dramatic zoom
eftects, soaring hand shots, and
sometimes astonishing color work . ..
found in commercials but hardly
anvwhere else on the tube.”

And Shana Alexander, in Life,
acknowledged the pervasive influ-
ence of the TV commercial when
she quoted, sadly, a young lady she
met on a campaign train who
looked at a glorious sunset and said
it reminded her of a Hamms Deer
commercial.

With such articles in mind, it
was interesting to talk recently
with Tony TFirth, an articulate
writer-producer for a production
company that provides programing
for Britain’s commercial TV. At
the start of a visit to the U.S. to
observe the TV industry, Mr. Firth
offered as an initial impression the
hypothesis that TV here is moving
toward greater selectivity and so-

Tripp is VP-creative supervisor at |].
Walter Thompson, New York.

www americanradiohistorv com

phistication, showing in the proc-

ess a growing reliance on the
viewer's knowledge and percep-
tion.

My, Firth feels that conunercials
are leading the way in this trend,
having responded  more  quickly
than programing to the new. clec-
tronic orientation ol today's pub-
lic. He. too, observes the camera
and editing techniques common in
commercials but confined, in pro-
graming, to relatively few shows,
such as  Rowan and Martin’s
Laugh-In and the Smothers Broth-
O,

None of this, of course, will
come as a shock to the people who
constitute the TV commercial in-
dustry. Thev have thought com-
mercials  were more interesting
than programs for years and have
observed with pleasure the appear-
ance of commercial techniques in
feature pictures as old as “Tom
Jones” and “.\ Hard Dav's Night.”

But the effect of the festivals and
the accompanving raves in a press
that once looked down its nose it
“blurbs” is and will continue to be
debated in the industrv itsell.

On the one hand there are those
who fear our heads are turned by
(attery and icons. A connmercial.
thev say. should have just one goal:
to sell the product. And the verv
existence of commercial competi-
tions exerts pressure to win and a
new set of objectives for the people
who make them.

Undoubted!v there is a germ of
truth in  rhis  complaint.  Some-
where, richt now. a commercial-
writer is choosing a technique. slot-
ting a spot, aiming a message with
one eve on the customer and the
other on judges in Venice, New
York, Atlanta or Hollvwood. And
that’s roo bad. A man who chases
two rabhits, Stanley Resor used to
sav. catches none.

But surely there is room, in an
industry that needs so manv skills
and talents, for some kind of recog-
nition of the people who deliver.

No doubt it would help if the
festival scene were a little less cha-
otic. Unquestionably, there are too
many festivals, all covering similar
ground, The judging, it seems to
me, might be more specialized. For
example, there is good technical

work in bad commercials, and
there ought to be more empbhasis
on individual skills. And there

ought to be a way to honor a
well-executed slice of life, just for
its success within the confines of

that most demanding form.
But people have been trying to
Continued on page 50
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STATUS

PRODUCT USAGE

An added dinmension in local television has been
penciled in by the American Research Bureau
to assist time buvers. ARB’s newest extra is product-
nsage data that aftord a clearer measurcment of
aundience value in addition to size and demography.

Media planning, the other logical application of
local-market-usage data, has been left largely unex-
plored.

At TeLkvisiON Magazine's request, ARB has tab-

ulated local market-product usage data on a per-
household basis and indexed this to the national
average. The resulting indices provide a means of
comparing TV-market usage potential and provide
media planners with an indication of which mar-
kets afford the greatest per-household opportunity
for sales. This is the first time that comparative
local-market data of this kind has been available.

The following tables supply product usage in-
dices for 15 categories in 74 television markets. The
data relates specifically to the ARB-defined market
Arca of Dominant Influence (ADI) and were tabu-
lated [rom the February-March 1968 ARB sweep
data.

ARDB points out that the usage indices should not
be regarded as exact to precise mathematical val-
ues. They are sample-base estimates subject to
sampling error and other limitations described in
the ARB reports.

In the next issue TELEvVisioN will publish Papert,
Koenig, Lois’s August estimates of local-market col-
or ownership, projected from the Spring survey
data ol Nielsen Station Index.

ARB Market index of per-household consumption

100 = U.S. Average
Februarv—=March 1968 Head-
Dish ache
Airline  Bur Ciwar-  Deo- Wash- Doy  Gas- Reme- Instant Mar-  New  Soft Tooth- Wash
Varlet (4 DIJ) Trips  Soup  Beer  eltes  dorant  ing I'eod  oline dies Coffee garine Car  Drink paste Loads

New York 155 120 121 117 93 107 59 80 86 114 70 i) 118 102 80
Los Angeles 145 87 87 93 84 83 86 109 89 81 88 100 71 90 88
Chicago 182 111 123 111 96 107 73 a6 100 67 94 100 116 08 95
Pliladelphia 100 120 159 104 104 102 86 93 97 124 73 100 98 104 100
Iloston 155 120 110 120 96 112 95 89 91 138 88 100 098 112 92
San I'rancisco 218 %4 87 91 85 80 86 106 91 81 79 75 74 100 88
Detroit 100 102 151 113 96 095 86 113 114 110 97 125 94 102 108
Cleveland 73 104 103 106 104 100 a5 103 100 138 103 100 6 102 112
Washingion 182 111 115 104 100 83 100 100 100 105 44 125 106 102 87
Pittshurgh 100 127 115 104 111 108 105 a3 117 114 115 75 91 106 112

Lom 82 80 138 03 a3 100 114 41 103 90 88 100 98 84 102
Dallas-Fort \Worth 164 87 ;54 91 100 85 127 111 g 81 106 125 101 98 08
Minnesyolis-St. Panl 136 76 13 91 93 Yh (i 94 97 57 85 75 82 100 113
Daltimore a1 124 156 119 104 y 44 100 93 103 105 94 Y] 124 102 93
Indianapoli 73 91 79 104 104 uh 132 111 106 1249 106 100 118 a2 107
Houston 182 il 108 108 Ot %0 100 110 a7 67 103 125 103 100 105
Beattle-Tncoma K2 3 110 87 81 83 153 106 a7 62 109 75 65 94 102
Atlania 200 104 46 100 100 97 127 126 106 114 127 100 129 106 ug
Buoffalo. N.UY Ol 109 177 106 100 108 a5 i 109 133 104 100 88 106 112
Clincinnnti 118 101 141 115 104 96 109 101 123 143 103 100 132 100 105
Minn 109 104 07 111 a6 88 68 96 o1 105 76 100 89 94 75
Hartford. New llaven mn 118 11 a7 [N} a8 10 73 99 K6 114 T 100 91 106 88
Mitwiike 100 a1 205 03 104 105 77 ul 100 95 100 75 101 96 110
Kanuns City, Mo 100 K0 72 100 100 a0 132 94 04 67 109 75 04 88 100
Naernanento-Suock tor, Culif, 74 R4 105 109 Y6 Ky 123 116 103 76 97 76 71 92 105 |

COMMERCIALS AWARDS  the rococo globe hrom Venice. But - DAY TIME TV

[rom page 49

make sense out

of awards sinc

tne hegan, The motion-picture in

we had heter
ware the goal ol our efforts.

not make that hard-

O1 course i1's nice to read what 2

from page 39
was that they could not aftord the
regular investment of a hali-hour

dustry has been ar e for 10 years,  sophisticated medivm  we  have  per day, or several such involve-
and people sull complan aboui created, but those notices had bet-  ments,

the way Oscars are handed out.  ter not hecome our guiding stav. The discussion leaders also at-
Fhe perfect awards ceremony s a I recall the gracious acknowledg-  tempted  to  find  what  women

long way olf,

et by Adlai Stevenson of a par-

would like prour.nned in daytime

Mcanwhile, the burden, as al-  ncalarly Howery introduction. T that s currently missing from
ways, comes back to the individual,  am told,” he said, “that it is per-  broadcast schedules. For the same
Of course, we like the brass nude  missible o listen to remarks Hikr- reason that serials represent a
they give you in New York, the  those ol our chairman, provided problem to some women as regular
ilver phoenix From Atlanta, and you don’t inhale.” gNnb  fare, so chere was almost a uniform

