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“SCREEN GEMS PRESENTS"”...
six hour-long color tape
entertainment specials produced
by Jackie Barnett starring
such personalities as Ella
Fitzgerald and Duke Ellington,

Julie London, Jane Morgan and
The Doodletown Pipers, and Polly
Bergen. Already licensed to
WCBS-TV New York, WBBM-TV
Chicago, WCAU-TV Philadelphia,
KMOX-TV St. Louis, KTLA Los

Angeles, WJAR-TV Providence,
WNAC-TV Boston, WMAR-TV
Baltimore, WAST Albany, KBTV
Denver, WTVJ Miami, and other
key stations. Available exclusively
through Screen Gems. 9
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TIHE TELEVISION PIONEERS’ DUSTY TRAIL TO THE BANK
TV’s original club—the 106 stations that got on the air before or

Z during the ILQQ’S famous 19 eeze_order—have been well rewarded
* for their early faith. In 1949, the television industry lost $25 mil-

lion. The same list made a $297.5 million profit at last FCC acecounting.

For capsule histories of the pioneer stations, including changes
in ownership, rates and sales representatives see page 31.

IFor other media holdings of the group operators who own the original
TV stations see a separate listing beginning on page 46.

MIXED SUCCESS FOR A MIXED BAG OF 1967-68 PROGRAMS

As a season of network programing that defled forecast and baffles hind-
sight reaches its sixth month, TELEVISION analyzes what happened. Eight
shows failed between Dee. 20 and Feb. 17 as tight network competition
and a erazy-quilt pattern of speeials helped to confuse the issues.

THE TRUE STORY OF NETWORK MOVIE-IIOUR POWER

Acceording to the raters, the networks' movie strength peaked in early October
and slackened as the year ran on. Of the 30 top-rated movies, CBS and

NBC presented 12 each; ABC, six. A new upward jump in the Nielsen movie
graph is expected. And next year? Another night at the network movies.

JITTERS FOR DRUGS, TV’S TIIIRD-LARGEST CUSTOMER

The evolution in television drug advertising from hard to soft sell is just
in step with a strieter government attitude toward drugs’ claims and
their efficieney. 1'V’s stake in the nervous drug business is more than
$240 million, enough to give it a sympathetic nervous stomach.

DWPARTMENTS

Foeas on 'I'wrgvIgioN
TeLavisioN on Location,
Foenw on Iinane
Clokenp

Woeus on Commaereinls
Tolentntus

Wditorials

Powtgnyater . Plogng aond Fowrm U070 Lo fwuovision, 1780 DeSalox Streat, NW., Washington, 1. ¢. 200386,

2 THIEVISION MAGALINE
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Look what
your cameras

can do with

display units like this

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

[owcllso 127 IS
oncl2e. 450

’LECTIONS No contest.
hese modular units were designed specifically for TV use to
ive optimum clarity up to 70 feet — from any camera angle

iip to 145 degrees.
l TEMP FORECAST
AR

1
Dnly 2.7 watts required per unit, with no power between post-

.VEATHER Cool operatlon
ings. Glare-free even under the strongest lighting conditions.

WIND

i\nd all operated by one Controller that can handle
192 units — as many as 12 groups of 16 units each.
"his means up to 12 two-candidate election races;
or runs, hits and errors for all major league teams;
Wr 40 local stock issues plus volumeé and Dow Jones
losing. A one-time investment for the professional
Ivay to take care of all your daily display needs.

bur engineers will even design your system for you.
Don't take our word for it. Write or call us collect
£203) 327-2000, and let us show you.

oo sones 18 6 6.4 7
9564.500

STOCK REPORTS-Excellent for the long pull.
Rugged electro-mechanical operation is fool-proof and built to
last. No bulb burn-out or the other problems of rear-illuminated

displays.
CLEVE

METS
CUBS 4 TWINS
Just stack these units in a flat to suit any requirement. Custom

SPORTS -An easy set-up.
designed matrix wiring also available for complete flexibility.

o sisfeiziTgegs oy 2ie

a6 2t

" oou @D ceme

PROFESSIONAL

PRODUCTS
#ﬁ‘%’ LABORATORIES

Stamtord, Connecticut. A Division of
Columbia Broadcasting System, Inc.
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to produce the large number of live pro-
grams aired on the 11 Avco Broadcasting
stations. [] Special talent—farm experts,
helicopter pilots, meteorologists, educa-
tors, and zoologists, for instance. [J Plus
a large staff of M. C.’s, announcers, vocal-
1sts, dancers, sportscasters, editorial

El

~ —

It Takes a Heap of Talenct...

analysts, and more. 0 This is a difficult
and expensive way to run a broadcast
operation, but it gives each Avco Broad-
casting station an important impact and
distinctive identity within its market. O
Local, live programming is a part of the
Forward Look at. ..

BROADCASTING CORPORATION

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

www americanradiohistorv com
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FOCUS ON

TELEVISION

WASHINGTON

1735 DeSales Street, N.W., 20036,
phone (202) 638-1022.

Sol Taishofl, editor and publisher.

Edwin H. James, VP-executive editor.
Art King, managing editor.

George W. Darlington, senior editor.
John Gardiner, senior editor.

Jack Lefkowitz, art director.

Maury Long, VP-general manager.

Ed Sellers, advertising director.

George L. Dant, production manager.
Harry Stevens, traffic manager.

John P. Cosgrove, director of publications.
Richard B. Kinsey, subscription manager.
Irving C. Miller, comptroller.

Lawrence B, Taishoff, assistant publisher.

NEW YORK
144 Madison Avenue 10022;
phone (212) 755-0610.

Rufus Crater, editorial director.

Richard Donnelly, New York editor.
Walter Spencer, staff writer.

Caroline H. Meyer, staff writer.

Erwin Ephron (director of media research,
Papert, Koenig, Lois), research adviser.
Frank Chizzini, advertising director.

Jerry Klasman, sales representative.

Eileen Monroe, advertising assistant,

CHICAGO
360 North Michigan Avenue 60601;
phone (312) 236-4115,

Lawrence Christopher, senior editor.
David J. Bailey, Midwest sales manager.

HOLLYWOOD
1680 North Vine Street 90028:
phone (213) 4163-3148.

Morris Gelman, senior editor.
Bill Merritt, Western sales manager.

OO}

Yo
“

34
°x"e

* )

CuLnt

Published monthly by Television Magazine
Corp., a subsidiary of Broadcasting Publications
Inc. Exccutive, editorial, circulation and adver.
tising headquarters: 1735 DeSales Street, N.W.,
Washington, D.C. 20036; telephone (202) 638-
1022. Sn'ngle copy $1.00. Yearly subscriptions in
the United States and its possessions, $5.00; in
Canada. $5.50; elsewhere, $6.00. Printing of-
fice: 3110 Elm Avenue, Baltimore, Md. 21921].
Second-class postage paid at Baltimore, Md.
Fditorial content may not be reproduced in anv
form without specific written permission. Copy-
right 1968 by Television Magazine Corp.

TELEVISION MAGAZINE

When the editors decided to under-
take the article that turned out to
lead this issue, they agreed right
away that the piece ought 10 con-
tain encapsulated histories of each
of the 106 existing commercial tele-
vision stations that got on the air
with authorizations issued belore
the FCC imposed its great freeze of
1948-52. At first 1t all seemed sim-
ple enough: A research team could
consult back issues ol the Broad-
casting Yearbook, which has heen
published annually since long be-
fore any television stations went
into operation. Tracing the 106
stations’ listings in the Yearbook
year by year would disclose such
essential information as station
trading and changes in rates, sales
representation and network afhlia-
tion.

The project might indeed have
turned out to be as simple as orig-
inallv anticipared if ordinary re-
searchers had done the work. But
TELEvVISION borrowed two experts
from its associated weekly, Broad-
casting: Sherman Brodey, senior
editor who, among other duties,
supervises an index of television-
station changes, and Sue Tropin,
staff writer, who, also among other
duties, has worked on the station
directories in the Yearhook. Right
away Brodey and Miss Tropin be-
gan running into ancient Yearbook
entries that, however accurate in
themselves, raised questions of ad-
ditional detail that needed to be
pursued elsewhere.

The research then moved to the
general index and back issues of
the weekly Broadcasting. just down
the hall; to the FCC, just down the
street; then to the FCC's old files
which are stored in a government
warehouse across the river in Alex-
andria, Va., and finally to all of the
62 cities where pre-freeze stations
are on the air. To each station
went a first draft of the Brodey-
Tropin research for verification.
Some current managements found
minor inaccuracies or omissions.
Some also suggested, from memory
or their own records, changes that
did not conform to historical facts
in the official files at the FCC. That
sort of thing led to further work

for Brodey and Miss Tropin. The

project, which was begun in mid-

December, ended only as the fea-

ture went to press late last month.

WwWWW americanradiohistorv com

It's part of the only dehnitive arti-
cle ever done on the subject: “The
Rich Rewards of Pioneering: How
the 106 Pre-Freece Stations Stand
Now,” beginning on page 27.

Walter Spencer, of TELEVISION's
New York stafl, who wrote the com-
prehensive review of “The Crazy,
Mixed-Up 1967-68 Season™ (page
52), fits right in with the creative
types in television programing.
They think he’s one of them. To
begin with, Spencer wears a beard,
which passes him at once to inner
circles. Also he talks the idiom,
having been writing criticism of the
lively arts since his undergraduate
service on the campus daily at Pur-
due university.

But above the beard is a well-
developed nose for hard news.
Spencer had nearly six years of
newspaper reporting on the Indian-
apolis Times and the late New
York World-Telegram and Sun be-
fore he joined TELEvisSION. A man
who's knocked around police bheats
and city halls isn’t easily conned by
artsy characters.

Spencer’s diversified talents are
especially useful when it comes to
compiling a serious record of net-
work programing. He’s got it all
down in a package that includes
the hindsight of the experts, the
ratings records of the prime-time
shows and the individual ratings of
all those network movies that now
dominate the national scene.

Closing promo for next month's
1ssue:

For the past several months Ru-
fus Crater, New York editorial di-
rector of Broadcasting Publications
Inc, has been surveying the uses of
computers—real and phony—in the
television advertising business. His
down-to-earth report on a subject
that has more often been treated as
pie in the sky will be featured in
April.

Another subject that until now
has been victimized by gummy writ-
ing and reporting will be laid out
in terms understandable to anybody
in a piece by John Gardiner, senior
editor in Washington. It will tell
what the fight for spectrum space is
really all about. What it’s all about
is a head-on conflict of huge eco-
nomic interests. Meanwhile the gov-
ernment squats on more frequen-
cies than anyone else.

hl'

&
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Emblematic of the spirited excitement which makes
Chicago great. The Picasso is now an integral part

of the mood of the city. WG N

WGN Television,too,is part of that mood. Quality pro-
gramming in color. Award-winning public affairs and IS ‘
documentaries. Imaginative children’'s and musical A

- programs. Thoughtful news coverage and thorough CHIC GD
sports reporting. Great movies. WGN Television, in-
digenous to Chicago. That's why we say with pride...

the most respected call letters in broadcasting

— . L N S L W e e W v N __ e, - - —
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Hollywood: practically a whole town at liberty.
The night Ethel Kennedy took over Washington.
In Paris, a noisy Gallic row over TV advertising.
| The dent TV makes in New York drama criticism.
In Chicago, signs of a burst of TV from Sears.

HOLLYWOOD:

It was a dismal month. At most
studio lots it was the low point of
the season. The cameras had
stopped rolling. The production
lines were still. Hollywood calls it
hiatus time.

Hiatus, that slack period  be-
tween television seasons when
unemployment-insurance offices in
town play 1o bigger crowds than
Grauman’s Chinese, is, ol course, as
inevitable as a station break fol-
lowed by a network billboard, But
this season, hiatus came to Holly-

wood a month, il not two months, -

too soon. The television networks
have massively cut back the num-
ber ol segments ordered on most
film series (TrLEvIsION, October
1967) . What once was a standard
19-episode cycle, with 13 repeats,
was whittled down over the years
until this season when 26 episodes
with 20 to 22 repeats were the
standard.

There were some exceptions.
Bonanza, which had 32 original
episodes in the 1966-67 season, was
one. It had 34 episodes this season

and was still in production ai
Paramount’s Marathon lot as of
mid-month.

But most other filmed series

knocked ofl much sooner. The Bat-
man series at 20th Century-Fox stu-
dios. which turned out 30 episodes
last season. started shooting  for
this season in Julv and was finished
with its total 26 cpisodes in late
December. Ay CBS Studio Center,
ABCTV's The Big Valley, which
fitmed 30 segments for each of its
first two seasons, hnished produc-
tion by mid-January after only 26
original episodes.

The CBS film loe, which is in ¢the
San Fernando Valley, looked hleak
and  cheerless when visited Tase

TRELEVISION MACAZINI

month. A paint-splattered Ford
pickup was parked between the
two white lines that a marker indi-
cated were reserved for Barbara
Stanwyck. The parking stalls for
Richard Long, Peter Breck and
Lee Majors were empty. The
western street on the back lot was a

ghost town. An electrical cable was |

being laid between the saloon and
the general store, but the two men
who were supposed to be doing the
work were on a coflee break in the
otherwise deserted commissary.

Outside no trafhic moved. A
small group of tourists was being
shown a darkened sound stage. A
fone man on a bicycle pedalled
deliberately along the studio street.
Voices echoed in the cavernous
sound stage. “Oh, I do hope we see
somebody important,” said a
round-laced lady visitor. But the
bicycle rider was only a carpenter,
onc ol the lew film workers who
had not been laid olf.

This gloomy picture can be ex-
tended industry-wide in  Holly-
wood. Most television series used to
finish production in March. Now
they were almost all finished by the
end of January, The layoll season
in television used to be aboul two
months, with production picking
up again in June. Now this period
of inactivity has been stretched to
three or [our months, )

The pruning move is obviously
dictated by ecconomics. It's de-
signed (o reduce expenditures lor
filimed series by millions of dollars,
the most practical counter to the
cver-cscalating cost of original pro-
ductions. Then, too, with specials

| lor specials, that adds up to a r

‘movies

more and more pre-empting che

series time slots there's less need for
ot . ars “ L
originals. Tor il there are 26 first-

run episodes in a series during a
season and, say, four pre-emptions |

wwWwW americanradiohistorv com

spectable total ol 30 originals i
the time slot anyway. Or so th
network thinking goes.

The cutbacks apparently have
hit hard at every job classificatio
Hollywood films from hy
phenate producer-writer to h
phenate office boy-messenger. Th
industry is hurting, and it’s injur
added to the bewilderment alread
caused by this season’s other mo
talked-about development in Hol
lywood. The reference is to th
long-form style in programing, ;
television trend that’s fraught wit
uncertainty for all film workers.

Even without the cutback i
series episodes, the use of originaly
film production for television was
on a steep decline. Next seasony§
NBC-TV will add a third night to
its schedule for movie presenta§
tions. This will make a minimu
of 14 hours of feature films sure toll
be shown in network prime time§
during 1968-69. Universal TV,
which started the policy of produc
ing two-hour.feature-film-type pro-
grams for television, has an
nounced that it will turn out as}
many as 20 “World Premiere’
for NBC-TV this vyear
Twentieth Century-Fox, which al
wavs maintained that it would
make movies for theaters first, last
month seemed to be giving in ta
the longer-form trend. Willia
Sell, executive vice president 1
charge of production for 20th Cen-
tury-Fox TV, indicated that the
film company would be making the
longer shows as pilots for ney
series in place of hour pilots.

The industry was rife with reports
that next season there would be ng
hour pilots at all, that serving i
their place would be fleature-films
made-for-television. There were}
also predictions that the half-hour’
form was living on borrowed timeJ
It all added up to the disturbingy
impression that television in Holly
wood is being swallowed whole by
the movies.

What's really missing from the
Hollvwood film business—what has
people worried the most—is the
lack of flexibilitv in network sched-
ules. The half-hour and hou
shows are bheleagured. Theatrica
and specially made movies on tel

vision take a decep bite out of
prime time. Longer-form pro
graming gobbles up much o

what's lelt. 'The more conventiona
shows have to compete for tim
that suddenlv has hecome scarce.
Most Hollvwood film worket
would preler to see three half-hot
programs being produced instea
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“The Birds”
Highest rated motion picture
inTV history. It'sin U-123.

For a smashing topper: U-50!

Alfred Hitchcock’s “The Birds”. 47,700,000 people motion pictures (92 in color). Ratings like noth-
watched it, on NBC-TV’s January 6th “Saturday ing else in the history of TV.

Night at the Movies.” That’s a Nielsen rating of For a smashing topper, here comes Universal 50.
38.9* and 3 million more viewers than the former Fifty all-color, all-current features. Nothing to

record holder. match it. Not even U-123. t
Fantastic action. From the Universal 123 list of And look what it’s done! mca v

°NIELSEN TELEVISION INDEX NATIONAL RATING REPORTS. NOTE: RATING AND AUDIENCE INFORMATION ARE ESTIMATES ONLY, SUBJECT TO THE LIMITATIONS OF SOURCE MATERIALS AND METHODS.
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ol one 90-minute show. The gener-
al feeling is that shorter-form pro-

| graming generates more over-all

employment, makes for a more vi-
tal film economy. The investment
in manpower, this contention has
it, is spread over several projects
instead ol being risked in one. And
sure, the line of reasoning contin-
ues, two-hour movies for television
employ many people, but they also
block out time that could be pro-
gramed by four hall-hours or two
one-hours, which would put many
more film craltsmen and creators

I to work.

Thus the period of profound ad-
justment [or television film in Hol-
lywood boils on, Last month move
than ever it became strikingly evi-
dent that movies and television are

' really like an old married couple.

They snap and criticize, fight, go
through  barren, sell-destructive
periods, threaten to divorce, take
turns in gaining the upper hand.
Yet their destinies stay tied. Thev
can’t live together and can’t do
without each other. The relation-
ship may not be happv, but it’s
likely to endure.  MORRIS GELMAN

WASHINGTON:

In television’s Pleistocene, when
programing was so primitive that
test patterns drew measurable au-
diences, someone invented the
telethon. (Blame will be fixed upon
submission of verifiable proof )

The basic elements of the
telethon have changed litile with
the evolution of other program
forms: a worihy, or socially accept-
able, cause; one or more masters ol
ceremonies with a gilt {or nonstop
talking: celebrities or aitractive
girls 1o acknowledge telephone
pledges from the television audi-
ence, and enough professional acis
to give an illusion of entertain-
ment,

Last month in Washingion the
ancient form was revived, bur with
such exuberance that it might have
heen the private discovery of its
latest perpetrators. Tr all started
some  time  ago  when  Ethel
Kennedy. rhe indelatigable wife of
the indefatigable junior U. 8. sena-
tor from New York, decided to
raise funds for one of her pet chari.
ties, Junior Village, a2 home for
nnderprivileged children. Sudden.
Iv the enrertainment world was
blitzed with Kennedy persnasion.
As Jack Yaar later said when he
opened the telethon as MG, Lthel
turned. on “those big brown yes,”!

TELEVISION MAGAINE

and everybody headed for Wash-
ington.

She turned the same brown eyes
on Bob Bennett, vice president and
general manager of w1TG (TV), the
independent VHF in Washington,
and he handed her five uninter-
rupted hours on the night of Sat-
urday, Feb. 17, for a remote telecast
from the 1,600-seat Lisner auditor-
tum (in which most seats were to
be sold from $7.50 for those in easy
camera range to $5) .

The show opened big, as they
say in telethon circles, Art Buch-
wald, in charge of announcing
pledges, waved a $10,000 check re-
cetved from Gwen Cafritz, who
rose from her $1,000 “golden cir-
cle” seat down front to be caught
in a preplanned soom. Mrs. Cafritz
was something of a revival herself;
she was the dominant hostess in
Washington during the Eisenhow-
er administration.

Then it was on with the show

and such performers as Andy
Williams, Perrv  Como, Carol
Channing, Eddie Fisher, Connie

Stevens, Robert Morse, Woody Al-
len, Leslic Gore, Lauren Bacall,
Tommy Smothers, Nancy Ames,
the Jeflerson Airplane, the Union
Gap, Stiller and Meara and a band
led by Skitch Flenderson. From
space came Scott Carpenter and
Johin Glenn. From loothall came
’aul Hornung, Sonny Jurgenson
and Roosevelt Grier,

At stage rear were a dozen tele-
phone positions occupied mostly
by the miniskirted matrons of what
passes for the jet set in Washing-
ton. In their midst sat, ol all peo-
ple, David Brinkley, who wouldn’t
tonch an ordinary bheneflit with a
10-foot dipole. And who was the
round-faced girl 1alking on the
phone? Why, litde Randy Paar
grown up Irom her former role as
star ol the home movies daddy
used to show on the network.

In some closcups, small lines of
fatipue were nerceptible beneath
the make-up. Performers who got
to town -carly had becen through
the ritual ol Georgetown lunch
cons, touch  football at  the
Kennedys' [Tickory THill in Virginia
and dinner parties here and there,

Bur then that's showbiz as prac-
ticed in the capiral.
And there was David Trye, a

mimic imitating William F. Buck-
lev and Richard Nixon and Bobby
Kennedy. Ouick cut to Kennedy in
person who came on for a short
chat with Paar. Now a long shot of
the first row in (he theater where
Tehel was sitting with whar muse
have been most il not all of those

WWW.americanradiohistorv.com

| allowed .
modate late calls): $172,223; col-

10 children, who, the senator had
said on a New York interview pro-
gram a few weeks belore, were dis-
couraged from wasting their time
watching television at home.

No doubt who was running the
show. At one point Bennett and
Ellis Shook, wTT6's vice president
and program director, went outside
the auditorium to see liow director
Charlie Horich and his crew were
faring in the remote truck. Return-
ing to the stage door, they were
barred by a massive guard. If Ben-
nett hadn’t threatened to pull the

show oft the air, they’d have never 4

gotten in.

Footnote: pledges taken before
and during the five hours and 40
minutes of airtime (the show was
to run over to accom-

lections at the end of two weeks:

the bank wouldn’t say.
SHERM BRODEY

PARIS:

The French government is hoping |

to introduce advertising onto the
first network of the ORTF—the
government-controlled radio and
television  organization. Behind
that bald statement of intent lies a
welter of contradictory fears and
hopes. For a couple of years now,
le tout Paris has been swept by
waves of rumors that some inde-
pendent commercial group was to
be allowed to set up its own sta-
tion, financed entirely by advertise-
ments. At one time a private mem-
ber’s bill was put down in Parlia-
ment to enable such a station to be
started. It was assumed that M.

Floirat, of the Breguet nircmftr

firm, and a major shareholder in
the independent radio station, Eu-
rope No. |, would be involved, and
also that two advertising agencies,
Havas (itsell owned by the French
government) and Publicis, would
allocate the advertising time, thus
insuring that Anglo-Saxon agencies
and clients did not have too much
air time.

This  proposal was allegedly
backed by Prime Minister Pompi-
dou. But last October le grand
Charles decided that France should
follow Germany and Italy in allow-
ing advertising on state-controlled

television, but only in a couple of '

10-minute bursts in the course of
an evening. In other countries
these periods are booked solid for
months in advance, as the time

available is quite inadequate for 4

the demand; so it:is almost impos-
sible to plan a normal Anglo-Saxon
hard-sell  consnmer-product  cam-
paign based on the near-exclusive

e
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STORER
. BROADCASTING COMPANY

' The Television Center of the South offers you more...

more "
fringe prime!

WAGA-TV advertisers get exciting results because WAGA-TV delivers the
adults in fringe prime time! Examine TV-5 schedules . . . see for yourself
which station programs to reach the audience you seek most. Currently
we're offering participations in MIKE DOUGLAS, 4:00-5:30 PM weekdays!
Mike is followed by GILLIGAN'S ISLAND .. . then Lucille Ball and those
record-smashing | LOVE LUCY shows at 6:00 PM . . . right in front of the
CBS and PANORAMA News hour. Minutes in our Big Movies, after the
11 PM News, and on weekends, afternoon movies and other strong fringe
prime shows . . . are ali happy answers for advertisers who want more
results from WAGA-TV adults!

Audience research shows high sets-in-use in the sophisticated Atlanta
market.* Yes,fringe prime can work like prime time on WAGA-TV!

Remember, WAGA-TV moves Atlanta ... and Atlanta moves the Southeast!
Call for choice avails, Contact Storer Television Sales, Inc.

*ARB 3-67 average of 5-7:30 PM M-F Atlanta vs. similarly ranked markets. Data used is subject to the
limit on accuracy inherent in the method of survey, and should be considered estimates.

MARCH 1968 11
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from page 10

use of television. President de
Gaulle was influenced, not by love
of the ORTF, but by dislike of
provincial newspapers. These, he
feels, are consistent opponents of
his rule: How better to punish
them than by reducing their adver-
tising revenue? (This alleged op-
| position is also used as an excuse
for censoring the ORTF very heav-
ily; it was recently revealed that a
joint committee of civil servants
and broadcasters meets daily to de-
cide what should go in the news
that evening—making sure that
ministers get full coverage and op-
| ponents little or none.)

The government’s  proposal
aroused instant opposition. The
provincial papers rebelled. They
tend to be orthodox conservatives,
criticising de Gaulle between elec-
tions and then lining up behind
him, and against the now united
Socialist-Communist opposition, at
election times. The left was against
any form of commercialism and
anything that would help the gov-
ernment. The right minority
groups wanted private enterprise
(0 be given a crack of the whip.
Even the president of the French
advertising association came out
against the plan. In an article in
the wvrestigious Paris daily, Le
Monde, he exposed recently a hide-
ous fear of the domination of for-
eigners and their insidious market-
ing methods that lies hehind the
whole argument. Tarills are finally
removed this year inside the Com-
mon Marker, and the Kennedy
Round of general warifl reductions
comes into force: Hence the fear
that big foreign companies could
break their smaller French com-
petitors through the money they
conld allocate to television adver-
tising. Better, he [elt, to wair a
year, examine the whole thing
again—and make sure the press was
well represented in any comunis
sion looking at the matter.

I'he proposal looked likelv to be
defeated if brought hefore the Na-
tional  Assembly. So the govern-
ment is sayving that it is a simple
administrative matter. that adver-
tiseinents may be introduced into
the ORTF within the terms ol the
law wmnder which the network was
established.

To butteess it position the gov-
crnment took ity case o the high-
est constititional court, which has
now issued a ruling that has dong
litele to sertle the basic argument.
The court said that ORTE had
the auhority ta dispose of any in-
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come it received, which seems to
leave some questions unresolved.
So debate goes on. Forgotten
by the government’s opponents is
the present advertising on televi-
sion and radio, generally on behalf
of a whole industry, to urge the
French to eat more meat or,
vainest of hopes, to drink more
milk. Forgotten by both sides is the
poor old ORTF, which needs the
money (up to $50 million) to help
finance the transition to color tele-
vision, which has just started on
the second network, and to supple-
ment a meager budget at present
dependent on set-license revenue.
But no one in the ORTF can
afford to follow the proud example
ol the British BBC when con-
fronted by commercial television.
It avoided the idea like the plague
and fought it bitterly. But when
the arrival of commercial televi-
sion doubled the number of sets
within a [ew years the BBC hauled
in the extra license fees, and at the
same time was helped by the exis-
tence of the commercial stations to
get greater independence from the
government. NICHOLAS FAITH

NEW YORK:

After years ol mostly low-budget,
low-audience  productions,  this
city’s chapter of the National
Academy of Television Arts and
Sciences’ monthly forums moved up
to the big time this winter.

With a pair of specials that drew
top ratings and, in one case, televi-
sion coverage, the academy attract-
ed full houses by lining up a roster
of stars for topical panels: play-
wright Arthur Miller, actor Henry
Fonda, director-actor Cyril Ritch-
ard, producer Alexander Cohen,
and television theater critics Edwin
Newman and Leonard Harris for a
symposium oun the impact of TV
theater reviewers on Broadway.

For a forum on the relationship
of television and the White House,
the academy lined up three people
who should know the subject best:

lormer  presidential  news  secre-
taries. Bill  Moyers  (Tohnson),
Pierre  Salinger (Kennedv) and

Jim Magerty (Eisenhower), along
with (wo newsmen, NBC's Frank
McGee and CBS's Dan Rather. Al-
though 90 minutes of the White
House forum were carried live by
wnbi (1tv), the area’s ETV station,
the discussion focused less on the
specifics of the TV-chiel executive
relationship than on retracing the
progress of television's ascent to
Capitol Hill and discussion of old
problems in  governmental news
coverage, suich as news maaage:

www americanradiohistorv com

ment and credibility gaps.

The theater forum, on the other
hand, provided a lively discussio
of a growing cultura] trend. And it
pulled a full house of vocal the-
ater goers to Broadway's Belasco
Theater. While the subject may
seem parochial to those outside
New York City, many observers
feel that the television cultural
critic is a phenomenon that is
growing to national importance.

The one-minute opening-night
reviews of new plays on late-night
news programs of the three net
work-owned New York City sta-
tions have proved immensely pop-
ular and influential. This is obvi-
ous from the awareness and inter-
est shown them by the theatrical
participants in the NATAS panel
discussion. Many feel that there
will be a growing use of such local
television commentators in major
cities across the country, as part of
the cultural boom.

In a more subtle way, the New
York TV critics can have an unmis-
takable, if indirect, influence on
what the folks in North Rabbittail,

S. D, see next year. As Fonda
noted during the forum, in
the have-a-hit-or-die  big-money

economics of Broadway, the critics
carry a “crushing and instantane-
ous effect” on the fortunes of new
shows. For the dozens of neither
particularly good nor particulanly
bad shows that get a Broadway
showcase each season, the notices
alone frequently make the differ-
ence hetween a passport to a long
run and a death sentence. On the
Broadway run hinge such things as
touring productions and sale of ’,
movie rights.

With only three mass-circulation
daily-newspaper critics left in Newit
York, ads for vecently opened}
shows now carry as many quotes
from the TV appraisers as they d
from newspaper reviews.

Plavwright Miller noted: *“Most
people don’t read the New Yor
Times. Most people do watch tele
vision.”

Several of the panelists cited th
importance of TV in reaching th
potential theater andience, most
which  now has moved to th
afMluent suburbs and must mak
long, expensive trips to indulge i
a night at the theater. As produce
Cohen noted, ‘

there is often “n
reason for dragging yoursell dow
for a musical when yon can std
home with a bottle of beer an
television and save yourself $24."

Coincidentally later the s
night, flambovant producer Ik
Merrick  appeared  on
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Hard Nosed.

You bet we are? We're hard nosed
about the quality of every Reeves
Color Videofilm* transfer that we
do. We're satisfied with nothing
less than genuinely consistent
quality, plus excellent color bal-
ance, tonal values and color satu-
ration. We demand that, for you.