FHLEVIBION MACAZING
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|| ARB Market index of per-household consumption
:I (100 = U. 8. Average)
! | February—March 1968
Head-
Dash ache
Airline  Bar Cigar- Deo- Wash- Dog  Gas-  Reme- Instant Muar- New  Soft  Tooth- Wush
Market (ADI) Trips Soap  Beer ettes  dorant iy Food  oline dies Cuoffee garine Car  Drink paste Loads
Tampa-St. Petersburg, Fla. 64 98 87 98 96 101 Y1 97 109 11 103 100 82 94 82
Memphis 104 104 41 94 107 106 132 111 104 1214 124 100 125 102 103
' | Portiand, Ore. 3 71 a2 78 93 80 100 w9 100 57 121 75 66 98 103
Providence, R.I. 55 116 151 117 100 114 82 u3 97 124 85 75 106 102 85
| Nashville 64 100 38 91 104 102 104 106 HEY Y5 115 100 121 98 93
| Columbus, Obio ul 93 7 94 104 94 100 103 106 143 103 100 104 100 107
Denver 145 80 50 98 93 81 41 w7 97 67 85 ) 75 92 Y7
Charleston-Huntington, W. Va. 13 104 44 107 111 106 127 97 117 129 124 75 135 104 103
Birmingham, Ala. 91 116 33 94 111 104 154 110 103 45 127 ™ 124 108 103
New Orle us 136 124 133 117 111 98 114 97 111 38 97 100 133 116 132
Albany-Schenectady-Troy, N.Y. 82 107 149 106 96 107 104 89 91 124 91 100 87 100 95
| Syracuse, N.Y. 136 102 146 107 100 106 132 94 103 138 109 100 77 102 102
Grand Rapids-Kulamazoo, Mich. 73 84 115 87 100 499 118 107 103 105 127 100 81 100 108
Charlotte, N.C 82 1014 36 107 107 105 123 37 109 138 112 75 137 106 90
| San Diego 100 84 108 Y1 96 a3 100 100 86 95 100 75 7 100 43|
i Louisville, Ky 64 104 74 124 100 105 123 94 109 124 115 rh 131 94 103
Oklahoma City 35 3 28 83 w6 39 118 107 103 71 100 100 96 323 102
Dayton, Ohio 127 93 103 98 104 91 86 100 109 133 44 100 122 ué 110 ’
Greenville-Spartanburg, 5.C.
Asheville, N.C. 82 120 33 Y1 111 107 127 104 106 138 124 100 116 106 a0 }
Nortolk-Newport News-Portsmoutii-
Hampton, Va. 55 113 62 104 107 105 123 ul 131 133 103 100 124 110 95
| Harrisburg-lLancaster-Lebanon-York, Pa. 73 104 40 81 101 101 ul 8y g1 1214 100 75 R 102 103
Phoenix 118 87 45 106 4 Wl 10% 110 120 90 106 75 96 100 103
| San Antonio, Tex. 73 I8 113 43 RI 98 118 97 109 81 106 75 a7 101 100
| Fiint-saginaw-Bay City, Mich, 36 R7 136 104 111 101 126 117 91 114 121 125 92 102 123
! Salt Lake Citv-Ogden-Provo 31 37 51 50 93 96 82 110 109 18 106 100 85 108 113
| Tulsa, Okla. 127 80 41 a6 46 "0 145 u7 10t 81 106 100 105 490 100 |
Greenshoro/Winston-Salem, High
I Point, N.C 73 116 36 122 115 105 141 113 106 114 115 100 116 106 g2
Wichita-Hutehinson, Kan. 43 69 51 81 96 97 132 y7 106 76 100 75 4o 88 112 |
Orlando-Daytona Beach. Fla. E2 u6 (i8] 100 104 9y 118 100 117 114 103 100 83 102 93
‘ Toledo. Ohio 82 91 121 6 104 a8 w 101 17 124 106 100 100 yb 1z |
| Little Rock, Ark. 36 96 33 89 107 97 173 109 103 119 106 100 1ty 100 103
Shreveport 36 “we 46 96 104 4wy 150 1o 106 6H7 1% 100 112 106 107 |
Richmond, Va. 64 104 at 104 100 106 154 40 114 114 106 I 112 102 80
Wilkes-Barre /Scranton, Pa 27 142 164 (151 111 123 R2 83 103 138 124 75 107 110 107 |
Davenport, lowa-Rock Island-
I MMoline, Il %53 87 a2 8Y 100 110 82 04 126 4 121 100 943 92 122
: Des Moines (Fort Doige), Iowa 73 78 85 80 100 105 86 u7 117 57 115 5 %1 86 125
Omaha 104 6 115 96 100 105 91 96 103 67 109 75 89 y2 122
Jacksonville, Fla. 82 107 62 94 107 102 115 103 114 1138 103 100 105 104 100
Knoxville, Tenn. 36 107 26 106 115 105 123 100 104 124 15 75 1249 108 100
Roanoke-Iynchburg, Va. 15 109 41 a8 104 114 114 100 111 119 139 75 134 102 ®7
Mobile, Ala.,-Pensacola, Fla. 82 113 64 98 115 101 191 111 94 95 121 100 110 112 117
Spokane, Wash. 3 8 110 83 u3 93 150 103 100 62 118 75 63 92 107
{ Fresno, Calif. 64 43 T4 K1 104 9l 145 114 100 86 106 100 Tl 104 123
Champaign-Decatur-Springfield, Il 55 82 97 93 100 102 105 101 100 86 109 75 101 88 110
Rochester, N.Y. 118 109 126 111 100 93 K2 99 106 129 91 125 81 106 100
Green Bay, Wis. 15 84 228 81 107 104 w 91 123 110 115 w0 106 106 118
Johnstown-Altoona, Pa. 36 122 105 83 111 111 109 w7 114 143 133 73 Y1 108 113
Cedar Rapids-\Waterloo, lowa 55 80 105 85 96 107 73 47 109 62 103 75 91 96 128
Raleigh-Durham, N.C. 82 111 19 117 107 104 155 110 120 133 109 100 144 116 u8

knowledge, women expressed the

rejection of daytime feature hlms.
But, wistfully, some said they
wished that more contemporary
movies were on in the daytime.

The principal motivation be-
hind this positive attitude once
more seems to be a need for scli-
determination. Women felt that if

i there were more recent films on

¢ (which they seemed to equate with

© “better films”), they could view
them or decide not to—but make

i that decision themselves.

~ In this line of “what’s missing

from daytime,” we also discovered
the consistency of women’s desire
to have their world illuminated
and expanded. With certain age
groups there was a nostalgic wish
that Matinee could return. Even
younger women said they would
love to see plays (and we must
infer, short plays) scheduled in the
daytime.

A number of relerences were
made to the Purex Specials for
Women—telecast almost a decade
ago. And constant to their need for
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hope that repeats ol documentaries
and  cultural  specials  could be
scheduled tn their part of the day.
Beyond these broad desires,
women also kept hitting the bull’s
eye of their needs. .\ remarkable
frequency of expression for ‘‘serv-
ice programs” came through. In
addition to the currently syndi-
cated exercise programs, which a
goodly number of women tollowed
regularly, they hoped that sewing
and cooking programs might be
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Many wonmen complain that some commercials are crude, rude and vulgar

DAY TIME TV

from page 51

included in the schedules, that
there could be programing lrom
which they could learn.

We tound an awareness among
housewives of the basic economics
ol television. This understanding,
however, in no way diminishes
their criticism of some ol the as-
pects ol commercialism.

For example, here is a quick
sampling of their chict teelings:

In both programing and com-
mercials, it 1s an outstanding com-
plaint that crudeness, rudencss,
vulgarity or worse is too prevalent
in the mediuvm. It 1s not that the
viewer is seeking the long-dead
Puritan ethic, it is simply that a
great many women have a level of
taste that is violated by some com-
mercial treatment.

Self-pride and a sensc ol worth
was a common characteristic of re-
spondents. Again, without regard
to their level ol education, there

TO THOSE WHO
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was Ifrequent criticism of the non-
credibility of many commercials.
Women scemed to leel that the
advertiser was trying to “con”
them, that he held them in low
esteem, and because of this, sought
to persuade them by presenting
unlikely, illogical and even ridicu-
lous creative themes and execu-
tions. If we heard it once, we heard
it many times.

Beyond the criticisms ol taste
and credibility, the next most fre-
quent complaint was ol the imper-
sonality of commecrcial approach.
The respondents, in many cases,
felt that commercials were directed
at unreal people, certainly people
unlike themselves, their friends or
neighbors. “They scem to want to
talk to somcone clse, and I don’t
think she even exists,” said one.

The matter of taste showed up
in a number ol ways. While women
recognized their dayvtime availabili-
ty led to the scheduling ol certain
types of products in mornings and
alternoons, they had strong feel-
ings that some ‘“housewife prod-
ucts” should not be advertised
during hours when children might
be viewing. Included in the list
were foundation and undergar-
ments, toilet-bowl cleaners, deo-
dorants and depilatories.

New sophistication

Two decades of a television soci-
ety have produced a high level of
and critical sophistication about
commercials. This took “pro” and
“con” forms:

On the plus side, women had
very positive feelings about com-
mercials that were fresh, dillerent
and stimulating. They often stated
that companies that ran commer-
cials such as Excedrin, Jeno’s Pizza
Rolls, Alka-Seltzer and Schlitz beer
carned their sincere appreciation
and good will. Tt also came through
that such commercials more strong-
ly inflienced brand selection.

But women are not Pollvannas.
They had strong dislikes about car-
bon-copyism. Why, they lament,
are so many commercials so much
alike? High on their list of too-
similar commercials were deter-
gents and and dentifrices.

In an arca of growing concern to
advertisers, the trend toward the
clustering ol commercials, it may
be that such developments may
ofler more good than harm. Women
did not seem to resent the current
lengths of commercial breaks—and
surprisingly gave no indication of
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using such time to leave the set, or
do other than view. What they did
take cexception to—Iloud, long and
frequently—is program [ragmenta.
tion by commercial interruptions,
Without differentiating the mar-
keting problems of some adver-
tisers who place long commercial
blocks at the beginning and end of
certain programs, the respondents
played back these companies: Bell
Telephone, Xerox, Ford and Gen-
eral Telephone.

This type ol scheduling won the
verbal applause of almost every
woman interviewed, although few
suggested  that this clustering of
commercials should be transferred
in toto to other programing.

Durable impressions

It was apparent to us that nega-
tive impressions of television are
extremely durable, A clear exam-
ple of this was the frequent men-
tion of toy commercials and the
exhortation to “ask mommy to buy
you . and the mention of the
low price—"“only so many dollars.”
Both these forms of sales appeal
have been off the air—part ol the
National Association of Broadcas-
ters toy-advertising guidelines—for |
several years. Still, women were as |
irritated as if they had just seen
such a commercial that morning.

In their criticisms of program-
ing, the women tended to be less
specific. They did, however, make
some certain concrete observations:

Disregarding the pragmatics of
television, a high number of re- &
spondents wondered why it was
necessary to have the same se-
quence of programing Monday
through Friday. They queried the
possibility ol different programs at
the same time on different days, as
is the case in nighttime scheduling. 4
This was, again, an apparent echo
of their desire to have broader op-
portunities to learn, to be in-
formed, to be stimulated.

And, in another form, the same |
plea was made: Women were out- |
spoken in their negative feelings 4
about the scheduling of like pro-
grams opposite each other—a game |
sliow opposite a game show; a dra-
matic serial in competition with
another. More importantly, they
were critical of the weed theory of |
programing, in which the success !
of one “new” form of daytime fare
leads to the creation and schedul-
ing of similar shows, and the pro- ¢
liferation of the type until it has

A i
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lexhausted itsell and worn out its
audience.

At the outset we stated that this
discursive research is not definitive.
{We reiterate that caveat now. But
having done so, and having lis-
tened to hour upon hour of women
talking about themselves and
“their medium,” we believe that
certain clear suggestions can be
drawn:

For marketers and their agen-
cies, we have these thoughts:

Perhaps the key to successful
commercials may lie not so much
in “sales-point recall”—but in com-
municating with the customer.

We detected strong feelings from
our respondents that they were not
being reached by many commer-
cials because. in their words, “‘there
is too much going on . . . the idea
of the product is hidden in all that
carrying-on those phony peo-
ple, places and situations.” At times,
it seems. the commercial obscured
rather than transmitted the message.

As we reported, it emerged dur-

ing the program and commercial
portions of our discussions that
women; at times, are not able to
give their full attention to the set.
(You will recall that the set was on
“for companionship,” even though
the woman was elsewhere and
otherwise occupied. This seemed
not only true of programing in-
tended for women. but in the case
of households with preschoolers,
the housewife was aware of the
output of television even when out
of eve-shot.)

Awral medium

Doesn’t this suggest the possibili-
ty that the audio portions of com-
mercials might be employed to
greater advantage, with greater
force, to reach out to the women?
And while the immediate reaction
could be that this is pretty expen-
sive radio—the fact remains that
women sometimes employ daytime
television in this manner. Why not,
therefore, capitalize on the prac-
tion and not ignore it?

The problem of identification al-
ready discussed took on a different
form as we explored the question
of daytime versus nighttime sched-
uling of commercials for the same
product. Women often spontane-
ously descrlbed their being “a dif-
ferent person” at night. And, as
their other selves, apparently they
could accept commercial presenta-
tions which they considered incon-
gruous in the daytime.

Thus, some women believed that
i chic, fashionable, coiffed-and-
manicured commercial spokeswom-

an was out of place and unbelieva-
ble during the daylight hours, but
wholly acceptable at night. This
suggests the possibility that women
may be more receptive to mirror-
image commercials during house-
wife programing hours, but make
the transition to the romanticized,
idealized portrayals when darkness
falls.

All of the comments of our
panels were not confined to com-
mercials. On the contrary, many
outspoken remarks had to do with
the program vehicles. From these,
we have distilled some thoughts tor
broadcasters:

The cry for something new and
different was a recurring one. The
appetite and even the need lor new
and different types of programs is
strongly expressed. This was tound
in the repeated reterences to the
freshness and inlormative content

Burnett’s Gene Accas

ot the talk-and-varietv shows, in
the wishes for the daytime schedul-
ing of specials and documentaries
and in the hope that instructional
programs might be included in the
future.

It seems safe to say that while

-WOI]ICH ZlCCCI)[ the laxger propor-

tion of what is presently offered,
they are receptive, and even anxi-

ous, to find other forms of pro-
graming thai those currently on
the air.

The possibility of turning on
viewers (and perhaps even sets)
may interest broadcasters.

Part of the suggestion that new
forms of programing be attempted
embraces the eagerness that house-
wives constantly expressed for
mental stimulation—for learning.
Perhaps as old an idea as Pat
Weaver's of introducing informa-
tion for the viewer into all pro-
gram types has come of age. The
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sameness, the drabness of many
housewives’ lives seems to ofter tel-
evision a golden opportunity to
attract viewers and heighten view-
er interest by the simple expedient
of oftering the viewer more than
chocolate or vanilla programing.

In the restaurant metaphor,
there is a clear mandate from many
women in our discussion groups. It
is this: They earnestly want the
opportunity of choice. They want
to be able to shop the dial and find
the programing equivalent of
Javanese dishes on one channel.
shishkebab  on  another, and
Swedish cooking on still another
station.

They do not want to be confined
to the sameness of spaghetti with
only slightly different sauces. .And.
as they told us, they are pleased
when television provides them
with the unexpected. (The fre-
quent expressions of satisfaction
with telecasting of public events
during the davtime was a measure
of their interest in “something dif-
ferent.”)

Greater variety

In this same line of exploration,
we clearly saw that women desired
choice throughout the week. Their
own household routines—even
though they are routine—vary from
day to day. This means they may
have television viewing time and
desire on Wednesday and not on
Tuesday or Thursday, and their
‘l\’(lllabllll\ may chdlwe next week.

The I)OSSlblll[\' ()f programing
daytime as night is scheduled, \\1th
different shows scheduled vertically
by day, rather than horizontally by
time period, could hold the pros-
pect of heightened interest in and
consumption of television by
many.

We are at the end. But perhaps
it is also a beginning. The real
world is people, not numbers.

And it is probable that we can
learn from people what motivates
people.

It is probable that not every-
thing we have said is immutable. It
is equally probable that there are
the seeds of revealed truth in the
views of women about their medi-
um—daytime television.

To marketers, whose advertising
funds are invested in housewife tel-
evision, to broadcasters, who derive
substantial revenue and consider-
able profit from daytime television,
and to agencymen, who are the
go-betweens, a mini-summary of
these views is capsulized in the
well-known IBM plaque: Think.

We should. END

JULY 1968
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For Carson, Pirie, Scott & Co.

RETAIL UPSURGE
from page 23
the sale ot mattresses.

It was advertised as a one-day-
only sale. The television spot—
basically an attention-getter for the
sale—ran frst on the Boulique
show on a Friday. Then the identi-
cal spot ran mnine other times
throughout the same day.

The next day, a Saturday, the
May Co. did phenomenal business.
The store sold more than $10,000
worth of $44 mattresses.

“It was advertised in not other
medium so this was a pure test,”
explained Noble afterwards. “This
was a traditional department-store
event that had been tailing ofl in
newspaper response. It was a great
thing 10 vears ago to run a big
mattress sale tull page and sell tons
ol mattresses. But then 1t started to
go on the down curve. The store
began reaching the same people
and, by jove, they all had mat-
tresses.

“When you go into television
you're reaching new people,” No-
ble emphasized, “people who have
not seen last vear’s ad in the Los
Angeles Times. The store discov-
ered it was reaching a fresh audi-
ence that needed mattresses. Of
course, it also has hecome apparent
that if this can work for mattresses,
it can work for a lot of other mer-
chandise as well.”

Eyeball to eyeball

What has happened in Los An-
geles as a result of the May Co.’s
commitment to local television is a
cdirect confrontation. For the firsi
time in the market the major me-
dia for retail advertising are com-
ing up against one another for the
same buck.

Items are advertised m newspa-
pers first, usually two or three
weeks helore television. Then re-
tail advertising response is meas-
ured over a chree-day period lor
both newspapers and relevision,
The results ol such measarements
for April have shown, according (o
Jack Noble, that in certain arcas
television is exceeding newspaper
responsc. In other arcas television
is cqualing newspapers, and only
i o couple of instances are news-
papers beating television,

“After only one month in this
new vehicle this is very encourag-
mg,"” reports Noble.

he  Boutigue  show-plus-spots
promotional progrim represents a
small pereentage of the May Co.'s

TELEVISION MAGAZINE

TV meant a 149, increase in actual purchases

total advertising effort in the Los
Angeles market (how much of a
percentage none of the parties in-
volved 1s willing to say) . Yet it’s an
effort where none existed before.

“We're reaching that day when
department stores will have to say
we are going to have to cut our
newspaper allocation, say, 209, be-
cause we believe that television is
reaching more people, more eflec-
tively,” Jack Noble says. “I'm con-
fident of this.”

So committed is Storescope TV
to the coming of retail advertising
to television that the company is
now attempting to syndicate Bou-
fzque in other markets. The show
is not being offered as a conven-
tional syndicated property, but in-
stead in segments. When the show
goes into another market, one or
two segments of it will be blacked
out. This will depend on how in-
tense the local TV station and store
are about getting more of a local
feel in the show. Storescope will try
to create the same kind of situation
it has for the May Co. in Los An-
geles for other stores in other mar-
kets. It will provide a servicing
unit to make commercials and help
select a local personality to deliver
the commercials and to deliver
news of local interest to women.

Explains Jack Noble: “We'll dis-
tribute the program as a kind of
mix bhetween a syndicated show and
Romper Room. 1C1l be sold as a
lormat. We will go in and get a
spokesman for the store in each
market. We'll feed in parts of Bou-
tique that we feel will be of gen-
eral interest. We'll also instruct the
store liow to make low-cost com-
mercials with its own station.”

Marviage broker

According to Noble, the last
mentioned service is the most sig-
nificant thing Storescope is doing.
“We're bringing these people to-
gether and saying you guys play,”
he says. “We're the matchmaker.
Our intent is to withdraw just as
soon as the store, the station and
the agency are working together.”

Storescope TV also is planning,
as a diflerent phase of its business,
to syndicate filimed commercials to
iecail advertisers. These will be of
a universal nature such as a white
sate, Father's Dav, or Christmas is
here. Plans are for them to sell at
low-cost, almost as footage. A voice-
over s applied locally and a store
tag is put on. This gives a small
SLtore an ()ppm'lunity to run a pro-
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fessionally produced
under its own name.

How well does department store:
advertising on television work? In,’
Chicago late in 1966 Carson, Pirie,
Scott & Co. and wMAQ-TV joined in
a special fall television campaign
that was carefully researched. R. H,
Bruskin Associates was commis-
sioned by the NBC-Owned Televi-
sion Stations Division to conduct
a hefore-and-after study on such
things as awareness of the store,
attitudes toward it, knowledge of
Carson slogans, and interest in spe-
cific advertised items.

Carson had taken approximately
$100,000—some 109, of its then ad-
vertising budget—and invested it
in minutes and 20’s and 10-second’
ID’s all over the wmaQ-Tv sched-
ule with a special emphasis on day-
time (although some 20’s and ID’s
were used in prime time) .

The store ran 195 minute com-
mercials at a cost of $78,060 to
reach 28.6 million homes. An addi-
tional 20 20-second spots at a cost
of $8,975 brought in another 3.3
million homes. The 10-second spots
—I1I8 of them—-cost Carson $6,390
and delivered 4.1 million homes.

The totals: 233 spots at a cost of
$93,425 delivered 86.1 million
homes, 50.3 million adults and
nearly 33 million women (source is
NSI, September-December 1966).
The cost-per-thousand worked out
to $2.58 for total homes, $1.85 for
adults and $2.83 for women, the
kind of figures that Procter & Gam-
ble, for one, loves to see.

commercial |

Trend is everywhere

The Bruskin Associates before-
and-after survey showed increased
levels of positive response in aware-
ness of Carson, in its image, in its
television advertising, in its qlmli-
ty merchandise, and in its slogans.
And. still important today in re-
tailing, a 1497 increase in actual
purchases. Carson, Pirie, Scott &
Co. became a television advertiser.

The trend seems to be going on
irrespective of market size. Krob-
v El Paso used a special presenta-
tion written by general manager
Edward M. Sleighel, “Television
vs. Newspapers,” to bring the Pop-
ular Department Store in El Paso
to television, Krop-tv wound up
with one-third of its budget.

The presentation was designed
to tell a factual story of what has
happened to television and to news-
papers over the past 15 years. Using
TVB data and other material,

Continued on page 56
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| The largest local department stores in the U.S.

| The following list of department stores primarily discount outlets. By way of comparison to the depart-
' covers those that are largest local or metro-market op- ment stores listed below, Sears, Roebuck’s volume in
erations in the country. In 1966 they accounted tor 1966 was $6.4 billion, J. C. Penney’s was $2.3 billion
more than $9.7 billion of the estimated $30 billion and Montgomery Ward's reached $1.7 billion. How-
department-store volume. Excluded trom this list are ever, the volumes ot these nationwide chains rellect
the nationwide chains such as Sears, Roebuck and the income f{rom other than department-store business.