This’ll come as a nice surprise

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

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

REEVES

SOUND STUDIOS

A DIVISION OF REEVES BROADCASTING CORPORATION

SN R e

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

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

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

*TM Reeves Sound Studies
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FIRST GOTHAM GITY.
NOW THE GOUNTRY.

Batman is ready to swing into action anywhere, anytime you want him.

Get Batman on your side in 120 half-hour pow-packed, fiend-fighting,vivid color shows. Fresh from

three seasons on ABC in the top of the ratings, Batman's ready to knock 'em for a loop in syndication.
Already stations in 15 top markets have hired BATMAN to do a job for them. Backing up Adam West as
Batman, Burt Ward as Robin and Yvonne Craig as Batgirl, are big-time stars like Frank Gorshin as

The Riddler, Cesar Romero as The Joker, Julie Newmar as The Catwoman, Vincent Price as The Egghead,
and Burgess Meredith as The Penguin. If you need some big-time action, big-time thrills and

ig-time stars to boost your programming, call 20th Century-Fox Television and ask for BATMAN!

Available for Fall start.

ALREADY SOLD:

New York City/Los Angeies/Chicago/Philadelphia/Boston [ Detroit/ San Francisco/Portland, Oregon i
Minneapolis/Honolulu / Hartford-New Britain/Seattle-Tacoma/Denver/ Miami/Las Vegas

] 20th Century-Fox Television, Inc. 444 W. 56th St., N.Y. 10019, Tel. 212-957-5010; Chicago: Tel. 312-372-1584;
Los Angeles: Tel. 213-277-2211; Dallas: Tel. 214-748-7221
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National Periodical Publications, Inc.,
Greenway Productions, Inc. and
Twentieth Century-Fox Television, Inc.
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from page 12

Tonight Show and indicated the
signilicance he cvidently places on
broadcast criticism by saying that
he had “been into that” with the
[CC on the possibility of demand-
ing cqual time 10 rebut broadcast
reviews of his shows.

While Merrick  assailed  the
broadcast critics as “the new blight
ol the last lew years” and charged
that they are unqualified for their
jobs, the forum found them to be
prolessional and their method ol
preseniation  eflective,  though
briefer than many would like,

Playwright  Miller  defended
them, saying, ol the ones he'd seen,
“they’re better in most respects”
than the writing critics because
they had “a certain modesty. They
realized this wasn’t the last word
ol the ages.”

Miller added: “I have never
learned anything from a review.
Most people are not interested in
aesthetics. They want to know if
they should go see the play. You
can learn that in a minute or two.
You want a report.”

There was much questioning
from the audience of the fairness
and depth of coverage available in
a one-minute review., “How can
you take a breath? If you belch you
leave out the third act,” Ritchard
commented.

But the critics defended the time
allotment. “One minute is not
enough for the ideal review, but
enough for the average,” said
Newman. “I{ one would like to
have more time, it does not neces-
sarily follow that the public is not
served.” Both critics pointed out
that their theater reports are only
one part ol a regular news show.
“When examining the priorities of
a producer ol a news show, he is
right in not giving you more than a
minute,” Harris said.

A former newspaper critic him-
self (as one-time assistant drama
editor of the now defunct New
York World-Telegram & Sun), Har-
ris also countered contentions that
the television critics do not have
time to compile an adequate assess-
ment of a play by rushing out in
time to get on the air at 11 p.m. He
noted that he normally gets to
“Broadcast Central by 10, which
gives me an hour to write and edit
one minute.” Other panelists
pointed out this is not wuclh less
time than newspaper critics have
in mecting morning-paper dead-
lines with their longer reviews.

There also was some audience
questioning of techniques of re-
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- tions

“that

view presentation, such as how to
make them more visual. In a re-
cent ruling, Actors Equity moved
to allow fihning ol one-minute seg-
ments of dress rehearsals tor use n
television reviews. Haorris said that
although he has been wying to
use 20- or 30-second pieces of these
shots, generally “making it more
visual doesn’t help” the review ap-
jpreciably.

Harris and Newman also helded
some ol the standard attacks
launched at most reviewers.

Newman acknowledged thac the
broadcast reviewers are not mem-
bers of the New York Critics Cir-
cle, the association of major play
judges. But he added: *“We have
not sought to be. I'm not sure
critics should Dbe spending  time
making awards.”

As lor diligence in giving lull
cultural coverage, Newman noted:
“I try to review all new produc-
that come under [Actors]
Equity provisions, although some
people say we should do more and
some say less.

He countered the contention
television reviewers should
only report what happened rather
than provide commentary. “l do
not think my job is 1o tell the
reaction of the audience,” said
Newman, adding that he felt his
job is to give a personal evaluation
ol what he sees.

Perhaps the growing power ol
TV was best indicated when New-
man felt it necessary to delend the
role: “If 1 am made into one ol
those monsters who decide the fate
ol a play, it is not my doing.”

WALTER SPENCER

CHICAGO:
More and more department stores
are using television these days to
lure the customers in, though most,
il not all, still rely in varying de-
grees on newspapers. Both retailers
and telecasters, however, are look-
ing forward to the time when
the May promotion book of Sears,
Roebuck Inc. gets passed around.
The $8-billion retail giant has
been very secretive about its televi-
sion plans. But those in the inner
retail circles expect Sears to com-
mit itself to a very heavy television
campaign, using color video-tape
commercials that have been pro-
duced in the Midwest. The Sears
campaign may not only break the
dam [or retail television, but also
scare hell out of the competition,
So the conversation goes whenev-
er retail promotion people get to-
gether. The subject was especially
popular in Chicago just a few

wWWWwW.americanradiohistorv.com

1s; Rich’s of Atlanta,
Broadway in Los Angeles, the
| medium evokes mixed emotions

weeks ago at the Joth annual na
tonal Retail Advertising Gonler-
ence.

I'he independent gathering reg-
ularly attracis retail-advertising ex-
ecutives such as Bill Bond of J.1..
Hudson Co., Detroit; John V.
Miles ol Ricli's, Atlanta; Morris
[.. Rosenblum of Nlacy's, New
York, and consultant Bernice Fite
Gibbon.  (Radio, especially the
rock stations, also shared the RAC
spotlight this year.)

As the RAC talks progressed it
was evident one hurdle, among
many, that stands in the way of
greater retail use of television is a
more consistent policy among ven-
dors (i.e. resources, the manufac-
turers who sell 1o stores the items
that they sell to consumers) Lo ante
up part of the advertising money
lor television. Some vendors already
are providing color commercials

lor local store use, along with their |

dollars, but others still remain
strongly print oriented.

In many cases, though, thanks to
missionary work by the Television
Bureau ol Advertising, the vendor
is more willing to share television
costs than the local store buyer,
who is tradition bound to print
and fearful of experimentation be-
cause of the direct economic ac-
counting of the retail system.

Mention the phrase “money ven-
dor” and you trigger a Federal
Trade Commission chill up and
down the spine of most retailers.
Vendor money is the tender nerve.
No store will admit what share of
its ads are paid for by the resour-
ces. The figure varies from store to
store and from market to market
depending on the prestige of the

store and the muscle of the store’s |

buyers. A rule of thumb is that
one-third of an ad or commercial
will be reimbursed by the manufac-
turer to the store. But in some
situations this has been known to
run as high as one-half.

TVB's Howard Abrahams titil-

lated the RAC with examples of |

contemporary TV spots by typical
stores, demonstrating how a practi-
cal-item selling story can be pro-
duced or improved at reasonable
cost. It wasn’t his first (ime before
the RAC. Comparing the feedback
this year and before, Abrahams
says 1967 was the year retailers
became distinctly broadcast con-
scious.

While TV glows alluringly for
stores such as Lazarus of Colum-
bus, Ohio; Dayton’s of Minneapol-
and The
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! REPTIES DON'T MAKE AN OUTFIT

Or do they? Last year, a disappointing year, the 12 stations
below all showed increased spot sales. Every one of these stations
is repped by Metro TV Sales. Couid be our shorter list. Could be our
greater manpower per station. Could be coincidence. Could be you'd
like to discuss your needs. Everybody likes to be with the winners.

HOOD 4

'.’
"

~
g
»
I
"

Vil R I § ¥V JMikiad
A DIVISION OF METROMEDIA, INC., NEW YORK, CHICAGO. SAN FRANCISCO. LOS ANGELES, ST. LOUIS, PHILADELPHIA, DETROIT, ATLANTA.

WNEW-TV NEW YORK /KTTV LOS ANGELES/WFLDTV CHICAGO/WPHLTV PHILADELPHIA /WTTG WASHINGTON, D.C./KPLR-TV ST, LOUIS
WTTV INDIANAPOLIS-BLOOMINGTON fWCIXTV MIAMI/KMBCTV KANSAS CITY /WVUE NEW ORLEANS/KCPX-T\( SALT LAKE CITY /WPTA FORT WAYNE.

- www.americanradiohistorv.com


www.americanradiohistory.com

WFAA-TV
The Pioneer Station

With »n 220
/M// Louct

WFAA-TV

Dallas, Fort Worth
Your Color Station For News @

as éroéerd, we are ,a/eadezl fo announce the

com/o/eh'on o/ our recent lransackion.

purchase of

KONO-TV, San Antonio, Texas

for
$10,500,000
by
THE OUTLET COMPANY, Providence, R.I.

HOWARD E. STARK

Brokers—Consultants

50 EAST 58TH STREET NEW YORK. N. Y. (212) 355-0405

| ON LOCATION

from page 16
from others. Macy's in New York
has been involved with TV for

| years. But it still appears not very
| sure of a lormula to maintain the
| ratio of $10 in sales for every $I

| store sales promotion managers,

TELEVISION MAGAZINE
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spent. Tt claims it can do this with
print.

Another store with mixed emo-
tions seems to be Carson Pirie Scou
in Chicago. In the fall of 1966,
Carson plunged into a color-1V
campaign with gusto, using vnique
video-tape commercials produced
through Powell, Schoenbrod & Hall
advertising. But Carson, now in
hiatus, promises 10 come back for
I'V drives in the spring and fall.
The commercials apparently were
fine. But the high cost of television
time, especially prime time, report-
edly gave Carson officials the idea
their  television romance  had
turned out far costlier than antici-
pated.

But retail insiders, such as the
Lester Harrison Newsletter for

view the retail rush to television
as more than an optical illusion.
Harrison recently wrote that it is
top management of retailers such
as Sears, Ward’s, Penney’s and the
big buying combines that are plan-
ning executive seminars on the
subject and pushing for greater use
of television. The young turks of
top management are most bullish =
on television advertising, he in- |
dicates.

Why? Three basic reasons, Har-
rison cites: failure of newspaper
circulation to keep pace with pop-
ulation, the race to build store
image with the young and affluent !
generation and the impact of color
television on total selling.

Frequent stories and columns in
retail papers such as Women’s
Wear Daily have been keeping the
industry alerted to Sears’s trend to
television. And the company’s pen-
chant for keeping its television ad-
vertising plans as secret as possible
has tended to proliferate the spec-
ulative stories. They have noted
that in 1967 Sears more than
doubled its television spending
over 1966 and is poised to plunge
still deeper. this vear. Looking over
recent Broadcast Advertisers Re-
ports they note Sears is in nearly
all of the BAR checked television
markets (67 out of 75 markets one
recent week) . X

Retailing seems more than ready
for television.

The question is: Is television
ready for retailing?

LARRY CHRISTOPHER
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in 1948 WMC-TV
signed on as the first
television station in a
three-state Mid-South
area, establishing for
itself a tradition of
“firsts,” including:

First to install a complete
color film-processing
lab, for color news-film
on the air within an hour!

First with network color,
first with local color—
film, slide and live,

First in Memphis and

the Mid-South with a

color mobiie unit (still
the only color remote
facility in the area).

First with a VHF booster
network for a grade ‘A"
quality signal in fringe
areas.

Memphis’ first TV station
has 20-year record of **firsts”

Firsts have become a way of life to WMC-TV during its first two decades of broad-
casting, and it’s a tradition we plan to continue. A case in point: a network of VHF
boosters located in ten perimeter cities in Tennessee, Arkansas, Mississippi and Mis-
souri. Another reason for WMC-TV leadership in the booming Memphis market.

A SCRIPPS-HOWARD STATION / BLAIR-TV NBC, MEMPHIS, TENNESSEE

www americanradiohistorv.com
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WSB-TV, Atlanta’s pioneer station,

continues to!

First, once again! WSB-TV, the tion to national and international
Southeast’s first television station and news. Our own team travels the state
first to program news, now pioneers - filming Georgia news. Two of the
Atlanta’s only hour-long, locally pro- ,ﬂ.‘;":ﬁv»:— Atlanta Braves’ broadcast team, one
duced newscast. Our trail-blazing for- 3:;\{/ g a former golf pro, give us that extra
mat includes five-minute business re- ) i base in sports. No wonder that when

ports, personal commentary, editorial ! . | = it comes to news, WSB-TYV is the one.
e QL A R’ X For most viewers, the only one!

cartoons, serialized documentaries and Ry S 7 &
full legislative film reports, in addi- “WHITE COLUMNS ON PEACHTREE WSB-TV/ Ch. Z/Atlanta / NBC/Petry.

WCox BROADCASTING CORPORATION STATIONS: WSB AM-FM-TV, Atjanta; WHIO AM-FM-TV, Dayton; WSOC AM-FM-TV, Chariotte: WIOD AM-FM; Miami; KTVU (TV), San Francisco-Oakiand; wiiC-TV, Pittsburgh
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| continuing

lsales of $884.78 million in

FOCUS ON

EINARNGE

Stock index slides 10.2% as only

seven of 67 stocks show gains

Gloom did not lift for television
stocks as 1968 went into its second
month. In fact, it closed in thicker
than ever.

The TELEVISION index of sclect-
ed stocks continued to follow the
general decline ot the market—only
more so. While the Standard &
Poor industrial average for the
period from Jan. 12 to Feb. 13 stid
89, the television stocks skidded
10.29,.

CATV stocks took the worst
beating, dropping an average ot a
whopping 23.49,. Stocks in the tel-
evision with other major interests
category weren’t far behind, with a
1759, plunge. The best per-
formance by any group was that of
the service stocks, which, nonetlhe-
less dronped 8.69,.

Of 67 stocks listed in the index,
only seven did not decline. Among
the hardest hit was ABC, down
1414 points— or 23%—to the low-
est level in more than a year. Wall
Street analysis ascribed this to a
hangover from the
company’s unconsumated court-
ship with International Teleplione
& Telegraph Corp. Said one an-
alyst: “It's just continuing to seek
its level on the merits ol its own
earnings, rather than its merger
value—and it’s earnings are lousy
right now.”

New merger rumors raised the
price of ABC stock to $67 a share
at the end of January, belore the

| price started slipping down to the

4814 low at the time of the Feb.
13 closing. ABC declared a first-
quarter dividend of 40 cents a
share on common stock, payable
March 15.

CBS also declined (down 3-3/8
points, or 79) as it reported its
1967 earnings were off 27%.. Consol-
idated net income was $52.95 mil-
lion on net sales of $904.18 million,
as compared to $70.67 million on
1966.
The CBS board of directors de-
clared a cash dividend of 35 cents a |

share on common stock, payable
March 15.

Of the purely television stocks
all except Reeves Broadcasting d=2-
ciined 49, or more.