Volume Volume
Store Rank 1966 Branches Store Rank 1966 Branches
(Add 000 to dollar figures) S. Klein, New York 8 211,428 12
Abraham & Straus, New York 6 $242,250 5 E. J. Korvette, New York 4 295,000 17
Adam, Meldrum & Anderson, F. & R. Lazarus, Columbus, Ohto 23 126,000 3
Buffalo, N.Y. 87 40,000 6 Lit Bros., Phitadelphia 38 91,900 10
Alexander's, New York 9 207,500 7 Lord & Taylor, New York 45 82,200 5
B. Aitman, New York 27 110,750 5 Loveman, Joseph & Loeb,
L. S. Ayers, Indianapolis 30 106,297 6 Birmingham, Ala. 96 28,600 3
Bamberger's, Newark, N.J. 11 191,500 9 Maas Bros., Tampa, Fla. 62 60,000 9
Best & Co., New York 95 36,000 15 Macy's California,
Wm. H. Block, Indianapolis 69 51,000 4 San Francisco-Oakland 28 108,500 10
Bloomingdale's, New York 19 146,750 5 Macy's Missouri-Kansas,
Bon Marche, Seattle 56 66,150 5 Kansas City, Mo. 76 45,000 8
J. L. Brandeis, Omaha 61 60,000 6 Macy's, New York 1 410,000 11
Broadway-Hale, Los Angeles 5 249,592 32 Joseph Magnin, San Francisco 74 46,500 24
Bullock's, Los Angeles 17 158,000 8 Maison Blanche, New Orleans 81 44,000 6
Burdine's, Miami 46 80,000 6 Marshall Field, Chicago 2 355,000 8
Carson Pirie Scott, Chicago 13 186,800 20 May Co., Cleveland 24 120,000 6
Crowley, Milner, Detroit 98 35,000 4 May Co., Los Angeles 10 206,000 13
Davison's, Atlanta 55 69,000 9 May-D & F, Denver 77 45,000 5
The Dayton Co., J. W. Mays, New York 33 103,250 5
Minneapolis-St. Paul 7 217,961 4 McAlpin Co., Cincinnati 97 35,750 4
Denver Dry Goods, Denver 88 40,000 3 G. M. McKelvey,
Donaldson-Golden Rule, Youngstown-Warren, Ohio 90 40,000 0
Minneapolis-St. Paul 65 55,000 5 Meier & Frank, Portland, Ore. 49 77,000 2
Emporium-Capwell, Miller & Rhoads, Richmond, Va. 67 54,027 12
San Francisco-Oakland 15 174,588 6 Milwaukee Boston Store,
Famous-Barr, St. Louis 16 163,000 5 Milwaukee 48 78,000 4
Federal's, Inc., Detroit 20 144,119 62 Neiman-Marcus, Dallas 63 58,547 3
Wm. Filene & Sons, Boston 32 104,800 9 O’Neil’s, Akron, Ohio 52 71,500 10
Foley Bros., Houston 47 80,000 4 The Outlet Co., Providence, R.I. 83 41,576 2
G. Fox & Co., Hartford, Conn. 57 66,000 0 H. S. Pogue, Cincinnati 93 37,000 2
| Frederick & Nelson, Seattle 66 54,600 2 Raymond's, Boston 78 45,000 5
Julius Garfinckel, Washington 50 62,700 2 Rhodes, San Francisco-Oakland 58 65,974 12
Genung's, Mt. Vernon, N.Y. 72 50,425 21 Richard's, Miami 100 31,000 4
B. Gertz, New York 42 87,400 4 Rich's, Atlanta 18 148,023 5
Gimbe! Bros., New York 22 130,000 8 Rike-Kumler, Dayton, Ohio 54 70,000 2
Gimbel Bros., Philadelphia 39 90,000 5 J. W. Robinson, Los Angeles 50 75,000 8
Gimbel Bros., Pittsburgh 44 84,000 3 Roos-Atkins, San Francisco 91 38,000 28
Gimbels-Schuster, Milwaukee 31 105,000 7 Saks Fifth Avenue, New York 35 95, 00 26
Goldblatt Bros., Chicago 14 175,000 31 Sanger-Harris, Dallas 71 50,500 5
J. Goldsmith & Sons, Memphis 89 40,000 2 Sattler's, Buffalo, N.Y. 79 45,000 2
Halle Bros., Cleveland 59 65,283 7 John Shillito, Cincinnati 40 90,000
The Hecht Co., Baltimore 82 43,100 6 Sibley, Lindsay & Curr,
The Hecht Co., Washington 36 94,500 7 Rochester, N.Y. 70 51,000 6
- Hess's, Allentown, Pa. 84 41,000 0 Stern Bros., New York 53 71,350 4
The Higbee Co., Cleveland 43 85,151 4 Stix, Baer & Fuller, St. Louis 41 88,000 3
Hochschild Kohn, Baltimore 85 41,000 5 Strawbridge & Clothier,
D. H. Holmes, New Orleans 80 44,000 4 Philadelphia 25 118,563 6
Joseph Horne, Pittsburgh 37 93,000 7 Strouss Hirschberg,
J. L. Hudson, Detroit 3 330,000 8 Youngstown-Warren, Ohio 92 38,000 8
Hutzler's, Baltimore 64 56,800 4 Thathimer Bros., Richmond, Va. 68 51,733 20
J. B. lvey & Co., Charlotte, N.C. 86 41,000 15 Titche-Goettinger, Dallas 94 37,000 5
The Jones Store, Kansas City, Mo. 75 45,000 6 John Wanamaker, Philadelphia 21 133,900 6
Jordan Marsh Co., Boston 12 189,000 5 | weiboldt Stores, Chicago 29 108,500 10
Jordan Marsh, Miami 73 50,000 3 Woodward & Lothrop, Washington 26 111,099 12
| Joske Bros., San Antonio, Tex. 99 35,000 2 Younker Bros., Des Moines, lowa 51 71,800 20
' Kaufmann's, Pittsburgh 34 99,000 3 Compiled by Willard H. Campbell, Ralf Shockey & Associates.
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RETAIL UPSURGE

from page 54

Sleighel poimted out that “while
newspapers are a good ad medium,
they no longer can do the joh—
people’s habits have changed, mar-
kets have changed.”

The presentation, since seen by
other retailers, “has not only en-
abled us to achieve our cash-llow
projection for the year in spite of
being as much as 309, ofl national-
ly for six straight months hu we
now have been in a sold-out posi-
tion for some four months ol this
year. \We've enjoyed a dramaltic
rise In local volume as a result ol
much {resh business plus increases
in manv regular budgets.”

It is worth noting that alter
making the initial presentation to
othcials ot the store, Sleighel and
his people then went alter those
all-important store buyers and mer-
chandise managers by throwing
them a dinner and making the
same presentation to them. This is
a point that is stressed by station
people who have been in close con-
tact with department stores: Reach
the buvers and the merchandising
managers because they will usually
(some say always) influence the
media decision.

The DBrandeis department stores

i

&

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

WILX-TV

1. More efficient distribution
of circulation.

2. Dominates southern half of
circulation. (Lansing and south)

3. Puts more advertising pressure
where it’s needed most.

4. Gets you more complete roverage
with less overlap.

have been advertising on television
lor the past two years in Omaha
and have done the inevitable: stun.-
ulated other retailers to lollow.
Morcover, Brandeis, which thinks
of itself as a pioneer in its use ol
television on a full-time, 52-week-a-
vear basis (beginning witlt a week-
ly series ol spots in the Tonight
Show over karrv[Tv] Omaha), has
doubled its advertising budget in
the past year. The chain bought
additional spots in Toniglt and in-
vested in the station’s 10 p.m. news
on Thursdays.

In many markets, stations are
finding that signihcant rises in col-
orsct penetration have brought in
new or additional deparument-siore
business. Many have learned the
virtue of consistency. Jack Harris,
general manager ol Kpre-Tv Hous-
ton, reports that Foley’s, a heavy
buver of print, is using television
on a more consistent basis. “They're
finding more and more items that
sell quicker on television and con-
sequently we're getting more and
more of the business. Color is the
major reason for this change I
think, and now that we can offer
all the services, from filming or tap-
ing the commercials to processing
for & minimum cost, retailers will
find it hard not to use color TV

WILX-TV

1048 Michigan National Tower

Lansing, Michigan 48933

A’nnvnm(“"
RADID TELEVISION BALES, INC.

TELEVISION MACGAZINF
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for their campaigns.”

Foley's in Houston got into tele- |

vision very early with some half-
hour and (full-hour sponsorships,
But it oo has learned to be more
consistent and now sponsors the
news lour nights a week and the
Sunday 6 p.m. news on Krrc-Tv. It
also uses short flights of spots on
several of the Houston stations.

[.ec Dubow, publicity director of
the department store, says the ad-
vertising budget has been going up
steadily and that there has not
been a cuthack in newspaper spend-
ing. “It makes sense to have a me-
dia mix,” says Dubow, echoin
what often seems 10 bhe a helated
discovery on the part of some de-
partment stores.

Foley’s, he says, is well past the
stage of trying to figzure out what
to do about television. The store
has learned that TV is “not good
for selling baby bottles” and is 10
be used as “a day-in, day-out me-
dium.” Basically, Foley's commer-
cials promote the store, rather than
specific 1items in 1t.

Puslung the image

Another long-term television cli-
ent is Rich’s in Atlanta. After an
abortive start back in 1951 Rich’s
got going late in 1959 with some
prime-time spots. John Miles, sales
promotion manager, reports that
the store doesn’t indulge in price-
and-item selling on TV—all com-
mercials are institutional in nature;
they sell the total store. Why this
approach? Rich’s had done some
“experimentation with direct sell-
ing on TV. Some results were very
good, some were discouraging, some
showed no results.”

On a matter that seems to bother
department stores a good deal—
production costs—NMliles sounds al-
most carefree. Rich’s went into col-
or commercials back in 1959-60 al-
though sets were at a minimum
then. “We felt color would be the
coming thing and we wanted to be
ready for it. The extra cost 1s
negligible.”

Another objection some depart-
ment stores have to television is
that it takes too long to make a
commercial, that the nature of their
quick turnover business is such as
to rule out television except for
long-term  institutional commer-
cials. Joseph DiBuono, sales devel-
opment director of Videotape Pro-
ductions of New York (which so-
licited the business and ultimately
shot an award-winning commercial
for Marshall Field of Chicago) dis-
putes this view by noting that tape |

1
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\is uniquely equipped to answer
\that particular problem. In terms
' of mere speed, he says, “tape is
|closely allied to newspapers. You
can tape today and run it tomor-
\row, just as in a newspaper produc-
tion schedule.”

These scattered reports give only
an indication of the many things
that are now happening in this
burgeoning field. In numerous
markets new television success
stories are now being written. The
biggest of those stories in the mak-
ing concerns Sears, Roebuck which,
las noted earlier, made a plunge in-
to network television on a corpo-
rate level in addition to the store
tuse of local television. What Sears
«does will be closely watched by ]J.
(C. Pennev and Montgomerv Ward
:and everyone of consequence in re-
(tailing.

In a sense, the network program
'buys are not nearly as significant
as the activity of Sears stores on
the local level. There, things are
ireally booming, stimulated by in-
icreased numbers of commercials be-
iing turned out by headquarters in
tChicago through the facilities of
'"WeN Productions. According to a
jrecent report, 40 fresh commercials
‘were turned out in Mayv for use by
i stores.

The nation’s leading retail chain

(gross sales of $7.3 billion in 1967)
1spends approximately $100 million
a vear in advertising. Through its
i stores, according to TVB-BAR da-
tta, Sears increased its local TV
ispending by 97%, 1967 over 1966.
In the last six months of 1967 the
various Sears stores in the BAR-
ireported markets doubled and
itripled their schedules over similar
months in the previous years

Believed to be typical of the
Sears move into television was the
Washington market where the city

is ringed by large suburban Sears
outlets. A Sears promotion execu-
tive who came to the city a few
years ago found Sears managers
were using only a token budget in
television. After reviewing the
available commercials he moved
strongly into the visual medium,
with such success that the TV
budget was regularly increased.

When the commercials based on
the theme “Sears has everything”
came out a couple of years ago,
they were widely placed through-
out the area; the Sears budget for
television increased over 3009,
from 1965 to 1967, according to
agency executives familiar with the
account. This was done without
any appreciable pullback in news-
paper advertising, which continues
heavy.

Sears executives predict that the
1968 television budget in Washing-
ton and vicinity will be greatly in-
creased over that for 1967. Execu-
tives plan this vear to extend their
television to advertising of specific
items, using less television time for
image building of Sears as a low-
price, good-quality  department
store. Plans are to use the commer-
cials made available by the parent
company.

Sears, it should be pointed out,
was in a unique position to capital-
ize on the flight to the suburbs. Be-
fore the war and immediately after
it, by design and partly because of
cost, it tended to locate its stores
out of the more expensive real es-
tate of the central cities since it was
essentially a mail-order operation
then. Ultimately. the more affluent
of the population came to them
and the company got into direct
retailing.

Sears is a methodical operation
in the way that Procter & Gamble
is and is currently testing nearly

everything it does. Commercials are
screened by panels and tested for
believability and impact. The fa-
cilities of KWGN-Tv Denver are used
for testing purposes, and it's report-
ed that a number of Blair-repre-
sented stations in the Southwest are
part ot a controlled testing opera-
tion.

Newspaper publishers in the Chi-
cago area got the bad news about
Sears a little over a month ago
when Gar K. Ingraham, promotion
and advertising manager for Sears’s
national retail sales, told a meeting
of the Illinois Daily Newspaper
Markets, a sales arm of several
newspapers in the state, that the
company was looking at other me-
dia and testing television in partic-
ular. Ingraham, noting that young
people are particularly sensitive to
commodities advertised on radio
and TV, warned:

“You've got to realize that 509,
of the bedroom and living-room
furniture purchased is being done
by people under 25.”

At this point it is much too early
to predict a wholesale shift of de-
partment-store accounts to televi-
sion. It is still apparent that sta-
tions have a major selling job on
their hands as well as an education-
al task. Does it cost too much to
make a commercial? Does it take
too long? Should it sell items, or
should it be institutional?

A whole new vocabulary has to
he taught to department-store man-
agers and their people—gross rat-
ing points and the like—while sta-
tion people have to go out and
grasp the fundamentals and prob-
lems of an entirely different indus-
try. As Ingraham told those news-
paper executives:

“Your competitors don’t under-
stand our business the way you
do.” END

STATUS OF ETV
from page 29

ing a president at least, and giving
CPB a sense of direction. Some
think he will want to hold operat-
ing control of the corporation from
his position as chairman. An official
of NET points out that the CPB
legislation is permissive on that
point,

Pace denies an interest in acting
as chief operating officer, but indi-
cates that the man he chooses for
president will have to share his

. own general philospohy of purpose
and priorities for CPB (see page
f3) . “The views of the man who

must produce.” he sasvs, “must be
matched by the views of the man
with responsibility for the over-all
view. The best one for the job
would be someone with a broad
knowledge of public affairs who
has had a major exposure to public
television.”

As to delay, Pace savs the CPB
board’s selection committee (John
D. Rockefeller III, Oveta Culp
Hobby and Milton Eisenhower)
has been sifting through some 50
names, but that he doesn’t feel the
choice should be made until Con-
gress has acted on an appropriation
for 1969. CPB is up for $9 million,
thanks to its inclusion in amend-
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ments to President Johnson'’s 1969
budget that were made last May.
National Educational Television
has looked warily at the amorphous
thing which is CPB, at first because
it might bypass NET, now because
it fears that CPB may not be inde-
pendent of government influence.
NET President John F. White,
ETV’s champion money raiser, was
appalled at certain aspects of the
Carnegie Commission’s report. As
White saw it, the Carnegie panel
had overemphasized localism “with
stations the do-all and end-all.” So
“long lines would simply be sewer
pipes with station staffs reduced to
screeners of the material that came
by. We held this was nonsense and

JULY 1948
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E1V's cstablishment has grown usced to the fact there’s not much money around

STATUS OF ETV

from page 57

still do, and the CPB legislation
seems to have understood our argu-
ment. We thought there had 1o be
a national programing agency, that
there had to be a regular national
schedule.” White also feared that a
separate networking authority was
looming, that his own NET, after
all its years ol dependence on Ford
Foundation largesse, might be el
bowed into the cold by the pro-
posed public system.

Now White sces a dillerent prob-
lem. If it’s clear that CPB’s funds
won't have political strings at-
tached that NET should become
an integral part ol CPB, he pro-
poses. But at a recent NET afhliates
mecting the possibility that NET
might not want to tie its future up
with CPB was discussed. “It’s not
impossible that NET ought to stay
out of it,” concludes White, if the
government is going to be able to
influence its decisions.

Internal conflict

There is an establishment in
noncommercial television and it
has g¢rown to accept the bitter
truth that there is very little money
around that doesn’t have some sort
ol string attached to it. The contro-
versies in ETV’s history, small ones
and large, have involved that
scratchy  intertace  hetween the
money raisers and the money users,
and these conflicts have generally
flared up where new projects or
new community stations were get-
ting started. There were cases
where station stafls, full of ideals
and innovation, ran smack into sta-
tion managers who had to answer
to more conservative boards ol di-
rectors and funding sources, and
this condition has a relevance in
the case of PBL. NET’'s White,
noting the similarity, ticks ofl some
ol the cities where palace revolu-
tions have unsettled boards or un-
seated  station managers—DBoston,
New York, Los Angeles, Pittsburgh.
The list includes outlets that have
settled down 1o become highly re-
spected local sources ol KTV pro-
gréllnll]g.

Fied up with the money-source
problem has been the controversy
over how the resources ought to be
applied against the problem once
they're in hand. The Ford Founda-
tion, in recent years, has been both
purse and arbiter, and its emphasis
has decidely been with the central-

TELEVISION MAGAZINE

ists, those who would apply most ol
the money to national programing
that could be produced and dis-
tributed from a center such as
NET. While not neglecting local
stations, the foundation has seen
the central system as the optimum
way ol promoting national interest
in noncommercial television, with
the expectation that a residual
benefit will be greater local sup-
port for community stations. Many
ETV station men are in bitter dis-
agreement  with this  principle

though they hesitate to criticize the

Ford Foundation. As the manager
ol one such major-market station
says: “The foundation is powerful;
it pulls a lot ol people along with
it.” It is odd to think that the
world of noncommercial television
is as tull of people who refuse to be
quoted as the commercial world,
but that is very much the case.

Critical of Ford

One ETV station manager, who
absolutely retused to speak for the
record about it, is highly critical of
what the Ford Foundation is
doing. “Look how theyre spend-
ing their money this year; about
$23 million to educational televi-
sion and only about $5 million of
that to stations. It ought to be in
just the opposite ratio.”

This is not to say that a lot of
station people aren’t in favor of
network development. It’s just that
they don't see networking and
overnight promotion as the way to
force the development of ETV.

Here’s the way one puts it
“Americans are conditioned to the
centralized idea. With this thing
[public television], if it's going to
work, you can’t point to overnight
results or glamourize it. The Pub-
lic Broadcast Laboratory was an
example. They oversold it, and it
hurt all of us. Had it been a success
it would have reinforced the cen-
tralists, but it was not broadly
based enough. Public television is
the one thing that’s going to
change TV but not by approaching
it in a sudden, centralized way.”

It was the sad irony of PBL's
Westin that while he was being
forced to steer more of a middle
course with his Sunday-night pro-
gram than he had hoped to, criti-
cism ol his project was coming
from two sides: from those who
thought he was going too fast and
those who thought he was spinning
his wheels on an old road. An FCC
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ofhcial, a good friend of publie
televiston  (and another who re-
fuses to go on record) says: “PBL
has set ETV back 10 years. It spent
this wonderful amount of money
reinventing the wheel, using comn-
mercial-broadcasting techniques in-
stead of doing something new.”

And while PBL was taking some
heat for duplicating commercial
style, others were baiting it for not
coming through with treatments of
most of the controversial subjects
that it had promised in a blitz of
national advertising as its season
opened.

In spite of this pressure from the
liberal side, it was pull in the other
direction that was having the most
effect. And it was pull that came
not only {from the PBL editorial
board but also from other NET of-
ficials as well as ETV stations.

The localist views are antitheti-
cal to those put forward by the
executives of the National Citizens
Committee for Public Television.
NCCPTV was formed over a year
ago with the happening-conscious
Thomas P. F. Hoving as chairman.
Since then, while on the earnest
mission of promoting public televi-
sion, it has alienated a number of
ETV station men, even officials of
NET, who think that it has been
too promotion oriented and in-
clined to abrasive pushiness rather
than politic tactics.

Sages’ advice

A high NET official says: “Hov-
ing got bad advice and blew his
wad in New Orleans. [The refer-
ence is to a meeting of the Citizens
Committee last February]. He de-
signed a think paper that would
give the Congress and the White
House hell for not acting faster,
and spelling out what the CPB
should and shouldn’t do. But his
board wised him up. The meeting
was supposed to have resulted in a
policy statement, but they're still
working on it.”

Last month Ben Kubasik, ex-
ecutive director of NCCPTV, had
a rough draft of this “citizen’s re-
port” in hand. He said it included
findings about ETV-station needs
solicited by questionnaire. Al
though Kubasik has been accused
of “press agentry,” he is still sin-
cerely committed to the impor-
tance of mass promotion for public
television and not just promotion
ol a generic nature. He has been
negotiating with the Advertising

Continued on page 63
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WORLDS OF
LOCALTV

Here's an opportunity for television stations to tell all members of the United States Senate, the-
House of Representatives, the commissioners and important statf members of the FCC, all state
governors and key advertising and marketing executives the important role they play in community
affairs at the local level.

The eighth consecutive annual report on ‘“The Many Worlds of Local TV” to be pub-
lished in the August issue will include three sections:

(1) A report devoted to local programing done by stations during 1967.
This article will be based on the national mail and interview survey
being done by the NAB for the President’s Task Force on Tele-
communications Policy. This report may well influence decisions to
be made by this group.

{2) A section concerning 1968 programing that has been broadcast or
is planned in response to the civil unrest that now troubles many
communities. This will be based on a TELEVISION survey of all
commercial TV stations in the US. and will be an up-to-date
report on this important aspect of public interest programing.

{3) A feature on the stations that have won national and regional
awards for local television programing. The awards will be sum-
marized and winners named. (These will include awards from
Peabody, Sigma Delta Chi, Freedom Foundations, Headliners, Emmy,
Sloan American Bar, Radio-TV News Directors, National Associa-
tion of TV Program Executives and others).

Tell the leaders in the business and governmental world of communications
your station’s story in the August issue. Advertising deadline is July 17.