Capital Cities experienced the
smallest percentage decline, 497, as
it reported net income lor 1967 of
$2.25 a share, up from $2.09 the

vear before. Net profit was 99
above the 14966 level.
Corinthian  Broadcasting  was

down 89 as it declared a dividend
of 714 cents a share.

Cox was ofi 79, despite its re-
port that 1967 earnings were up
269, over the previous year. Earn-
ings per sharc were $2.62, com-
pared to $1.71 in 1966. The compa-
ny attributed the gains, however,
to nonbroadcast operations.

Metromedia  was oft 99, al-
though it reported all-time record
revenues and earnings in 1967, Per-
share earnings were $3.15, againsi
£3 07 in 1966.

The 139, gain scored by Reeves
apparently was attributable (o
public predictions by President J.
Drayton Hastie that the annual
report for 1967 will show the
broadcaster’s revenues, carnings
and cash flow all up.

Scripps-Howard was down 99, as
its annual report showed per-share
earnings down from $2.11 in 1966,
to $1.85 in 1967.

Talt was down 129 as it report-

ed ninc-month earnings for the |

period ended Dec. 31 down lrom
the comparable 1966 period. Per-
share earnings were $1.46, com-
pared to $1.62 the year betore,
with total net earnings decreasing
9.49,. A capital gain on the sale of
wKkyT-Tv Lexington, Ky., however,

boosted adjusted per-share earnings

for the period to $1.93, an increase
of 19.19, over the 1966 period.
Wometco was off 8%, as it also
released its 1967 annual report,
which showed earnings up slightly,
to $1.27 a share, compared to $1.21
in 1966. The company also an-
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nounced a regular quarterly divi-
dend on recently split shares: 12
cents on class A common and 4-3/8
cents on class B common—an in-
crease of about 169 from the 1514

cents quarterly dividend paid be-‘

fore the three-for-two split.

Wometco also announced agree-
ment to buy Commonwealth The-
aters of Pucrto Rico, operator of 22
movie houses in Puerto Rico and
New York, as well as film distribu-
tion and vending operations. Un-
der the tentative agrecement, which
is subject to a favorable Pucrio
Rican tax ruling, one share of
Wometco class A common stock
would be exchanged lor each three-
and-onc hall  shares ol Common-
wealth common.  Commonwealth
has about 515,000 shares outstand-
ing.

Of  the CATV stocks, Tele-
prompter was worst hit, down 108/
points or 299, as its year-long mer-
ger talks with Metwro-Goldwyn-
Mayer werce broken oll. Tele-
prompter President Irving B. Kahn
said the two companies could not
agree on a “dollar price” basis for
exchanging stock. He said Tele-
prompter is now planning to pur-
sue other merger oflers.

Hardest hit ol the stocks in the
television with other major inter
ests category was Gulf & Western,
down 1334 points, or 229, In part,
this apparently was due to the gen-
eral decline ol the major conglom-
crates. Another major lactor was
the abrupt suspension of its plan
for a $400-million merger with Ar-
mour & Co., the meat packer, in
the tace ol what G&W called “un-
lavorable market conditions,” as
well as revelation of a Justice De-
partment antitrust investigation ol
the proposcd union.

The parent company ot Desilu
Productions and Paramount Pic-
tures also announced plans to buy
about 239 ot the outstanding com-
mon stock of Brown Co., a paper-
making firm, for stock warrants
and convertible debentures worth
slightly over $15.5 million.

Meredith  Publishing was oll
139, as the Internal Revenue Serv-
ice announced it is challenging a
U.S. Court ol Claims commission-
er's recommendation in favor ol
the Meredith Broadcasting Divi-
sion’s 12-year fight to win a tax
break because of the loss of net-
work affiliations by its Phoenix sta-
tion in 1953-55. The dispute over
the allocation of $459,706 charged
to intangible assets is expected to
be argued before the court within
the next month or two.

Rust Craft Greeting declined 89,

Continued on page 23
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The Television stock index

LS (W
A monthly summary of market movement in the shares {0
of 67 companies associated with television.
Approz. Total Market
Ex- Closing Closing Change from Jan. 12 1967-68 Shares Out Capitali:ation
change  Feb. 13 Jan, 12 Points % High Low (000) (000)
Television
ABC N 4814 6234 —14Y ~23 102 48 1,682 $227,100
CBS N 4754 51 — 3% 3 75 46 23,300 1,109,700
Capital Cities N 48 501 - 2y - 4 60 35 2,746 131,800
Corinthian N 2534 277%% - 2 - 8 30 23 3,384 87,100
Cox N 47% 5074 - 3% -7 59 35 2,866 136,100
Gross Telecasting [¢] 29 31 — 2y — 8 34 24 400 11,600
Metromedia N 54 59Y - 54 -9 66 40 2,227 120,300
Reeves Broadeasting A 1115 9% + 1Yy +13 13 5 1,809 20,100
Seripps-Howard (0] 2544 2734 - 2y -9 34 24 2,589 65,400
Sonderling Broadcasting A 26 29%4 — 3% —13 34 13 800 20, 800
Taft N 3t 381 — 41 —12 49 32 3,363 114,300
Wometeco N 2034 224 — 1% — 8 25 14 3,339 68,000
Total 51,505 $2,112,300
CATV
Ameco A 915 1134 — 24 —19 14 7 1,200 11,400
Entron o} 5 634 — 1% —26 8 5 617 3,100
11&B American A 1234 1624 — 43 —26 28 4 2,637 32,900
Jerrold [¢] 28 35% — 74 —21 52 21 2,318 64,900
Teleprompter A 24 3634 —10%4 —29 10 13 994 23,900
Vikoa A 1334 154 — 114 -10 19 11 1,359 18,700
Total 9,125 $154,900
Television with other major interests
Aveo N 4634 6044 — 1354 —22 65 22 14,075 658,000
Bartell Media A 074 934 + K% + 1 12 4 2,106 20,800
Boston Herald-Traveler 0 50 53 = 3 — 6 7 47 565 28,300
Broadcast Industries (0] 3 3 - - 4 1 632 1,900
Chris-Craft N 3134 10% — 834 —921 16 22 1,663 52,800
Cowles Communications N 14 1484 - Y - 5 21 14 2,944 41,200
General Tire N 2414 30 — 5% —19 38 24 16,719 105,400
Gulf & Western N 4834 6214 —13% —22 66 30 11,620 566,500
Lin Broadcasting o) 1834 2184 - 3 —14 29 7 789 14,800
Meredith Publishing N 2414 28 — 3% —-13 38 24 2,662 64,600
The Outlet Co. N 2314 213 - 1Y -5 30 15 1,056 24,800
Rollins L.} 43%4 5074 - 7% —14 52 19 4,061 177,700
Rust Craft Greeting A 3134 3414 — 23 - 8 43 26 727 23,100
Storer N 361 4614 —10% —22 59 35 4,157 150,200
Time Inc. N 884 95 — 6% - 7 115 88 6,560 578,100
’ Total 70,336 $2,808,200
Programing ,
Columbia Pictures N 2534 30 - 4Y —14 31 24 4,477 115,300
Disney N 51 51 - 3 - 6 63 38 4,230 215,700
Filmways A 19% 2414 -5 —21 27 13 895 17,100
TFour Star International ¢} 615 274 — 23 —30 10 2. 666 4,300
MCA N 57Y 69 —11%4 -17 74 35 4,707 269,300
MGM N 3834 4674 — 8% —17 65 31 5,563 215,700
Sereen Gerns A 251, 2714 -2 -7 34 21 4,036 102,900
Trans-Lux A 2334 2634 — 3 —13 30 14 718 16,700
20th Century-Fox N 2714 31 — 34 =11 35 22 6,069 166,900
Walter Reade Organization 6] 73% 7Y + ¥ + 2 10 1 1,583 11,700
Warner-Seven Arts A 3184 34Y — 24 -7 42 20 2,547 80,900
Wrather Corp. [¢] 634 544 + 1Y +24 7 2 1,753 11,200
Total 37,244 $1,227,700
Service
John Blair (6] 26 2614 - Yy =l 36 15 1,012 26,300
Comsat N 43 47 — 4 — O 8 41 10,000 430,000
Doyle Dane Bernhach (o} 3214 10 - % —19 53 22 1,994 64,800
Toote, Cone & Belding N 13% 153 - 1% —12 21 14 2,146 29, 800
General Artists (o} 103, 934 + 1 +10 11 4 600 6,500
Grey Advertising 0 15% 19} — 1Yy —22 25 16 1,201 18,300
MPO Videotronics A 11% 1433 — 23 —19 17 6 469 5,500
Movielah A 1984 2012 - - 4 28 10 1,099 21,600
Nielsen 0 33 381, — 5% —14 12 20 5,130 169,300
Ogilvy & Mather (9] 16 152%% + 4 + 1 20 10 1,087 17,400
Papert, Koenig, Lois A 614 8 — 1% -19 9 6 791 5,100
Total 25,529 $794,600
Manufacturing
Admiral N 1644 19% — 28 —14 38 " Tz 5,062 83, 500
Ampex N 28%4 3454 - 6Y —18 41 Y 7T23 9,480 264,000
General Electric N 87 05%4 — 835 -9 e ¥ 82 91,068 7,922,900
Magnavox N $7Y 42 A - 434 —11 501 H 34 15,410 574,000
3M N 8214 8914 -7 -8 o6 1175 53,466 4,410,900
Motorola N 90 10834 - oY -9 147 17T [ 90 6,117 605,600
Nationa! Video A 1934 21 — 1y — 6 46 18 2,781 54,900
RCA N a7y4 5284 — 5% - 10 66 43 62,465 2,951,500
Iteeves Industries A 5% Y7l — 1% - 26 [ 2 3,327 17,500
Westinghouse N 6144 671§ — 5% — B 7 16 37,571 2,310,600
Zenith Radio N 5184 59 - 7% —13 72 48 18,7843 w6y, 700
Total 305,530 $20,170,100
Grand Total 499,269 $27,267,800
Standard & Poor Indusirial Average 104.92 —8.52 - 8 106.15 I

N-Now York Stock Fxchange
A-American Btock Exchango
O-Over the counter

TELEVISION MAGAZINE

96.40
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85.31

Data compiled by Ro)h. aerard & Co.
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FOCUS ON FINANCE

from page 21

as it reported income down in the
nine months ended in November
1967, despite slightly higher sales
for the period. Per-share earnings
were $1.23, compared to $1.13 the
year before. The decline came as
Rust Craft shares went into trading
on the American Stock Exchange
lfor the first time.

Programing stocks slipped an av-
erage of 11.19,. Among them, Walt
Disney Productions was down 67,
although it issued a first-quarter
report showing a slight improve-
ment from the slump suftered in
the Jast fiscal year. Both net and
gross earnings lor the quarter end-
ed Dec. 30 were up. Per-share earn-
ings were 52 cents, compared to 50
cents lor the same quarter the year
before. The Disney board of direc-
tors also declared a regular quar-
terly dividend of 714 cents, pavable
April 1.

Filmways was hard hit, down
219,, as it reported a 309, decline
in net income, despite a 209, in-
crease in revenues during the most
recent fiscal quarter. For the three
months ended Nov. 30, 1967, earn-
ings were 41 cents a share, com-
pared to 64 cents for the same 1966
period, while revenues were $11.05
million as against $9.17 million the
vear before.

M-G-M was oft 179, even though
it reported record frst-quarter
earnings. For the three months
ended Nov. 23, earnings were 83
cents a share, compared to 57 cents
for the same period in 1966. Part of
the reason for the slump apparent-
ly was the above-reported break-ofl
in merger negotiations with Tele-
prompter Corp.

Among the service stocks, ad
agencies continued to feel the
profit squeeze. Doyle Dane Bern-
bach was down 199 as it released
its annual report, showmq earnings
were up only slightly over 1966—
$2.30 a share compared to $2.27
the year before. This came as the
report showed 1967 billings up to
$228 million, compared to $196
million the year before, but net
profit after taxes in 1967 only $4.8
million, compared to $4.6 million
in 1966. That’s a 4.39, increase in
profits on a 16.49 increase in bil-
lings.

Foote, Cone & Belding was off
129, as it reported sharply lower
1967 earnings on increased billings.
Adjusted pershare earnings were
71 cents, as against $1.36 in 1966,
while gross billings for the year
amounted to $258.5 million, com-
pared to $255.7 million in 1966.

| Paperr, Koenig, Lois was off
199 as it also reported a similar
situation: earnings lor fscal 1967
were 31 cents a share vs. 61 cents
for 1966,

Among other service stocks,
MPO Videotronics was down 199,
although earnings tor the fiscal year
ended Oct. 31, 1067, were 81 cents a
share compared to 51 cents the year
before.

A.C. Nielsen Co.

slipped 149,

although it reported sales and
| earnings increases of 9.49, and
6.39,, respectively lor the quarter

ended Nov. 30.

Income

it OF, .
Ghee Felyer Sations
RADIO
WKZO KALAMAZOO-BATTLE CREEX
WIEF GRANO RAPIOS
. WIFM GRAND RAPIDS.-KALAMAZOO
l 1 WWTV.FM CADILLAC

TELEVISION
WKZO0-TV  GRAND RAPIDS-KALAMAZOO
WWTV, CAD\LLAC TRAVERSE CITY
P-TV  SAULY STE MARIE
LINCOLN
WGIN-TV

NEBR

KOLN. W ASKA
l GRAND ISLAND NEB.

WWW.americanradiohistorv.com

*$1,214,015,000 in Consumer Spendable
in the 35 counties where
WWTV/WWUP-TV is the dominant CBS
station. Source: SRDS.

Audience measurement data are estimates
only, subject to defects and iimitations of
source material and methods.

WWTV/WWUP-TV

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE

Avery-Knodel, Inc., Exclusive Notional Representatives

Manufacturing stocks were down
an average of 9.169,. Among them,
hardest hit on a percentage basis
was Reeves Indusiries, ofl 269 as it
posted a loss of ${)5(),1N)(l lor 1967,
against a profit ot $377,720 in 1966.

RCA, parent company ot NBC,
was down 10¢ although NBC re-
ported net sales in 1967 the | highest
in the company’s history and above
the 5541 million mark lor the sec-
ond straight vyear.