WWW americanradiohistorv com — —
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| noted in the TELEVISION MAG-
AZINE August or September issue
a story about the many local pro-
grams on your local stations. |
must say that | was very much
impressed with this display of the
wide variety of public service

broadcasts. . . . It is well known
to all of you that most people of
America now rely upon radio and
television for their news. This
doesn't mean that other media
have no important function to
play because they do. | believe
the printed word is vital and im-
portant, but } also believe that the
spoken word is the message most
readily received, and | want to
congratulate you for the good
work you do in promoting these
valuable public service programs.
Particularly the news programs
and many programs that you have
on your local stations.

Excerpts from remarks made by Vice Presi-
dent Hubert H. Humphrey to the Broadcasters
Promotion Association, Washington, D. C.,
Nov. 8, 1965:

TELEVISION MAGAZINE does for
the industry state by state what
the local television stations are
doing for their respective com-
munities. The coverage is equally
good in either case. — Senator
Warren G. Magnuson (D. Wash.),
chairman of Senate Commerce
Committee.

| found “The Many Worlds of
Local TV" to be a very good sum-
mary of the local contributions
made by the broadcasting indus-
try. Informed publications such as
this can make a major contribu-
tion to the -industry. — Senator
Frank E. Moss (D-Utah).

I am sure that the sampler will
prove to be an asset in providing
me with a picture of television as
it is today.—Representative Dante
B. Fascell (D-Fla.).

This was a very excellent edition
of the magazine and | was glad
to note that the local stations
were given proper credit for their
activities. — Senator James B.
Pearson (R-Kan.),

... I am well acquainted with the
advances being made in local pro-
graming, especially in my own
state of lowa. | was pleased to
note that lowa stations were fea-
tured in the magazine. — Senator
Jack Miller (R-lowa).

I found the material most inform-
ative.—Senator Fred R. Harris (D-
Okla.).

There is no doubt that television
is now the pre-eminent medium
of communication, both on the
local and national level. Its influ-
ence Is felt throughout the coun-
try, and | was most interested in
the scope of programing repre-
sented in TELEVISION MAGA-
ZINE. — Repesentative Brock
Adams (D-Wash.).

... The information on local pro-
graming is comprehensive and of
value to me because of limited
viewing time. — Senator William
Proxmire (D-Wis.).

You may rest assured that | found
TELEVISION most informative. —
Senator Vance Hartke (D-Ind.).

I have always felt that television
can be one of the most effective
and powerful media of education
if used wisely and intelligently.
Your publication is an excellent
example of what can be done . ..
with a little effort.—Representa-
tive Cornelius E. Gallagher (D-
N.J.).
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STATUS OF ETV
rom page 58

touncil for its good offices and
kervices in promotion of specific
ublic-television  programs,  in
short, tune-in  announcements,
This, he says, would probably re-
fuire a waiver in Ad Council poli-
-y, which specifies that campaigns
He general and not restricted by
[Liming requirements.
Noncommercial television’s cur-
rent attraction o money, Ssome-
rimes at the expense of freedom, is
understandable. As a  medium
apart, it has alwavs lived in pover-
ty. And the Carnegie report was
essentially a poverty-program pro-
posal. As ol mid-June there were
156 ETV stations on the air and

another 31 authorized for oper-
ation. Of those in operation 74 are
in the VHF band and 82 on UHF
channels. Despite these healthy di-
mensions, which make ETV a truly
nationwide system when intercon-
nected, there is a serious lack ol
talent to man the outposts. As an
executive producer of NET points
out: “Once you gest past the top 10
stations there just isn't any such
thing as a writer and only a hand-
ful ol competent producers. Be-
yond that, stations are marginal
and not quite able to make it.”

A turther breakdown of ETV
stations shows that about one-third
of them are community operations
run by nonprofit groups. .\nother
one-third are operated by colleges
or universities, a fourth are h-

The Delicate Mission of Chairman Pace

‘When Frank Pace Jr., chairman of
the Corp. for Public Broadcasting,
offers opinions about the luture of
'CPB he's apt to prelace them with:
“My instinct is . . .7

That reaction itsell seems in-
stinctive. And 1t suits him in the
new feld he walks, heavily mined
as it is with dogmatic opinion and
latent emotion. If he steps on the
wrong congressional toe, the result-
ing explosion could alter the de-
gree ol operating independence
that he hopes to achieve lor CPB.
Pace apparently knows what he
wants but seems unwilling to press
his luck if that means placing the

! whole CPB concept in unnecessary

jeopardy. Here are some of his
thoughts about CPB, sometimes
paraphrased, that were ollered in a
recent interview with TELEvISION:

On centralism wvs. localism in

! funding program projects:

time to examine
or to reach

had
thoroughly

I've not
this

¢ thoughttul conclusions. My instinct

is that the emphasis will lie with
the local ETV station, though not
to the exclusion ol national pro-
graming efforts. It there is one
great opportunity here, it is to de-
velop talent broadly around rhe
country.

On what programing CPB ougit
to underwrite:

I think there are untapped areas
that could become the special
property of public broadcasting.
We have to find areas that com-
mercial television cannot and does
not cover. We can’t try to compete
in the same ways and approach
their professional performance.

There are serious question
about what vyou ought to do—
topical treatment of public aftairs
or a broader educational ettort—
and at whom vou should direct it.
For example, should it be a 25- 10
J0-year-old group or 10 and over?
Where is the greater return on the
imvestment?

There are thvee areas of compel-
ling importance for CPB: one as
an open-circuit medium  of pre-
school e¢ducation and continuing
adult education—in the academic
area this would be largely a rellec
ton of what varions school facul-
ties and authoritics want to do:
second, as a means ol helping the
community regain its identity: we
have a role in helping cities solve
the pmblems that are upon them,
and it's clear this is a vehicle that
las vatue i stopping civil disturb-
ances; third, as a wav to provide
enriched entertainment i those
arcas that will give the viewer a
sense ol a tuller life; 1 avoid the
use ol the word culture here be-
cause 1 think it mav suggest a level

higher (han we ought 10 he
reaching lor.
[ would hope that when the

vicwer turned the public-television
knob, he would he doing it lor a
purpose beyond being entertained,
that he would find something that
he couldn’'t find by turning the
commercial knob.

The great danger in this kind ol
operation is trying to do too many
things and, as a result, doing none
of them well. Selectivity is one of
the keys.

On the method of (unding the
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censed to boards ol education In
various states, and the balance to
public school systems.

Stations that are able to ofter a
full schedule of Instructional and
local programing through commu-
nity fund raising are tew. A recent
Ford Foundation local grant of $5
million recognizes only a hmited
list ol stations. Five stations and
the Fastern Educational Network
will receive $3.2 million ot that,
and the remainder is spread over
three regional networks and nine
other stations. The biggest chunk
ol it, »750,000, goes (0 WGBH-TY
Boston for a series ol 20 one-hour
dramas on Negro life, and another
7 12,000 was presented 10
KQED (1v) San Fruncisco to pro-
duce 260 i5-minute newspaper-of-

corporation:

If we had the choice, we'd of
course prefer not to have to de-
pend on an annual appropriation
from Congress. But there are some
annual funding methods that have
imdependent aspects.

On developing more than one
national  program  centey as sug-
gested in the Public Broadcasting
Act:

My instinct is that at the starting
p()ini you've got to improve what
you've already got (Nationul Edu-
cational Television) .

On the size of ETV audiences:

Perhaps it we got 97, ol the
audience where the others were
getting 1897, that would be a good
showing. For commercial TV the
problem is atiracting and holding
an audience on a regular basis, but
for us it will be a question ol the
nature of our audience rather than
its size. Qur job will include prepa-
ration ol audiences (promotion) as
well ws Tollow up.

On intevconnection charges for
nonconmercial networking:

We've taken the position that we
should be provided [ree intercon-
nection by the phone company,
but we wouldn't expect them to
come right out and oller it without
questioning the most practical way
to do it. It's possible that some of
our objectives could he mutual.

On congressional  confusion of
CrPB with the Public Broadcust
Laboratory:

We've done some groundwork to
let them know this is something
different trom the Public Broadcast
Laboratory.

JULY 1968
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STATUS OF ETV
from page 63

the-air programs.

Because of the quality-program
dearth, most local stations are
thankful enough for the five pro-
grams per week that NET puts
out, albeit they would like more of
the production money for them-
selves. The program scarcity has
resulted in hard-nosed NET affhli-
ate-exclusivity  practices, which
have protected original affiliates
from sharing their NET product
with Johnny-come-lately ETV sta-
tions with similar coverage areas. It
goes Dback again to community
prestige and fund-raising muscle.
These station-overlap situations
are growing in number and it is
only the private-money nature of
the system that has allowed the
exclusivity policy to exist.

Take, for example, New York
City where three ETV signals now
cover the town, wNDpT (1V), the
NET afhiliate, (actually licensed to
Newark, N.J.), w~vc-Tv, the city-
owned station, and wWNYE-Tv, op-
erated by the New York City Board
of Education. Seymour Siegel, an
ETV pioneer and director of
WNYC-TV, was disturbed at his exclu-
sion  from the PBI. broadcasts.
Says  Siegel:  “The world of
academe can he even more vicious
than the commerdial world.”

No repeats

Siegel reports he asked  Fred
Friendly for permission to carry
PBL and was eventually refused,
not only for the night alter NET
afhliates carried it, but even for a
following weekday-afternoon pres-
entation.,

Stations that do not have basic
afliliation with NET can get the
network’s  flexible  service,  two
hours a week from a library of
programs, nade available afier
they have run on the regular affili-
ates. "The general limitation has
been a one-year delay after the
basic affiliate has run (he program.

Gerind Appy, NET’s vice pres-
ident for network affairs, explaing
that the first KTV stations on the
air have needed  public support
and NF'I' afiiliation has been one
thing that got communities inter-
ested intheir stations. Appy says
NET is Jooking toward a  time
when it might adjust his policy.
William Harley, president of the
National Association of Education-
al Broadcasters, goes further: “Ivs
going to have to go out the window

once  they start using public
[inds.”

TELEVISION MAGAZINE

Harley's organization, the
NAERB, 1s ETV's association on the
scene in Washington, carrying out
counterpart functions that the Na-
tional Association of Broadcasters
would perform for commercial
broadcasters, acting as congression-
al liaison and a central coordina-
tion point for ETV affairs. On the
liberal-to-conservative spectrum of
ETV aggrandizement, most would
place the NAEB to the right of
center. A NET producer calls it
“benign but a little tired.” Some
would say stodgy. But it has been a
stabilizing influence in a year when
ETV was threatening to blow itself

.apart. The same NET producer

says: “They’ve had a tendency to
take anything they can get and run
with it rather than pushing their
demands” (for public-television de-
velopment) .

Long waiting list

NAEB's Washington work has
extended to the Department of
Health, Education and Welfare,
which disburses grants for the con-
struction of ETV facilities. This
year, with the money pool dry and
a growing list of applicants hover-
ing for funds, the association is
pushing for creation of a nongov-
ernment committee that would es-
tablish  priorities and advise on
grants. HEW has 69 applications
for facilities grants in hand, to-
taling $31.5 million. Technically it
has only accepted about half of
them. Since the program isn't
funded, there isn’t any money for
continued processing. To answer
the $31.5 million applied for, there
is only a potential $12.5 million in
the fiscal 1969 budget, which hasn’t
been passed.