Among other manulfacturers,
Motorola sank 99 as it announced
plans to cut the number ol its color-

TV-set models by about 10 END

MARCH 1968
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LEONARD B. STEVENS At a time
when the golden balloon of group
broadcasting appears to have expand-
ed to the point of maximum inflation,
Stevens thinks he has found the new
path to rapid television growth in the
slowly emerging UHF field. The vice
president for operations and a minori-
ty shareholder in the new U. S. Com-
munications Corp. has a simple, if
ambitious, goal for the fledgling UHF
chain: “To be a bright, shining star of
independent -stations and to become
another Metromedia.” Off to a run-
ning start, the new chain {owned by
AVC, formerly American Viscose
Corp.) bought a minority interest in
Miami’s laltering waix-1v within two
weeks of signing the sale papers for the
five  UHF construction permits it
bought from D. H. Overmyer. With
only its key station, wpHL-TV (ch.
I7) Philadelphia actually on the air,
and with nothing in the black, Stevens
nonetheless predicts the group will be
making money by 1970 “although we'll
still have a couple of individual sta-
tions in the red,” on a total investment
of between $6 million and $8 million.
How can an overnight broadcasting
empire expect such quick success? Ste-
vens—who was cofounder and execu-
tive vice president of wPHL-TV after
an advertising agency and radio career
in Philadelphia—points to the Phila-
delphia station’s performance as an
example for the rest of the chain. “It’s
28 months old and about to break into
the black,” he said. “This year we'll
bill $3 million and turn a profit.
We've got 759, sct penetration and
people don’t even ask us penetration
fignres  in Philadelphia  any more.
We're in the rating book and we live
or chie by it like any other station. In
programing we're getting to look like
the major independent Vs, like a
WPIN-TV or WOR-TV in New York.” To
Stevens, the reason lor coming into the
ficld so late and with optimism for
growth now is enginecring develop-
ments., On the 1hth of this month, the
Philadetphia  station  will  become
world’s  first  with a  foinr-megawatt
transmitter, “That's one more step in
crasing the disparity between ns and
the V's,” he said. “We started with
only 626,000 watrs because that was
the most powerlul we could ger ac the
time and steadily upgraded it He
seoy o sinnlar situation with scue pene-
tration, [t was ough sledding when
we put wirHL in the market with only
209, of the homes receiving UHLE.
we'll go ino San  Francisco  next
month with 509, penetration and by
the time our Adamta and Flouston
siations go on the air next year there
alveady will be other U's in operation
there cultivating  the markets and
doing the spade work,” He says the
basic drive will be “getting in the
mainstromn of the time-in habit™ with
a timetable thae calls for “survival as
our [ist job, gewting an audience and
accaptance as quickly as possible with
advertisers,” The next priority is pro-
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gram development on an individual-
station basis, with each manager given
semiautonomy and “30 to 409, of the
programing local to reflect the commu-
nity.” After that would come origina-
tion of programing for interchange
among the group’s stations, and pos-
sible eventual syndication, then, some-
day, station swapping to upgrade the
group’s holdings. Stevens concludes
that it will take “time, money, pa-
tience and a high degree of profession-
alism,” but he sees “three-stationism”
already dead in a half-dosen of the
major markets and in “another four to
five years there will be equality he-
tween UHF and VHF. We can become
viable with less than 509, equality.”

STOCKTON H!LFR[CH No mai-

ter how you stretch the nylon, the new
chief censor of broadcasting shows no
sign of fitting in with the blue-
stockinged set. Helffrich, who has re-
placed Howard Bell as director of the
Code Authority of the National Associ-
ation of Broadcasters, likes to think of
himself as an enlightened, civilized,
reasonable man. Those who know
him and are able to cut through his
occasional verbosity to the real man,
agree that he is all three of those
things. The NAB code chief likes to
talk about “audience tolerances” to
which, of course, broadcasters have to
be very sensitive. He thinks, for in-
stance, that the new topical humor
that scems to be causing headaches at
the networks is nothing more than “a
reflection of the times. We're simply
not dealing with the same audience
today as we were even 10 years ago.”
Helftrich, who majored in litevature in
college, got into the censoring business
in a roundabout way after joining
NBC in the fall of 1933. The network
needed help in obtaining perlormance
rights to literary properties and from
there he slowly got into editing chores,
which involved what to keep in and
what to keep out in terms of length
and in terms of “audicnce tolerances.”
In 1942, NBC promoted him to man-
ager of continuity acceptance and in
1955 to director of that department, In
August 1960, he joined NAB as man-
ager of its newly opened New York
code ofhce. In his new post Helftrich
will stay on in New York., where he
has spent most of his life. He lives in
Jackson Heights, Queens, with his wile
and 8-year-old son (four other chil-
dren ol an earlier marriage are coll-
ege-age or older) about 45 minutes
from work. He and his wile are movie
bufts and go whenever they get a
chance. They also try to get to the
Broadway theater about once a month
but Helfivich is afra‘d his new job may
interfere with that. Athletics? He says
he does pushups and kneebends every
morning and cvening. How many?
“Five.”

WWW.americanradiohistorv.com

JOHN H. MITCHELL It a hnger
had to be pointed at the man most
responsible for the network television
programing success of Screen Gems,
the man to stare back at it would he
Mitchell, who, since he joined the
Columbia Pictures subsidiary in 1952,
has bheen vice president in charge ol
national sales. At that time, Scrcen
Gems had one program, Ford Theater,
on network tclevision. Since then, 56
more shows have been licensed to na-
tional television under his direction.
Mitchell, who was recently made ex-
ecutive vice president with wider re-
sponsibilities in all ot SG's worldwide
activities, would not want to be iso-
lated in this way tor he looks at televi-
sion program sales as a giant chess
game involving many people, long-
range strategy. short-term tactics, good
intelligence work. “I have one credo.”
the hulking six-footer says in his boom-
ing voice, “and that’s to put the right
show in the right time period tor rthe
right sponsors at the right money.”
Mitchell, who is now thinking about
the 1969-70 scason and is known to be
a prodigious worker (11 to 12 hours a
day), considers his TV viewing work
“but I watch all the time, even during
the day with the sound oft. It keeps me
informed of what’'s on the air.”
Mitchell began his carecr with the
radio department ol Erwin Wasey in
1939 and two years later joined the
Murtual Broadcasting System as sales
service manager. He was commissioned
an ensign 4in the Navy in 1943 and saw
action with the Fitth Fleet in the
Pacific. He rcturned to Mutual in 1945
but six months later joined with four
partners in the construction ol WVET-
AM Rochester, N. Y. He returned to
New York in 1948 to join United
Artists as director ol television, a post
he held lor lour years. To relax,
Mitchell plays golt whenever he can
and he says he loves to travel. His most
recent trip was to Europe, including
Iron Curtain countries.
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In today’s fast-paced worid .- Where the gap
between continents and their fgjeologles is
shrunken by global communications . . . the
need for truth emerges greater than ever. Peo-
ple want to know! And, in Houston, KPRC News
provides them the facts with the first word in
news all the time. Consistentiy honored by its
peers for excellence roadcast journalism,
KPRC and KPRC- ave won more major
news awards than other Houston stations
: combined. Truthfully . . . Houston’s top news
} station!
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NBC in Houston represontied nationally by Edward Potry A Co.
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He might as well have put a purposeful shoe on
radio’s oxygen pipe, to hear the competition tell it.
And to think—radio was one ol his own children.
Later on it would be said he was just shilling for
RCA television set sales. The General was persisteni
and he had the word.

In the beginning was radio, but in the future was to
be television: “Many listeners are bound to switch
from sound broadcast to television programs.” David
Sarnoft of RCA, in language that sounds archaic in
1968, was predicting revolution in commercial broad-
casting.

It was a hell of a thing to be telling a convention of
NBC radio affiliates in 1947 (there weren't any televi-
sion afhliates to tell it to) . But there he was, coaxing
them to get on the wagon or miss the trip to town.
“You cannot  protect yourself by standing still,” he
warned. NBC was through waiting as lar as television
was concerned, the radiomen were told, and the
company's plan for a television network was placed
before them.

He wasn’t writing radio ofl, but he was downgrad-
ing it, and that was gutsy. It was unpopular, to say the

by John Gardiner

The rich r
of pionee
How the 1
pre-freeze stations
stand now

W'ﬁ%)

least, 10 predict aloud that television would succeed at
racio’s expense. Fully sponsored Fred Allens, Edgar
Bergens, Phil Harrises and Alice Fayes were still
keeping listeners glued to their living-room consoles
on Sunday nights. Bust up success with flickering
pictures and take a bath because Sarnoft had com-
mitied his Camden plant to build 14-inch television
receivers? Forget it.

But not everybody did.

Four years later 108 television stations collectively
would turn Profit Corner. Until that time they would
be parasites on radio’s back, sucking the senior medi-
um’s profits and contributing nothing but competition
m return.

TV was no piece of cake. Contrary to popular beliet
today, commercial television did not spring full-blown
onto the American communications scene. In iis be-
ginnings, 108 station ownerships did a lot of digging
before anybody struck a lode.

Doubt was as strong in 1947 as success began to be
in 1951, And in between came a government manipu-
lation that gives television its own historical demarca-
tion line, its own BC and AD, and divides i1s 644
commercial stations into pioneers and later settlers, or
perhaps those with squatters’ rights and those who
would have to fight later (or some spectrum territory
ot their own—under a new set ol rules.

Nobody had doubted that TV channels would be
dithcult 1o meie our in a rational and orderly manner,

historé=
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but nobody had guessed how difhcult. The medium
had an awesome appetite lor spectrum. One TV
channel would eat six times the ether required to
nourish the entire AM radio band. On top of that
television played strange transmission tricks.

So on Sept. 30, 1948, when the FCGC issued its
“Ireeze,” suspending action on all new or pending TV
applications, nobody was surprised and everyone was
worried. The original allocation plan was only two-
and-a-hall years old. Already the commission wanted
to study a revision in the light ol something called
tropospheric propagation eflects, and to establish
maximum coverage ol the country without interfer-
ence between signals.

The Ireeze hit belore television had proven it could
make money and didn’t let up until everyone was sure
it would make barrels of it. Those who had been
frozen in such an advantageous posture were a chosen
people. If their business acumen had suggested cau-
tious investment and lacked something in zeal, it was
repaid in marvelous multiples for whatever degree of
daring it represented.

By the time the thaw came in April 1952, with
issuance ol a brand new frequency-allocation table,
everybody wanted 1nto television. Those who were
already there had a beautilul platform [rom which to
jump to turther television holdings. For the financial
risk they had taken, lortunes—some personal, some
corporate-—were virtually guaranteed. The pioneers
had been frozen in and competition had been [rozen
out.

One legacy of an early start would be certain
network afhliation in all but a few cities that had been
granted more stations than there were networks (o go
around. Of the 108 stations that planted antenna
towers betore or during the lIreeze (two of these
became educational, leaving 106 ol the originals ex-
tant as commercial operation today), only 11 lack
network afliliations now.

It was not uncommon in the early years to hear a
station manager hoast about how much his television
station had losi that month. The pioneers could altord
to joke about their television troubles because most of

www americanradiohistorvy com

them were already making a fancy dollar in a very
successlul medium called radio. One’s loss seemed sure
to be the other’s gain.

In retrospect the freeze appears as a natural pause
between exploration and fantastic financial success. At
the time nobody knew how beautifully this govern-
ment-sponsored delay would fit into the plans of the
haves. Who knew that most of the pioneers would still
be occupying the same channels they held when the
ireeze began; who knew what damage might be done
to their capital investment in broadcast facilities
should the FCC snatch back the existing channel
authorizations; wlio knew how soon television could
move {rom red ink to black; who knew what union
problems or other operating difhculties were ahead?
What sort ol respect would the blue-chip national
advertisers ol the day have for a medium that would
sell its spot time in hall-hour chunks to the pitchmen
of hair restoratives and all-purpose vitamin pills?
When Charles Antell Formula No. 9 achieved astound-
ing success through spiels that seemed to ring of a
past era, it was television that would supply the
pitchman’s tent for this amazing regression. And in
1950, when Formula No. 9 first went on the electronic
stage, exactly hall ol the 106 stations then operating
would report operating losses. The damages for the
whole industry that year would be $9.2 million.

Before then it would not have been unreasonable to
suspect, lrom reading the FCC-supplied industry bal-
ance sheets, that a whole industry had taken leave ol
its senses. Television operators seemed to be rushing
headlong, like so many lemmings, toward a willlully
induced bankruptcy.

In 1949, when AM radio broadcast stations and their
networks were turning pretax profits ol $56 million on
a total rake of $414 wmillion, television—that black
sheep of the broadcast (amily—was flaunting its
profligacy with a $25-million loss. National advertiser
largesse toward the prodigal was but $7.2 million.
Only four TV stations ol the 97 that were operating
that year reported a profit status. That was the peak
loss year lor television, One year earlier the FCC had
been able o kiss ofl the financial report for radio’s TV
kin in one loosely lilled mimeographed sheet, in
whic;h it reported an indusiry loss of $15 million, but
in which it found room to note that i Philadelphia
television revenues were 109, of the combined re-
venues of all radio and TV stations in the city.

Behind the camouflage ol noisy uaggregiate losses
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How pioneering
has paid off

In 1951 the last of the pre-frecze
television stations went on the

air, and for the first time
commercial TV broadcasting
showed a total annual profit. From
then on the curves of revenue
and profit took off. All revenues
shown below pertain only to the
pioncering stations and reflcct

no revenucs for stations that went
on the air after the freeze.

Pioneer Revenues Revenues
Market Stations in 1951 in 1966*
e e T T e s e T TR T

New York 7H* $ 22,978,000 $123,734,000
Los Angeles 7 13,487,000 92,187,000
Chicago 4 12,946,000 71,838,000
Philadelphia 3 8,791,000 41,097,000
Detriii 3 6,765,000 29,484,000
CIeYeland 3 4,816,000 28,524,000
Baltimore 3 3,945,000 15,752,000
Cincinnati 3 3,809,000 14,090,000
Washington 4 3,756,000 22,866,000
San Francisco 3 3,616,000 34,461,000
Columbus, Ohio 3 2,387,000 12,244,000
Atlanta 3 1,653,000 14,158,000
51 other TV markets 62** $ 56,531,000 $234,715,000
SRl P—
Total 63

pioneer markets 108** $145,480,000 $735,150,000

*+*Profits - $297,518,000

41,600,000

*Revenues for the pioneers in individual markets for 1966 estimated by TELEVISION. All
other figures are from FCC.

**Two of the original 108 pioneers later were converted to noncommercial broadcasting:
WATV(TV) New York (Newark, N.J.), now WNDT(TV) New York, and WDEL-TV
Wilmington, Del., now WHYY-TV.

**xProfits before federal income tax. Figure for 1951 includes $11 million profit for the
four television networks (ABC, CBS, NBC and DuMont) including their 15 owned and
operated stations and $30.6 million profit for the 93 other stations. Figure for 1966 is
tor the 106 surviving pioneers, including O&0’s, with no inclusion of network profits.
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were the rumblings ol an incipient advertising explo-
sion. In the same week in September 1948 that the
commission issued its [reeze order, wcss-tv New York
was boosting its evening hour rate from $700 to $1,000,
pointing to the latest metropolitan set circulation of
300,000. This meant that a rate increase ot 439, was
being accompanied by an identical percentage reduc
tion in the cost to an advertiser of reaching 1,000 TV
families. (It was that pattern of increased efficiency
despite higher rates that would carry television on an
upward spiral for years to come.) And in the same
week, WNAC-TV Boston was issuing its first rate card and
wBAP-TV Fort Worth was just going on the air with a
program schedule ol lour hours a night, five times a
week. If television wasn’t making money hand over
fist, neither was it sitting on its hands.

Pioneering in television was clearly not something
everybody could aftord to do, though later with other
radio and newspaper interests clamoring for a piece of
the action it would appear to be what nobody in
communications could afford not to do. In the early
days, duplication might be as much of a programing
effort as a TV lrontiersman could manage. WNnc-tv
New Haven, Conn., with an inital lacilities invest-
ment of $200,000, used a relay station to pick up the
programing ol wasp(1v) New York (then the
DuMont network’s station, today Metromedia’s WNEW-
V).

When won-tv signed on with DuMont as the net-
work’s Chicago afhiliate in 1948 there wasn’'t even a
connection lacility available {rom East to Middle
West, so the station used a DuMont-owned process
called Teletranscription by which shows could be
reproduced and mailed to Chicago.

The temper of the umes as (he Ireeze came on was
anything but a consuming television lever. Broadcast-
g Magazine, considering (he eflects of a proposed
change in station ownership rules in 1948, explained
the interests involved and always they were cautious
mterests. A number ol large entities, it said, notably in
the network and motion-picture helds had been ac
tively exploring the prospects ol acquiring minority
TV holdings in key markets. Motion-picture pro-
ducers were discussing TV ownership tie-ins with
exhibitors in major markets. CBS had embarked on
joint 'I'V ownership ventures with newspapers in
Washinglon and Los Angeles. Paramount Pictures
had ownership in DuMont, which then operated
wrTG (tv)  Washington, woiv (1v) Piusburgh and
wasb New York and had applications pending in

Cincinnati and Cleveland., Meredith Publishing Co..

was reported on the way to TV operation in several
Continued on page 67

WWW americanradiohistorv com

The roster

of the pioneers:

Of the 108 commercial television
stations that went into operation
with authorizations issucd before
the FCC imposed the great TV
freeze, 106 are still in business.
(Two were converted to noncommercial,
educational use.) Beginning on the
page at right are encapsulated
histories of the 106 (by alphabetical
order of state, city, station) .
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WAPI-TV (ch. 13)
Birmingham, Ala;
licensed to Newhouse
Broadcasting Corp.;
affiliated with NBC and
CBS; top hourly rate of
$1.350. represented by
Harrington, Righter &
Parsons; radio affiliates:
wAPI-AM-FM. It has been
owned by Newhouse
interests (group owner)
since 1956.

The station began on
May 22, 1949, as wWAFM-TV,
licensed to Voice of
Alabama. Its radio
affiliates were waPI-AM
and wAFM (FM). It was
owned by Ed Norton
(75%) and Thad Holt
(25%,) . Mr. Norton was
also one of the principals
of WMBR-AM-FM-TV
Jacksonville, Fla. (see
wJIXT[Tv] Jacksonville) .
The licensee name was
changed to The
Television Corp. in 1952.
At that time the station
was affiliated with ABC
and CBS; it was repre-
sented by CBS Television
Spot Sales and had an
hourly rate of $300.

In June 1953, the
stations were sold for $2.4
million to the Birming-
ham News Co., publisher
of the Birmingham News
and Huntsville (Ala.)
Times. The News also
owned WHBS-AM-FM
Huntsville. In that vear
the calls were changed to
wABT (TV) . The station
was affiliated with ABC,
CBS and DuMont and
had a $520 hourly rate.
The sale to the News
was conditioned on
firm selling WsGN-AM-
FM-Tv Birmingham. It
sold wsGN-AM-FM and the
construction permit for
wsGN-TV (ch. 42) to
Jemison Broadcasting Co.
for $300,000.

In January 1956, Samucl
Newhouse bought the
News Co. and its stations
for $18.7 million, and
changed the licensee
name to Alabama Broad-
casting System Inc.
That year waBT was
represented by HR&P
and had an hourly rate
of $800.

In 1958 the call letters
were changed to waPi-
AM-FM-Tv, the rate went
to $900 and the affiliation
was with NBC and ABC.

The licensee name
was changed to New-

that

housc Broadcasting Corp.
in 1959. In 1960 the
network affiliation was
switched to NBC and
CBS.

WBRC-TV (ch. 6)
Birmingham. Ala.,
licensed to Taft Broad-
casting Co.. affiliated with
ABC and CBS. top
hourly rate of $1.800,
represented by Katz
Television, radio affiliates:
WBRC-AM-FM. It has
been owned by Taft
(group owner) since
1057.

The station began on
channel 4 on July 1,
1949, licensed to Birming-
ham Broadcasting, which
also has wWBRC-AM,
Eloise S. Hanna was
principal owner of wakc-
An-Tv. It was affiliated
with DuMont and NBC
and represented by Blair
Television,

In 1953 the station
was moved to channel 6.
It was purchased in
May 1953 (with wgrc-
am) for $2.4 million
by Storer Bioadcasting
Co. At that time the rate
was %300 an hour. the
afitiation was with NBC
aidl the representative
was Raymer. The licensec
name was changed to
Storer Broadcasting in
1954.

In May 1957, the
stations were told to Taft
Broadcasting for $6.35
million. The sale was
a condition of Storer’s
putchase of wiBG-AM-FM
Philadelphia and wern(1v)
Wilmington. Del. (nhow
noncommercial wiyy-Tv) .
WBRC-TV's licensec was
changed to Warc Inc.

[ts afhliation was with
CBS. Katz was the rep
and the hourly rate
was $3850.

The licensece name was
changed to Taft
Broadcasting Co. in 1959.
In 1960 the primary
network afhliation was
changed from CBS to
ABC and the rate was
$1,000.

KPHO-TV (ch. 5)
Phoenix, licensed to |
Meredith Broadcasting ’
Co., independent, top
hourly rate of $550,
represented by Katz Tele-
vision, radio affiliate:
KPHO-AM. It has been
owned by Meredith
(group owner) since 1952.

The station began on
Dec. 4, 1949. licensed
to I’hoenix Television
Inc.,, owned by John C.
Mullins and associates,
who also had kpio-ansr. It
went on the air affiliated
with ABC. CBS, NBC |
and DuMont and was
represented by Tavlor-
Boroit & Co.

In June 1952 (he
station was sold, with
KPHO-AM to Meredith
tor $1.5 million. At the
time of the sale Mr.
Mullins owned 27.319,
of krHo-Tv; John B. Mllls
15.56%,; ]. M. Harber,
14.559,, and Phoenix
Broadcasting (licensee of
KrHo-aa1) , 41.519,. Mr.
Mills owned 489, of
KpPHO-AM; Mr. Mullins,
28.59,, and Mr. Harber.
18.89%,. In 1952 krho-Tv's
rate was $300 and it
was represented by The
Katz Agency.

KABC-TV (ch. 7
Los Angeles, licensed to
ABC Inc., afhliated with
ABC, top hourly rate
of $5,000, represcnted
by ABC Television Spot
Sales, radio afhliates:
xABC-AM-rMm. It has been
owned by ABC (group
owner) since it went
on the an.
The station began on
Sept. 16, 1919, as KECA-TV.
It was licensed along
with KECA-A-FM 10
ABC. In February 1953,
the licensee name was
changed to ABC-
Paratmount Theaters
after ARBC merged with
United Paramount
Theaters. At that time
the rate was $1,200 and
the representative was |
Edward Petry & Co.
The call letters were
changed 1O KABC-AM-FM-
Tv later that year. |
In 1965 the licensee !
name was changed to
ABC Inc.
The Katz Agency '
became the represcentative
in 1955 when the rate

was $2.000. ABC-TV
Spot Sales took over in
1063 with a rate of
$3.500.

KCOP(TV) (ch. 13)
Los Angecles, licensed to
Kcop Television Inc,
independent, top hourly
vate of $3,300, repre-
sented by Edward Petry &
Co., no radio affiliate.

It has been owned by
Chris Craft Industries
Inc. (group owner)
since 1960.

The station began on
Sept. 17, 1948, as KLAC-TV,
licensed to KmTr Radio
Corp.. owned by Dorothy
Schifl. She is publisher
of the New York Post.
It had KLAC-AM as a
radio affiliate.

The first published rate
was $1,000 in 1951, It
was then represented by
The Katz Agency.

In December 1953,
KLAC-TV was sold to
the Copley Dress. group
newspaper publisher,
for $1,375,000. Mrs.
Schiff retained Krac-ast.
Undcr Copley the call
letters were changed to
wcor. The hourly rate
was then $900.

In Deccember 1957
Kcor was sold to Kenyon
Biown, Bing Crosby.
Geoige L. Coleman and
Joseph A. Thomas (each
2697) for $4 million
and the licensee was
changed to Kcor Tele-
vision Inc. The rate was
then 51,500 and Edward
Petry & Co. was the
representative.

In January 1960, the
tour principals sold the
station to Naft Corp. for
44 000 shares of Nah
stock (about $1.5 million
aggregate) . Nah changed
its name to Chris Craft
Industries in 1963,

Chris Craft is now 359
owned by Baldwin
Montrose Chemical Co.

o =

KHJ-TV (ch. 9) Los
Angeles, licensed to
RKO General Inc.,
independent, top hourly
rate of $3.000, represented
by RKO General Broad-
casting National Sales,
radio affiliates: KHJ-AM-

¥M. It has been owned
by RKO General
(General Tirc & Rubber
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Co.) interests (group
owner) since 1951.

The station began on
Oct. 6, 1948, as KFI-TV,
licensed to and owned by
Earle C. Anthony Inc.
Mr. Anthony also owned
KFI1-AM. Edward Petry &
Co. was then the rep-
rescntative. It was sold in
August 1951, to Don Lec
Broadcasting System, a
division of General
Tire & Rubber Co., for
$2.5 million. The
Anthony interests re-
tained KFi-aM. After the
sale the calls were
changed to Knj-Tv, the
station was affiliated
with NBC and its rate
was $1,000. At that time
Don Lee already owned
KH|-AM-FM Los Angelcs.

In 1952, the licensee
was changed to General
Teleradio and the
1epresentative was Wor
Sales (wor New York
being another General
Tire property) .

The licensee was
changed in 1955 to RKO
Teleradio Pictures Inc.,
the rep was H-R Tele-
vision and the rate
was $1,200.

In 1959, RKO General
Inc. became the licensee,
RKO General Sales
became the rep and the
rate was $1,750.

-

KNBC(TV) (ch. 4 Los
\ngeles, licensed to
NBC Inc., affiliated with
NBC, top hourlv rate
of $5,000, represented by
NBC Television Spot
Sales, no radio afiliate,
It has been owned by
NB( (group owner)
since it went on the air.
The station began on
Jan. 16, 1949, as
KNBH (TV), licensed to
NBC, represented by
NBC Spot Sales and
affiliated with NBC.
The calls were changed
Lo KRCA (1v) in 1954
when the rate was
£2,500. In 1962 the calls
were changed (o KN
when the rate was $1,700.

o
e\

|
|

KNXT(TV) (ch.2)

Los Angecles, licensed to
CBS Inc, affiliated with
CBS, top hourly rate

of $5,250, represented by
CBS Television Stations
National Sales, radio
affiliates: KNX-AM-FM. Tt
has been owned by CBS
(group owner) since
1950.

The station began on
Oct. 4, 1939, as wbxao
licensed to Don Lee
Broadcasting System, a
division of Thomas S. Lee
Enterprises and con-
wrolled by Thomas S.
Lee estate. Its radio
affiliates werc KHJ-AM-FM.
In 1949 the calls were
changed to KTsL(TV),
the station was affiliated
with DuMont and Blair
Television was the rep.

In December 1950, all
the Don Lee stations
were sold to General
Tire & Rubber Co. for
$12,320,000. In a spinoff
of that transaction,
General Tire sold KTSL
to CBS, which already
owned KNX-AM-FM,
for $3.6 million.

In 1951, the calls were
changed to kNXT, the
station became athliated
with GBS, the hourly rate
was $1,500 and CBS
Television Spot Sales
became the rep.

KTLA(TV) (ch. 5)
Los Angeles; licensed to
Golden West Broad-
casters; independent;
top hourly rate of
$3,200; vepresented by
Peters, Griflin, Woodward;
racdio affiliate: KMPC-AM.
1t has been owned by
Golden West Broadcasters
(group owner) since
1964,

The siation began on
Jan. 22, 1947, licensed
to Paramount Television
Prodnctions Inc., a
wholly owned subsidiary
of Paramount Pictures
Corp. It went on the
air represented by
Weed Television with
no nciwork afhliation.
Paramount also held
interests in DuMont and
Metropolitan Broadcast-
ing Corp. (sce¢ WNEW-TV
New York) .

In May 1964, the
station was sold to
Golden West Broadcast-

cis for $12 million.
Golden West already
owned knmrec-aMm. In 1064
KTLA's rate was $3,200.
and it was represented
by H-R Television.

e e S i

KTTV(TV) (ch. 11)
Los Angeles, licensed to
Mectromedia Inc., inde-
pendent, top hourly rate
of $3,000, represented
by Mctro TV Sales,
radio affiliates: KIAC-AM,
KMET (FM) . It has been
owned by Metromedia
(group owner) since
1963.

The station began on
Jan. 1, 1949, licensed to
K11V Inc., which was
owned by The Times-
Mirror Corp. (publisher
of the Los Angeles Times
and Mirror), 519, and
by CBS Inc., 49%,. When
CBS bought KTsL (TV)
in December 1950 (see
KNXT[TV] Los Angeles) , it
sold its minority interest
in KTTV back to the
Times-Mirror Co. for
$450.000. In those years
the station was affiliated
with CBS, represented
by CBS Radio Sales, with
a rate of $500.

In 1951, kT1v was affili-
ated with DuMont, was
represented by Blair
Television and had a
rate of $1,000.

In August 1956, Locws
Inc. (MGM), then
owner of wnaar-ant New
York, purchased 259,
of krrv for $1,625,000.
The station’s rate then
was $2,000. In November
1959, kTTVv repurchased
Loews’s 259,. The
licensee of k11v at that
time was Times-Mirror
Broadcasting Co.

In May 1963, Times-
Mirror sold the station
to Mctromedia Inc. for
£10,390,000. The rate was
incrcased to $3,000 and
Metro TV Sales took
over representation. In
July 19638, Metromedia
purchased KLAC-AM-FM
from Mortimevr Hall for
£4.5 million. Krac-ra
was chaanged to
KMET (FM) in 1966.

KFMB-TV (ch. 8)

San Dicgo, licensed to
Midwest Television Inc.,
afliliared with CBS,

top hourly rate ot $1.200,
represented by Edward
Petry & Co., rvadio

afhiliates: KFMB-AM-FM,
It has heen owned by
Midwest (group owner)
since 1964.

The station began on
May 16, 1949, licensed (o
Jack Gross Broadcasting,
owned by Jack O.

Gross. It was an ABC
affiliate. KFMB-AM was
its radio afhliate.

In April 1951, kFmu-
AM-Tv were sold (o
Kennedy Broadcasting
Co., principally owned by
John A. Kenncdy, for
%8925.879. The station
was then affiliated with
ABC, CBS, DuMont
and NBC, represented
by Branham Co. and had
a $400 rate. (For other
Kennedy interests sce
wsaz-Tv Huntington,

W. Va)

In March 1953, Mr,
Kennedy sold kF»B-
AM-TV to Wrather-Alvarez
Broadcasting Inc. for
$3.15 million. Wrather-
Alvarez was owned by
J. D. Wrather Jr. and
Maria Helen Alvarez. In
July 1963, Wrather-
Alvarez sold 229, to
Edward Petry & Co. for
$633,000. Petry was the
rep, the rate was $500.

In 1958 the licensee
was changed to Marietta
Broadcasting Inc., when
Mrs. Alvarez sold her
interest in the station
to Mr, Wrather, who
became 63.649, owner,
and the Petry firm, which
then held 38.369,.
K¥mB-1v was then affili-
ated with CBS and had
a $900 rate.

In May 1959, Marietta
was merged into Trans-
continent Television
Corp. (then group
owner) with My, Wrather
acquiring 22.159, of
TTC and Pctry getting
12.669,. The dcal
included KFMB-AM-TV, a
construction permit for
KFMB-FM, and KERO-TV
Bakersfield, Calif., which
Marietta had acquired
in 1958 for $2.15 million
from Albert E. DeYoung
and Associates. Under
TTC the rate was in-
creased to $1,000. KFms-
FM went on the air in
September 1959.

In February 1964, TTC
sold all its propertics
with KFMB-AM-FM-TV
going (o Midwest Tcle-
vision, principally owned
by August C. Mcyer and
wife, for $10,085,000.