The possibility ol regular na-
tional network interconnection for
educational television has been dis-
cussed for years. Acceptance, even
promotion of the idea as a matter
of public policy, came about with
passage of the Public Broadcasting
Act, not only with its authorization
of plans for nationally distributed
programs, but  with a provision
that denies common carriers the
excuse that the Communications
Act prevents them from oflering
free or reduced-rate service (o edu-
cational television,

Two years ago the Ford Founda-
tion rekindled interest in ETV in-
terconnection specifically and ETV
generally with its proposal that a
satellite system be run by a non-
profit corporation that would give
free network service to educational
stations, charge  commercial  net-

WwWwWw . americanradiohistorv.com

works for the same service instead?

of having them use ATET land

lines, and apply the proceeds Lo

noncommercial TV. Ford followed
that proposal with the $10-million"
grant that went to the PBL pro-:q
ject, a fundamental purpose being
to demonstrate the value of a regu-

lar live interconnection of ETV

stations.

NET’s John White has asked the
phone company for eight hours gof
free interconnection daily for ETV
stations. At a meeting called by the

FCC to hear the carriers and the |

ETV people present their cases,
White proposed eight free hours:
from 3 p.m. to 11 p.m. daily, some
of which time would be shared by!
regional networks. The phone
company said it was prepared n
offer ETV use of lines at cost in "
off-peak hours. That would proka-

bly mean from midnight to morn-

ing and assumes that an education-
al network would be using the

lines for distribution, taping and

later replay. NAEB’s Harley told

the meeting he didn’t think it

sounded like a very generous offer,

In fact, he says, the phone compa-

ny proposal would mean keeping
stations open through the night

and tying up their taping equip-

ment in the morning, that on bal-

ance ETV might do as well by

paying regular rates. Presented

with the possibility that the carri- |
ers might get a committee together

to study the matter, CPB Chairman |
Pace suggested a time limit on any

study period, noting that resolu-

tion of networking costs would

have a considerable effect on how

the corporation would organize its
priorities.

High costs

NET’s White, pointing to the:
high cost of interconnection for his
network, says it would take $7 mil-
lion to $9 million, his whole budg-
et, to do as much networking as he
wanted to do. The live network
concept for ETV is clearly here ta
stay, even if no one knows yet how
to bring it about.

While most of the publicity gen-
erated by noncommercial televi-
sion in 1968 has involved the sub-
ject matter of the PBIL program,
what that show has done to the
future of the Corp. for Public

ol R —

Broadcasting is of far greater sig- &

nificance. The political strings on
CP’B are flapping in the wind. How
close to independence the noncom:-
mercial broadcasters will try—or be
able—to crop ‘them is conjectural

END
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- Coleor tape to color
film transfers are dull.

fuzzy and not worth
the trouble.

Horse radish!

And any other expletive you wish
to use.

Because if you believe that,
you haven’t seen Reeves Color
Videofilm* transfers.

Color Videofilm* transfers are
alive with sharp, clear images
and pure, true-to-the-tape color.

Color Videofilm* transfers are
worth every moment of the consid-
erable effort that Reeves puts
into each and every one. From the
playback of the tape on the best
videotape recorder money can buy,
all the way to packing the final
reel. But you expect that kind

REEVES

SOUND STUDIOS

A DIVISION OF REEVES BROADCASTING CORPORATION

of effort from Reeves. It’s that
extra quality Reeves has been
adding for the past 34 years.

And Color Videofilm* transfers
are inexpensive. An unexpected,
happy bonus.

Still unconvinced about color
transfers? Horse radish!

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

*TM Reeves Sound Studios
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News can be terrifically eflicient for the

right advertiser

NEWS PROGRAMING
fromm p(lg(’ 37

from 36 10 45 minutes, but can run
longer on a big news day. Because
KNXT, like wesM-Tv, is a CBS af-
filiate, neither newscast has prob-
lems with late-night network pro-
graming.

The title for the longest {orm ol
them all, however, must go to the
NBC-owned kxsc(Tv) Los Angeles.
Kx~sc has tucked its Huntley-Brink-
ley Report into the middle ol two
hours ol early evening local news
to give it the total of two-and-a-hall
solid hours ol news. As one might
imagine, news stories get repeated,
and wxBe does a lion's share ol lca-
tures and opinion. But it claims
success as well as the watchlul eyes
of news directors all over the coun-
try.

Between 5 and 6 p.m. kNsC pro-
grams three 20-mmute segments,
using three ditferent anchormen
and three dilferent writers, cven if
they are stuck with the same news.
Humtley-Brinkley is sandwiched in
from 6 to 6:50. From 6:30 to 7 a
hall-hour ol local news, and for the
remaining hall-hour a news show
utilizing in-depth pieces, features

nd ending with a summary. Russ

Tournabene, general  manager,
news, Owned TV Stations and Ra-
lio Division, says that the viewer
reaction to the Knsc experiment
‘looked heartening.” His only re-
sponse to the rumor that this new
format. il it works, will be trans-
plated 1o other NBC-owned sta-
tions is just a cryptic: “Lverybody’s
vatching this”

Ihe changing form

Lntertaimnent  programing s
nearly bankrupt,” torvewirns ABC's
Shechan, “nonfiction kinds of Pro-
griomming  are  expanding.” By
“nontiction,” Sheelim expliins, he
means more than news—he  in-
cludes the Johuny Carson, Dick
Caverr and Mike Douglas shows,
everything concerned with what is
happening o the world, 1aither
han designed o take viewers ot
of the world

Front an advertser’s point of
view there is something o be said
for o comparison of news to enter
Farnmnertl srograming. GBS has
been artesting Liely that Cronkite
docs us well or heter in the ratings
than the average prime-time enter
tonmnent, Bae i the networks don't
imguress you with ratimgs, they can
ry on the basis ol efficiencies. In

TEIEVIKION MACGAZING

recent comparison ol  cost-per-
thousand estimates for the current
season by a major advertising agen-
cy, the projected efficiencies of
standard prime-time fare are as
much as $2 above the projected
CPM of network news. The study
estimates  that  the  Huntley-
Brinkley Report will average $2.61
per thousand homes in 1968-69,
while the Saturday movies will
have a CPM of $4.42. CBS Evening
News with Walter Cronkite will
average $3.08, according to the
same study, and ABC News $2.73
per thousand, while Tronside is ex-
pected to cost $3.48 per thousand
and Rowan & Martin’s Laugh-In
will average $4.33 for the year. It is
no wonder the networks olten ofter
news in a package with prime-time
minutes in order to present a lower
cost-per-thounsand.

3ut  the demographics—there’s
the rub. As the figures show, news
can be terrifically efhcient lor the
right advertiser, but tor the adver-
tiser who wants that popular voung-
adult audience, news is not as
good a deal.

An older audience

“Traditionally, historically, the
news programs, and I'm speaking
ol the ecarly news, tend to reach
older people. By older people, 1
mean  over 50, explains Peter
Bardach, vice president and associ-
ate media direcror lor broadcast at
Foote, Cone X Belding. “News is
more eflicient in reaching the up-
per mcome, the better educated,
but you have this problem with

age.”

&

Nielsen's Audience Demograph-
ics Report for November-

Deceniber 1967 estimates that 6,-
310,000 homes with heads ol house-
hold under 35 are tuned in be-
tween 6230 and 62150 More than
double that number, some 12,850,-
000 homes with heads ol household
over 50, are viewing at the same
time.

While  ABC clemly  has  the
lowest cost-per-thousand, that net-
work registers relatively low educa-
tional and protessional levels.

What appears to he the sober,
mature elements of the cormmunity
are viewing, and they happen to he
very loyal viewers, as well. You
cither watch news or yon don't,
and il you do, you watch it all the
tine, What news offers the adver
tiser, then, is frequency, rather
than reach, an ide 'ﬂ sitnation for

cncouraging ancreased  consump.
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tion of your product, not for entic- ¥

ing new consumers.

Yet the believability of news, the
immediacy of news may be what Y
& R's Ostrow calls “an appropriate
kind of blend” for a new product.
Although, he adds, “news tends to
be a little older, and the people
who tend to try new products tend
to be younger.” But a believable
climate never hurt any product.

News on a local level often gives
the participating advertiser an
identification with a program that
he can’t get with any other spot
buy. This is particularly true of the
five-minute weather or sports show;
it permits sponsor identification on
a low budget.

While the climate of credibility
is a bonus the news gives to its
advertisers, there is one drawback,
The climate of news can also be
grim, and it can get grimmer as
news coverage becomes more vivid
and thorough. “This is something
that has concerned us and has con-
cerned us in terms of the place-
ment ol commercials in television
news,” FCRXB’s Bardach explains.
“In terms of the commercial’s effec-
tiveness we do wonder to what de-
gree we are inhibiting its ability to
sell when placing it in an atmos-
phere of horror or grief.”

Avoids harsh transition

The news chiel ol a major sta-
tion group admits to a policy of
surrounding  commercial  breaks
with lighter news stories when pos-
sible. “I can’t watch a Marine
being killed in Vietnam and go
into a Dr. Pepper commercial,” he
adds.

That same group news director,
like everybody else, is looking into
the possibilities ol prime-time
news: “We indeed are going into
prime-time news il the networks
don’t do it. There is no reason on
God's carth why the news has to
end at 7 and begin again at 117
Although there is always talk of
extending the early evening news-
casts to an hour, there is more
cnthusiasm  in network news de-
partments for a separate prime-
time broadcast.

ABC’s Shechan says he'd prefer a
hall-hour of  network  news  at
10:30. Tt's more than idle musing
on his part: “We mude a specific
request,” he hints, “Chances are
good Tor '69.”

“1 think two hours 1n most com-
muities in oo row, is a hell of a
lot,” says CBS's Leonard about an
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‘hour-long Cronkite news show.
“Personally, if 1 had a choice, I'd
irather see two half-hours.”

. "Someday something like 00
"Minutes is going to be on every
‘day,” Leonard predicts. How
moon? “Not very far,” says Leon-
ard, “not very flar. I hope it’s
CBS.” END

ON LOCATION

from page 8

years since Plato, if there is any
value 1n detachment, in private
space, in private outlook, then vou
will not take a very kindly view ol
our electric media. They have de-
stroyed civilization, they have driv-
en us on an inner trip eastward
.into the Orient, the western world
1is rapidly closing up shop.”

The wav to become aware ol any
medium, ‘McLuhan said, was 1o
rub it against another. “The mo-
ment the talkies came, people
discovered what music, speech,
were all about. The greatest discov-
ery of the 19th century was the
technique ot discovery. The tech-
nique of studying media is to rub
them against each other. Televi-
sion has made movies an art form.
Art Is an attempt at perception;
entertainment is a lorm ol tran-
quilizer. I see nothing wrong with
tranquilicers, if you can get them.”