At that time the prin-
cipal owners of TTC
were: Mr, Wrather, 6.8%:
Edward Petry and wife,
6.2%,; Edward Voynow
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et

and wife, 6.29,; Paul A.
Schoellkopf Jr. and
family, 5.59%,. The hourly
rate was then $1,100.

KGO-TV (ch. 7) San
Francisco, licensed to
ABC Inc., afhliated with
ABC, top hourly rate of
$2,500, represented by
ABC Television Spot
Sales, radio afhiliates: KGo-
AM-FM. It has been own-
ed by ABC (group own-
er) since it went on the
air.

The station began May
5, 1949, licensed along
with Kco-ax-FM to ABC.
It was affiliated with ABC
and represented bv ABC
Spot Sales.

The licensee name was
changed in February
1963, to ABC-Paramount
Theaters after ABC
merged with United
Paramount Theaters. At
that time the rate was
8750 and Edward Petry &
Co. was the rep.

Blair Television became
the rep in 1956 when the
rate was $1,250. ABC
Television Spot Sales took
over in 1963 with a rate
of $2.100.

In 1965 the licensce
name was changed to
ABC Inc.

KPIX(TV) (ch. 5) San
Francisco, licensed to
Westinghouse Broadcast-
ing Co,, affiliated with
CBS, top hourly rate of
$2.450, represented by
Television Advertising
Representatives Inc.. no
radio affiliates. It has been
owned by Westinghouse
(group owner) since
1954.

The station began on
Dec. 22, 1948, licensed
to Associated Broadcasters,
owned principally by
Wesley I. Dumm. Ksro-
AM was its radio affiliate.
At the time the station
was affiliated with CBS,
DuMont and NBC.

In 1952 the licensce
name was changed to
Krix Inc. At that tire the
station was affiliated with
CBS and DuMont, rep-
resented by The Katz
Agency, with a rate of
$600.

In July 1954, Westing-
house Electric Corp.,
owner of Westinghouse
Broadcasting, bought kpix
and ksro-AM for stock
and cash totalling $7.66
million. At that time the

station was affiliated with
CBS and the rate was
$1,250.

In July 1956, KsFO-AM
was sold to Kmpc-aMm Los
Angeles for $956,000.
KMPc-AM’s principals
were Gene Autry and
Robert O. Reynolds (see
KTrA[TV] Los Angeles) .

In 1959 Television Ad-
vertising Representatives
became the rep and the
rate was $2,100.

KRON-TV (ch. 4) San
Francisco; licensed to
Chronicle Broadcasting
Co. (San Francisco
Chronicle) ; affiliated with
NBC: top hourly rate of
$2,800; represented by
Peters, Griffin, Woodward;
radio affiliate: KRON-FM.
[t has been owned bv
the Chronicle since it
went on the air.

The station began on
Nov. 15, 1949,
licensed to Chion-
icle Publishing Co. It wus
represented by Free X
Pcters and afhliated with
NBC.

The first published
rate was 326250
in October 1949,

KroON-FM went on the
air in 1950 and went
oft the air in 1954.

It returned to the air
in 1959, At

that time PGW was the
rep and the rate was
$2,100.

The licensee name was
changed to Chronicle
Broadcasting Co. in 1967
when the rate was $2.800.

B . s

WNHC-TV (ch. 8) New
Haven, Conn., licensed to
Triangle Publications
Inc., affiliated with ABC.
top hourly rate of $2,250.
represented by Blair
Television, radio afhli-
ates: wNHC-AM-FMm. It has
been owned by Triangle
(group owner) since
1956.

The station began on
June 15, 1948, on channel
6. It was licensed along
with WNHC-1M-FM to Elm
City Broadcasting. Patrick
J. Goode (41.679,) and
Aldo De Dominicis
(41.679,) were the prin-
cipal stockholders. The
station was affiliated with
DuMont and represented
by Rambeau.

The Katz Agency took
over as rep in 1950 when
the station was afhliated
with ABC, CBS, DuMont
and NBC. The first

published rate was $660
in 1952

The station moved to
channe! 8 in 1954, At that
time the rate was $800.

WNHC-AM-FM-TV were
sold to Triangle Pub-
lications in June 1956, for
$5.4 million. WNHC-TV
was affiliated with ABC
and CBS and the rate
was $1.000.

The station was afhli-
ated solely with ABC in
1957, In 1958, Blair took
over as rep when the rate
was $1,200.

— = T m————

WMAL-TV (ch. 7)
Washington; licensed to
Evening Star Broadcast-
ing Co. (Washington Eve-
ning Star); affiliated with
ABC; top hourly rate of
$2.100; represented by
Harrington, Righter &
Parsons; radio affiliates:
wMAL-AM-FM. It has been
owned by Evening Star
Broadcasting Co. {group
owner) simce it went on
the air.

The station began on
Oct. 3, 1947, licensed
along with wmaL-aa, to
the Evening Star Broad-
casting Co. In May 1948
WMAL-FA went on the air.
WwMmaL-Tv was then rep-
resented by ABC Spot
Sales. and the rate was
$300.

In 1952 The Katz
Agency was the rep and
the rate was $600.

H-R Television took
over in 1956 when the
rate was $1,200. Harring-
ton, Righter & Parsons
became the rep in 1965
and the rate was $1.750.

WRC-TV (ch. 4 Wash-
ington. licensed to NBC
Inc., affitiated with NBC.
top hourly rate of $2,200.
represented by NBC
Television Spot Sales,
radio affiliates: wrc-ani-
Fu. It has been owned by
NBC (group owner)
since it went on the air.

The station began on
June 27, 1947, as wnNnw
(7v), licensed along with
WRC-AM-FM to NBC. It
was affiliated with NBC
and represented by NBC
Spot Sales. The first
published rate was $300
in 1949,

The calls were changed
to wrc-Tv in 1954, The
rate then was $1,000,

WTOP-TV (ch. 9)
Washington, licensed to
Post-Newsweek  Stations,
Capital Area Inc. (Wash-
ington Post, Newsweek
magasine) , afhliated with
CBS, top hourly rate of
$2.000, represented by
Television Advertising
Representatives Inc.,
radio affiliates: wTOP-AM-
kM. It has been owned by
Washington Post Co.
interests (group owner)
since 1930.

The station began on
Jan. 16, 1949, as woic (Tv) ,
licensed to Bamberger
Broadcasting Service, a
division of General Tele-
radio, owned by R. H.
Macy Co. Bamberger was
also licensee of wor-aM-
FM-TV (sce WOR-TV New
Yoi1k) . Woic was a CBS
afhiliate and was repre-
sented by Wor Sales.

In July 1950, the
station was sold for $1.4
million to Wrop Inc.,
owned by the Washing-
ton Post. 55%,. and CRBS.
459,. Wror Inc. was
ticensce  of  wTOP-AM-FM.
Woic’s calls were changed
to wroe-Tv, CBS Televi-
sion Spot Sales became
the rep and the rate was
$450.

In January 1953, the
Post Co. bought w\1BR-
w-Fa-1v - Jacksonville,
Fla., for $2.47 million
(see wJyxT[TV] Jackson-
ville) .

In October 1954, the
Post Co. bought out
CRBS's intcrests in the
stations for $3.5 million.
The rate was then $1,500.

The licensee name was
changed to the Wash-
ington Post Co. in 1957
and the rate was $1,800.

(In March 1961, the
Post Co. bought News-
week magazine and its
adjuncts for $16 million.
Newsweek then owned
46.229, of KOGO-AM-TV
and KkFsb-FM San Diego.
In March 1962 the San
Dicgo properties—then
KOGO-AM-FM-TVv—were sold
to Time-Life Inc. for
$6.12 miltion.)

Wror-Tv’s present
licecnsece name was ap-
proved in 1967,

WTTG(TV) (ch. 5)
Washington, licensed to
Metiomedia Inc., inde-
pendent, top hourly rate
of $2,000, represented by
Metro TV Sales, no radio
affiliates. It has been
owned by Mectromedia
interests (group owner)
since 1961.

The station began in
January 1947, licensed to
Allen B. DuMont Labo-
ratories Inc., which alse
operated the DuMont
Television Network. It
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was affiliated with Du-
Mont until that network’s
demise in 1955. It was
successively represented
through those vears by
Railton; Harrington,
Righter & Parsons; Blair
Television, and H-R
Television.

When the network
ceased operations in 1955,
DuMont’s two stations
(wTTG and waBp[Tv] New
York) were licensed to
DuMont Broadcasting
Corp., a spinoft of the
parent corporation,

In 1958, the licensee
name was changed to
Mectropolitan Broadcast-
ing Corp. The station
was then represented by
Peters, Griffin, Woodward
and its rate was $1.300.

In May 1961, the
corporate and licensee
names were changed to
Metromedia Inc. Meltro
TV Sales became the rep.

(For DuMont, Metro-
politan Broadcasting and
Metromedia ownership
see WNEwW-TV New York)

WIXT(TV) (ch. ¥)
Jacksonville, Fla., licensed
to Post-Newsweek Sta-
tions, Florida Inc.,
affiliated with CBS. top
hourlv rate of $950,
represented by Television
\dvertising Representa-
tives, no radio afhliate, I
has been owned by
Washington Post interests
(Post-Newsweek Stations
group owner) since 1953

I'he station hegan on
Sept. 15, 1949, as wunR-
v, licensed along with
WABR-AM-FM to Florida
Broadcasting Co., princi
pally owned by Ed
Norton, Frank King and
Glenn Marshall, Mr
Norton was also principal
stockholder of wWApi-AM,
WAPM-1M TV Birmingham
\la, (sce warry Bir
mingham )

bri Janary 1958, warsn
AM-t MoV were sold 1o i
Washingron Post Co. for
$2.47 willion. Wamak. v
was then afthliated with
ARC, €CBS, DuMont ang
NRBC. Avery-Knodel was
the rep and the rvate was
$520.

T J958, the calls weic
changed 10 wixT(1v) .
Chat July wmik-AM-#m
were f0ld 10 WMIR Inc,
(wwne-am-vm Washing
1on)  for $475,000. W xy
wan then affillated with
ABC and RS represented

by CBS Television Spot
Sales, with a rate of $850.

TVAR took over as rep
in 1960 when the rate
was $950.

WTV]J(TV) (ch. 9)
Miami; licensed to
Wometco Enterprises;
affiliated with CBS; top
hourly rate of $1.700;
represented by Peters,
Griffin, Woodward; no
radio affiliate. It has been
owned by Wometco
(group owner) interests
since it went on the air.

The station began on
March 21, 1949, licensed
to Southern Radio and
Tclevision Equipment
Co., owned by Wometco
Theaters Corp. The
station was afhliated with
ABC. CBS. DuMont and
NBC and was represented
by Free & Peters.

In 1954 the licensce
name was changed to
Wrvy Inc. Network
athliation was with CRBS,
NBC and DuMont and
the rate was $900.

In 1960, the licensce
became Wometco Enter-
prises. The station was
atitliated with CBS.
represented by PGW and
the rate was $1.350.

WAGA-TV (ch. b)
Atlanta, licensed 1o
Storer Broadcasting Co.,
affiliated with CBS, top
hourly rate of $1.800,
represeuted by Storer
Television Sales, no radio
afliliates. It has been
owned by Storer  (poup
owner) since it went on
the air.

The station began on
Mirch 8, 1949, licensed
along with WAGA-AM-¥AI Lo
Liberty Broadcasting Co.,
owned by George B,
Stover. The station was
affiliared with CBS and
represented by T'he Katz
Agency

I'he licensee naine was
hanged to Fort
Industry in 1950 when

the station was affiliated
with CBS and DuMont.

In 1953, the licensee
name was change to
Storer Broadcasting Co.
The rate was $650.

WAGA-AM-FM were sold
in May 1959, to Plough
Radio for $830,000 (now
WPLO-AM-FM) . WAGA-TV
was then affiliated with
CBS, represented by
Storer TV Salcs, with a
rate of $1,200.

WAIL-TV (ch. 11)
Atlanta, licensed to Pacific
& Southern Broadcasting
Co., affiliated with ABC,
top hourly rate of $1,750.
represented by Blair
Television, radio affiliates:
WQxi1-AM, wkxi (FM) . It
has been owned by Pacific
& Southern (group own-
er) since January 1968.

The station began on
Oct. 1, 1951, as wLtv (TV)
on channel 8, licensed to
Broadcasting Inc. john
0. Chiles, 259,, was
principal owner. In
August 1951, Broadcasting
Inc. purchased channel
8 from Atlanta News-
papers Inc., which had
operated wss-Tv on the
frequency  (see wsB-TvV
Atlanta) . When it went
on the air, wLTV was
afhliated with ABC, rep-
resented by Harrington,
Righter & Parsons and
had a rate of $500.

In January 1953, the
station was sold to Crosley
Broadcasting Corp.,
division of Avco Manu-
lacturing Corp. (group
owner) for $1.5 million.
Crosley took over repre-
sentation and the rate
went to $700. The calls
were changed (o wiwa
(rv) and the station was
moved to channel 11,

In September 1962, the
station was sold to Wise
Inc., owned by Richard
M. Fairbanks and asso-
ciates for $2.25 million
plus book value of
working capiral. The calls
were changed (0 wAn-ry,
Blair Television became
the rep and the rvate was
$1,100.

In January 1968, the
station was sold for $12.89
million 1o Pacific &
Southern. The new corpo-
ration also owns wWQXiam
and \ukxl(l.m‘..

WSB-TV (ch. 2)
Atlanta, licensed to Cox
Broadcasting Corp.,
affiliated with NBC, top
hourly ratc of $1,800,
represented by Edward
Petry & Co., radio affili-
ates: wsB-AM-FM. It has
been owned by Cox
interests (group owner)
since it went on the air.

The station began on
Sept. 29, 1948, on channcl
8, licensed to Atlanta
Journal Co., owned by
Cox. Wss-AM-FM were the
radio affiliates. WsB-Tv
was affiliated with NBC,
represented by Petry and
had a rate of $325.

In 1950 the FCC
approved the merger of
the Atlanta Journal and
Atlanta Constitution
(permittee of wCON-TV on
channel 2) conditioned
that one of the properties
be sold. In August 1951,
Atlanta Newspapers Inc.,
the merged corporation,
controlled by Cox, sold
the facilities for channel
8 to Broadcasting Inc.
for $525,000 (sec wAn-1v
Atlanta) . On Oct. 1, 1951,
WSB-TV went on the air
on channel 2. At that
time the rate was $650.

The licensce name was
changed to Cox Broad-
casting Corp. in 1964 and
the rate was $1,500.

WBBM-TV (ch. 2)
Chicago, licensed to CBS
Inc., affiliated with CBS,
top hourly rate of $6,000,
represcnted by CBS Tele-
vision Stations National
Sales, radio afhliates:
wRBM-AM-FM, It has been
owned by CBS (group
owner) since 1953,

The station began on
Scpr. 6, 1946, as WBKB (TV)
on channel 4. It was
licensed to Balaban X Katz,
a subsidiary of United
Paramount Theaters. In
1949wk (£a1)  became
the radio athliate. Wnkn
was a GBS athliate and
represented by Weed
Television.

The stations were sold
o CBS Inc., which owned
winM-AM in February
1053, for $6 willion. The
sale was a result of ABC's
merger with United
Paramount Theaters with
ABC retaining its WENR
T™ (sce wike-Tv Chicago) .
CNBS changed the calls
to winiM-tv and Lhe



www.americanradiohistory.com

station moved to channel
2. WBIK (FM) was
changed to wBBM-FM. At
that time CBS TV Spot
Sales took over as rep
and the rate was $1,500.