Someone  had asked 1l it
wouldn't be riskv waking people
up, and McLuhan agreed. Vio.
lence, McLuhan was saying, is

I the only means known to man lor
achieving identity. “Kennedy com-
mitted suicide. Anybody who tries
to hot up politics under TV condi-
tions is just committing suicide.
We've already got a very cool,
meaning involved, public. You give
them a hot issue and the thing will
blow wide open. That's why we
have no party politics under TV,
You can’t afford to have diilerences
of opinion when you live at very
close quarters. A Japancse address-
mng our communications group
said that when a Japanese wife is
very angry at her husband she
would never dream of expressing

* verbally a sentiment. She rear-
ranges the flowers. That's cool,
man.”

McLuhan went on to warn

against primaries (“hotting up the
machine to a point of selt-
hquidation”) and then suddenly
asked of his quiet audience: “Do
you find any of this difiicult? 1
i mean, I'm merely mentioning
d thmgs that all of us know all the

' time and see and cope with as best

we can all the time. I can’t think of

anything difhicuit or esoteric in
anything I'm saying.”

The news conference  was
officially over. “Very docile bunch,’
McLuhan muttered as he was
led ro the now-silent cameras
and bright lights—the [9th-century
hardware he had denounced. He
was very gracious with both inter.
viewers, detended his Kennedy the-
sis, said he was hungry.

One ol the interviewers persisted.
How would Protessor MNcLuhan
describe his politics? “I have no
politics. Trudeau (new Canadian
prime minister), when asked: “Are-

n’t you some sort of communist?’
said: ‘No, I'm a canoeist.” 1 think
that is the sort ol answer a political
question deserves. TV has ended
party politics.”

One of the guests was eager to
get back to his othce. He wanted to
call a [riend, an expert on weapons
systems and delense technology.
“Isn’t it true,” he asked when he
got back to his othce, “that our
Distant Early Warning system we
built in Canada is obsolete? You
know, Dewline?”

[t turns out Dewline was madec
obsolete by

the latest advances in

Ry

BUT ... Sales Soar in the 39th Market with WKZO-TV!

A high flyer — that’s the Grand
Rapids-Kalamazoo and Greater
Western Michigan market served by
WKZO-TV.

Already the nation's 39tht tele-
vision market, the area is still in a
WKZO-TV MARKET
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steep climb. In Grand Rapids and
Kent County alone, wholesalers’
annual sales are heading for the
billion-dollar mark. And the same
sort of growth is going onward and
upward in Kalamazoo and the rest of
the region!

Don't get left on the ground while
your competition scales the heights
in this dynamic market. Buy WKZO-
TV and cover the whole western
Michigan area. Your Avery-Knodel
man can give you a bird's-eye view of
the whole scene.

And if you want all the rest of
upstate Michigan worth having, add
WWITV/WWUP-TV, Cadillac-
Sault Ste. Marie, to yonr WKZO-
TV schedule.

*I17s the Kori Bustard of South Africa.
T ARB's 1965 Television Marker Analysis.

WKZ0-TV

100,000 WATTS ® CHANNEL3 © 1000’ TOWER
Studios in Both Kalomazoo and Grand Rapids
for Greater Wastarn Michigan

Avery-Knodel, Inc., Exclusive National Representatives
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ON LOCATION
from page 67
20th-century technology.

In terms of the way time is
counted these days, it’s really 19th-
century stuff.

RICHARD DONNELLY

INDIANAPOLIS:
Long before the sun comes up

to light the sprawl of Fort Benja-
min Harrison on the northeastern
edge ol Indiana’s state capital, sev-
eral hundred military students and
their instructors prepare to put
wpis-Tv and wpis “‘on  the air.”
They are the closed-circuit stations
of the Defense Information School.
From 6 a.m. until 10 p.m. double
shifts of students keep the facilities
functioning with a professional
flair matched only by the commer-
cial stations and networks with
whom they may one day be affili-
ated. The broadcast department of
the school is becoming a significant
source of skilled personnel for the
civilian field after completion of
military duty, usually with Armed
Forces Radio and Television Serv-
ice stations around the world.
With the graduation of every
class the growing importance of
television (and radio) to the mili-
tary as well as the cvilian world
becomes more evident. At the pres-
ent about one-fourth of the 2,400
Armed Forces journalists trained
at the defense information school
each year have ratings of broadcast
speaialist.  All of  the  graduates,

however, have achieved some com-
petence in electronic journalism
and communication even though
their specialties may have been
more general or print-oriented.

The defense information school
was launched in 1964 to consolidate
in one place all of the varied infor-
mation training programs of the
several military branches. Sailors,
Marines and Air Force men and of-
ficers learn basic and advanced
communication media skills along
with their army counterparts at the
Indianapolis installation. Many in-
structors, both military and civil
service, are former commercial
broadcasters. Some of them con-
tinue to moonlight during off hours
at local area stations.

Television’s dominant role in
mass communication today was
very apparent to the school’s public
affairs officer, Infantry Major Lar-
ry R. Lubenow, during his recent
tour in Vietnam. The vital need
for every military public informa-
tion officer to be well trained in
all facets of journalism, including
TV, is recognized by the comman-
dant, Colonel John J. Christy.

Since the school's opening the
seven television stations now oper-
ating in Vietnam were put into
service by AFTRS. During this per-
iod also the AFTRS TV station in
West Berlin took the air. These and
others now bring the total of pro-
gram-originating TV stations of
AFTRS to 40 throughout the

world. Togethter with some 350 ra-

G

dio stations, the professional broad-
cast manpower needs ol thes

|

AFTRS operations is considerable, ™
Whois-1v boasts technical facilities s

comparable to the best in the busij-
ness today. The station has six

monochrome cameras, two studig
video-tape recorders plus a half-

dozen small portable video recoril-
ers. A color film chain is being in-
stalled.

The military discipline and en-
vironment of the school enables the

student to cram hours of actual
equipment operating experience
within a short period. In just four
weeks he becomes skilled in at least
a dozen TV station operating posi-
tions, from cameraman, floor man:
ager, lighting man, producer and
director to master control. During

other training he has learned how

to use a 16mm film camera tog,
how to write news or other program
material and how to present it.

School officials readily recognize

the help and cooperation of pro-
fessional broadcasters, both loral
and national. A close tie, for ex-

H
_";:"

ample, has grown with the Radia-

Television News Directors Associa-
tion. Top network newsmen head

. the list of regular guest lecturers.

Broadcasters traditionally have
worked with colleges and univer-

sities to broaden the skilled man-

power pool for their profession. Ta-
day there is an important new fac-
tor in this picture: DINFOS. Fort
Benjamin Harrison, Ind. 46214,
LAWRENCE CHRISTOPHER

Copyright TELEVISION Magasine, July 1968

“And now, all the news that's fit to broadcast . .."”

TELEVISION MAGAZINE
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Take a drop of water. Then another and another and another.
Pretty soon, if you work at it steadily, you'll have yourself an
ocean. That's the way it's done with Project HOPE, too.

HOPE is the people-to-people program that each year sends
medical aid and training to nations long on sickness and disease
but short on medical personnel and facilities. An independent,
non-profit organization, HOPE is a lot like a do-it-yourself ocean.
It relies on people just like you to keep the hospital ship S.S.
HOPE sailing.

Send your contribution. It’s important. Do it today.

Please make checks payable to Project HOPE. All contributions are tax deductible.

i
PROJECGCT “an Dept. A, Washington, D.C. 20007

|

|

l amenclosing$. as my share of HOPE. :
Name |
Street :
City ]
State Zip I

Wwww americanradiohistorv com
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EDITORIAL

In public television:
race to an empty trough

The special roadblocks
TV newsmen face

t [ As the article beginning on page 24 ol thisissue scts
it out, the future of noncommercial television in this
countrv is full ol uncertainties. A physical plant
approaching national dimensions is in beimg, but the
performance of individual stations is uncven, and
national  programing sources have Dheen beset by
rival concepts ol what national programing should bhe.
It was probably 1o bhe expected that a clash of
private interests would develop in the freld of public
television once the scent ol public money was detected
in the pure, noncommercial air. Activists got inter-
ested in public television when t(he government-
endorsed Carnegie Commission proposed a scheme ol
massive and  permanent federal support. A lot of
elbows have been skinned in the rush to the trough.
So far the prize has been unworthy ol the struggle.
he Carnegic Commission’s plan was scaled down to
bitesize in the bill submitted by the administration
and even then proved oo big for the Congress to
swalow. As it stands now, the Corp. ftor Public
Broadceasting, which is to he the organization through
which federal money noncommercial  pro-
graming and operations, will get at most $9 million
for the hscal year heginning this month and may get
less. With so Tnnited a badget, the most that CPB can
do i its list year is to prepare its presentation to the
next Congress or Targer and longer-range financing.
On the scale of national priorities public television
s shiding steadily woward the hottom. In contrast to
such demands on the federal budget as the financing
ol awir and domestic rehabilitacion, |)l||)|ic televiston

flows to

hegins 1o look ore like o dispensable Taxuary and less

Lat musl mmlify the ambicions of all those who have
o notsily contested [or position in public television in
the past year,

Astelevision news prows in stature Lh perils i must
urvive 1o maintain it high place seem o mount,

Anaggressive news department faces the possibility

that i investigative reporters will be hauled summar-

TPLEVISION MAGAZIND
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Itke an monediate need, That is rhe political reality |

ily before the House Investigations Subcommittee
where publicity-seeking congressmen can tear them to
pieces. It happened to wssm-Tv Chicago.

A conscientious eftort to report the local news may
be brushed aside as not truly local programing by a
pair of FCC commissioners who are anxious to en-
force their own programing views. It happened in
Oklahoma.

An enlightened manager who wants to lead his
community by expressing editorial opinions on civic
matters may uncover fairness-doctrine problems so
serious as to make him think twice before expressing
his views. It happens everywhere.

In spite ot the problems TV news grows.

In this issue TELEVISION takes the measure of this
erowth in two articles.

In Ivis article on coverage of the primary elections
Walter Troy Spencer points up the varied menu of |
news the year has offered and how networks and
stations have met the chatlenge. An clection year that
was slated to be ol drab complexion has produced a
mounting tempo of news stories like McCarthy's
showing in New Hampshire, the out-again, in-again
decisions ol Nelson Rockefetler, President Johnson's
decision 1o withdraw and Hubert Humphrey's deci- |
sion to run. Finally there was the Robert Kenunedy
assassination, In cach story television was the prime |
souree ol news lor the nation.

In her picce on news shows in rransition Caroline
Mever reviews how 'T'V news is gradually taking over
not only the newspaper [ront page but also the back
ol the paper as well—the by-lined columns, the editori
als, the [eatures,

In total the two articles prove a point, Although
I'V news must tread a rocky path, it is rising to the:
challenge and meeting it It is growing stronger and
more assured with every problem.

The quality of a news repott such as that given the
primaries and the Kennedy assassination is the best
defense against eritics, including those on the Hill an
at the FCC
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