WBKB-TV (ch. 7)
Chicago, licensed to ABC
Inc., affiliated with ABC,
top hourly rate of
$5,090, represented by
ABC Television Spot
Sales, radio afhliates:
wLs-AM-FM. It has been
owned by ABC (group
owner) since it went
on the air.

The station began on
Sept. 17, 1948, as WENR-TY,
licensed along with
WENR-FM to ABC. ABC
also owned 509, of
WENR-AM (the other 509,
was owned by Prairie
Farmer Publishing Co.).
WENR-TV was affiliated
with ABC and repre
sented by ABC Spot Salcs.

The licensee was
changed to ABC-Para-
mount Theaters when
ABC merged with United
Paramount Theaters in
February 1953. At that
time the calls were
changed to wBkB (Tv)
when United Paramount
sold the original wgxn
to CBS Inc. (see
wBBM-TvV Chicago) .

WENR-AM changed its
calls to wis-anm in April
1954 when the rate was
$1,650. ABC became
1009, owner of wis-\
when it bought the
Prairie Farmer Publishing
empire in November
1959. It later sold off
the magazines.

WENR-FM became
WwLS-FM in 1965 when the
TV rate was $5,090.

The licensee name was
changed in 1966 to ABC
Inc. and the calls were
changed to wBKB-Tv.

WGN-TV (ch. 9)
Chicago, licensed to
WcN Continental
Broadcasting Co., inde-
pendent, top hourly rate
of $3,620, represented
by Edward Petry & Co.
and WceN Continental
Sales, radio affiliate:
WGN-AM. It has been
owned by Tribune Co.,
publisher of Chicago
Tribune, (Tribune Co.
Stations group owner)
since it went on the air.
The station began on
April 5, 1948, licensed
along with weN-am and

wens (Fa) 1o Wen Inc.,
owned by the Tribune
Co. It was afhiliated with
CBS and DuMont.

The first published
rate was $1,200 in 1952.
The station was afhliated
with DuMont and
represented by George
P. Hollingbery Co.

Waens went off the air
in May 1953. Wan-Tv
became an independent
in 1956 when the rate
was $1,800. Petry became
the rep in 1957.

In 1967 the licensee
name was changed to
Wen Continental
Broadcasting Co.

WMBAQ-TV (ch. 5)
Chicago, licensed to NBC
Inc., affiliated with
NBC, top hourly rate of
$5,000, represented bv
NBC Spot Television
Sales, radio affiliates:
wWMAQ-AM-FM. It has
been owned by NBC
(group owner) since it
went on the air.

The station began
Sept. 1. 1948 as wxagQ (1v) .
licensed along with
WMAQ-AM-FM, to NBC.

It was represented hy
NBC Spot Sales and
affiliated with NBC.

The first published rate
was $1,500 in 1952,

In 1964 the calls were
changed to WMAQ-TV.
The rate was $4,500.

i

WHBF-TV (ch. 4)
Rock Island, 11l., licensed
to Rock Island Broad-
casting Co., afhliated
with CBS, top hourly rate
of %1050, represented

by Edward Petry & Co.,
radio affiliates: wuBF-
AM-FM. It has been
owned by Rock Island
Broadcasting since it went
on the air.

The station began on
July 1, 1950, licensed
along with WHBF-AM-FAl
to Rock Island Broad-
casting Co. The licensee
was owned by J. W.
Potter Co. (publisher of

the Rock Island Argus).
WHBF-TV was afliliated
with ABC.

The first published
rate was $360 in 1952,
The station was then
affiliated with ABC, CBS
and DuMont and rep-
resented by Avery-
Knodel.

The ownership of the
licensee was changed in
1954 to Ben Potter and
family, 75%,, and Leslic
C. Johnson, 259,. The
rate at that time was $560.

In 1960, the rate was
$950 and the station
was affiliated with CBS
and ABC. CBS became
the sote network
affiliation in 1964 when
the rate was $1.050.

The Potter family has
controlling interest in
KBUN-AM Bimidji, Minn.

WTTV(TV) (ch. 4)
Bloomington-Indianapolis.
Ind.. licensed to Sarkes
Tarsan Inc.. independ-
ent. top hourly rate of
$700, 1epresented by
Mcetro TV Sales, radio
affiliates: wirs-am,
witv-ry, both Bloom-
ington and wWATI-ANT
Indianapolis. It has been
owned by Sarkes Tarzian
(group owner) since it
went on the air.

The station began on
Nov. |1, 1949, licensed
along with wiis-am o
Sarkes and Mary Tarzian.
It was assigned to
channel 10 and afhiliated
with ABC and CRBS.

The licensee became
Sarkes Tarzian Inc. in
1951 when the station was
represented bv Meeker
Television and affiliated
with ABC, CBS, huMont
and NBC.

In 1954, wrTv moved
to channel 4 and the rate
was $800. In 1958
wiTy was an independ-
ent and the rate was
then $700.

In 1960, Adam Young
was the rep and the rate
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was $500. Thart year
wWTIV-FM went on the
air. Metro TV Sales took
over as rep in 1965 with
a rate of $700. wATi-AM
(as WIGO-ANM) was pur-
chased in 1964 for
$167,576 from Luke
Walton and Stokes
Gresham Jr.

WFBM-TV (ch. 6)
Indianapolis, licensed to
Time-Life Broadcast

Inc., affiliated with NBC.

top hourly rate of
$1.550, represcnted by
Kats Television, radio

affiliates: WFBM-AM-FM. It

has been owned by
Time-Life (group owner)
since 1957.

The station began on
Mayv 30. 1949, licensed
along with wFBM-AM to
WrBM Inc, owned by
Harry M. Bitner and

family. Katz was the rep

and it was affiliated with
ABC, CBS, DuMont
and NBC.

In 1954, the licensee
was changed to Consoli-
dated Television and
Radio Broadcasters, the
rate was $960 and
wWEBM-Tv was affiliated
with CBS.

In April 1957, wrBat-
wWM-1v were sold to Time
Life along with woob-
ani-Tv Grand Rapids,
Mich., and wreN-AM-Tv
Minneapolis-St. Paul, for
$15.750.000. The Indi-
anapolis licensee became
Twin State Broadcast-
ing Inc.. it was affiliated
with NBC and the
1ate was $1,200.

WreBM-FM went on the
air in 1959,

In 1962, the licensee
name was changed to
Time-l.ife Broadcast Inc.
and the vate was $1.550.

WOI-TV (ch. 5) Ames
(Des Moines) , Towa.
licensed to lowa State
University. afhiliated with
ABC. top hourly rate

of $800, represented by
H-R Television, radio
afhliates: wor-as-rFnm. It
has been owned by lowa
State University since

it went on the air.

The station began on
Feb. 21, 1950, licensed
along with wor-aM-FM to
Iowa State College. It
was assigned to channel
4 and represented by
Weed Television. The
first published rate was

MARCH 1968
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$400 in 1962 when the
station was affiliated
with ABC, CBS,
DuMont and NBC.

Woi-tv moved to chan-
nel 5 in 1954. 1t was
afhliated with ABC, CBS
and DuMont and the
rate was $500.

ABC becamc thc solc
network affiliation in 1956
and H-R took over as
rep in 1959 when the
rate was $650. The
licensece name became
Towa State University of
Science and Technology
in 1960 when the
rate was $700.

TR R — T g

WOC-TV (ch. 6)
Davenport, Towa; licensed
to Woc Broadcasting

Co.; afhiliated with NBC;
top hourly rate of
$1,100; represented bv
Peters, Grifin, Woodward;
radio afhliates: woc-
AM-FM. It has heen
owned by Palmer
interests (group owner)
since it went on the air.

The station began
Oct. 81, 1949 on channetl
5 licensed to Central
Broadcasting Co. Woc-
AM-FM were the radio
affiliates. Woc-Tv was
represented by Free &
Peters and affiliated with
NBC. The first
published rate was $300
in 1952,

In 1954, the station
moved to channel 6 when
the rate was $700.

(In 1960, Central,
which owned 239, of
KM1v[Tv] Omaha, and
KMA Shenandoah, lowau,
sold its interest in those
stations to May Broadcast-
ing [see kMTV Omaha].)

The licensece name was
changed in 1960 o Tri-
City Broadcasting and
the rate was $900.

In 1965 the licensce
name 'was changed 10
Woc Broadcasting and
the rate wene to $1,100,

WAVE-TV (ch. 3)
Louisville, Ky., licensed
to Wave Inc., athliated
with NBC, rop hourly
rate of §1 450, represented
by The Kats Agency
radio afliliate: wave, It
has been owned by :
WAVE Inc. interests
(Norion Stations group
owner) since it went on
the air,

The station began on
Nov. 24, 1948, on channel
5, licensed along with
WAVE-AM and wrxw (Fm)
to Wave Inc. It was
afliliated with NBC and
represented by Free
k Pecers.

In 1052 wrxw went off
the air. WAvVE“TY was

TELLVISION MAGAZINK

then affiliated with ABC,
NBC and DuMont. In
1954, the station moved
to channel 3, NBC Spot
Sales took over as rep
and the rate was $850.

In 1959, NBC was the
sole nctwork affiliation
and the rate was $1,100.
Katz took over as rep
in 1961 when the
rate was $1,250.

WHAS-TV (ch. 11)
Louisville, Ky.; licensed
to Weas Inc.; affiliated
with CBS; top hourly
rate of $1,300; rep-
resented by Harrington,
Righter & Parsons; radio
affiliates: WHAS-AM-FM.
The station has been
owned by Barry Bingham
and family (publisher
of Louisville Courier-
Journal and Times) since
it went on the air.

The station began on
March 27, 1950, on
channel 9, licensed along
with WHAS-AM, to Wiias
Inc. It was afhliated
with CBS and represent-
cd by Edward Petry
% Co. The first published
rate was $500 in 1952.

WHAs-TV moved to
channel 11 in 1953,
HR&I” took over as rep
and the rate was $600.
WHas-FM went on the air
on Scptember 1966. The
TV rate was then $1,300.

WDSU-TV (ch. 6) New
Orleans, licensed 1o
Royal Street Corp.,
afhliated with NBC. top
houvly rate of $1,500
represented by Blair
Television, 1adio afhliates:
wpsu-AM-rM. It has

been owned by FEdgar
Stern interests (Royal
Street Stations group
owner) since it went on
the air.

The station began on
Dec. 18, 1948, licensed to
Stephens Broadcasting
Co. Wbsu-AM was the
radio afhiliate., Wopsu-rv
was albliated with ABC
and DuMont and rep-
resented by Blair,
Wosu-FM went on the
air in 1949,

b 1951 the licensee was
changed to Wosu Broad-
casting Corp.; the
station was alliliated with
ABC, CBS, DuMont
and NBC and the rate
was $500. The licensee
was changed 10 Royal
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Street Corp. in 1963
and the rate was $1,300.
Royal Strect had
owned 26.79, of wars-
AM-FM-TV Baton Rouge,
acquired 31.19, for
$148,600 in 1956, and
sold the Baton Rouge
properties for $2.97 mil-
lion in January 1964, to
Guaranty Broadcasting
Co. In December 1964,
it acquircd WALA-AM-TV
Mobile, Ala., from
Willlam O. Pape and
associates for $2.6 mil-
lion. In a spinofl it sold
WALA-AM  (NOW WUNI-
Am) to Leon S. Grant
and wife for $248,000.

WBAL-TV (ch. 11)
Baltimore, licensed to
Hearst Corp., affiliated
with NBC, top hourly
rate of $1,800, represented
by Edward Petry & Co,
radio affiliates: wBAL-
An-rav. 1t has been
owned by Hearst (group
owner) since it went
on the air.

The station began on
March 11, 1948, licensed
along with wBaL-AM
to Hecarst Radio. Tt
was affiliated with NBC
and represented by Petry.

In 1952, the licensee
name was changed to
Hearst Corp., Radio &
TV Division. The rate
was first published
then at $700.

WagAL-FM went on the
air in December 1958,
The riate then was $1.500.

L ¢

WIJZ-TV (ch. 13)
Baltimore, licensed to
Westinghouse Broad-
casting Corp., affiliated
with ABC, top hourly
rate of §1,750, rep-
resented by Television
Advertising Representa-
tives, no radio affitiates. It
has been owned by
Westinghouse (group
owner) since 1957.

The station began on
Nov. 2, 1948 as wAAM-TV,
licensed to Radio-TV
of Baltimore, owned by
Ben and Herman Cohen
and associates. 1t was
alhliated with DuMont
and represented by
Free & Peters.

In 1951, the licensee
name was changed to
Waam Inc. The station
was then represented by
Harrington, Righter &
Pavsons and atliliated

with ABC and DuMont,
with a rate of $650.
Westinghouse Broad-
casting bhought wAAM-TV
for $4.4 million in
June 1957. The calls
were changed to wjz-Tv,
Blair Television hecame
the rep and afiiliation
was with ABC. The
1ate was $1,400.

WMAR-TV (ch. 2)
Baltimore, licensed to
A. S. Abell Co., affiliated
with CBS, top hourly
rate of $1,750, rep-
resented by Katz Tele-
vision, no radio affiliates.
It has been owned by

A. S. Abell Co. (Balti-
mnore Sunpapers’ group
owner) since it went on
the air.

The station began on
Oct. 27, 1947, licensed to
A. S. Abell Co. (pub-
lisher of the Baltimore
Sun and Evening Sun).
1t was affiliated with CBS
and represented by
The Katz Agency.

In 1948, wMAR-FM went
on the air. It went oft
the air in 1951.

The first published
hourly rate was $800
in 1952,

WBZ-TV (ch. 4)
Boston, licensed to
Westinghouse Broad-
casting, affiliated with
NBC, 1op hourly rate of
$3,350, represented by
Television Advertising
Representatives, radio
affiliates: wiz-am-Fum. It
has been owned by
Westinghouse (group
owner) since it went
on the air.

The station began on
June 9, 1948, licensed
along with wWBZ-AM-FM (O
Westinghouse Radio
Stations Inc. It was
affiliated with NBC and
represented by NBC
Spot Sales.

In 1954, the licensce
name was changed to
Westinghouse Broad-
casting Co., the rate was
$2,000 and Free & Peters
was the rep.

Peters, Griffin, Wood-
ward became the rep
in 1956 when the rate
was $2,250, and TVAR
ook over in 1959,
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WNAC-TV (ch. 7)
Boston, licensed to RKO
General Inc., afhiliated
with ABC, top hourly
rate of $3,700, represented
by RKO General Broad-
casting National Sales,
radio affiliates: wNAcC-
AM-FM. It has been
owned by RKO General
interests (group owner)
since it went on the air.

The station began on
June 21, 1948, licensed
along with WNAC-AM
to Yankee Network,
owned by General Tire &
Rubber. It was afhiliated
with DuMont and rep-
resented by Edward
Petry & Co. In October
1948, WNAC-FM went on
the air.

In 1951, the licensee
name was changed to
Yankee Division ol
Thomas S. Lee Enter-
prises to reflect General
Tire's purchase of
Thomas S. Lee Stations
(see KHJ-TV Los Angeles) .
At that time it was
afiiliated with ABC,
CBS, DuMont and NBC.
H-R Television was the
rep and the rate was
$1,250.

In 1952, the licensce
name was changed to
Yankee Network Division
of General Teleradio
(see wor-Tv New York),
and in 1955 it was
changed to RKO Tele-
radio Pictures Inc. In that
year WNAC-TV was affili-
ated with ABC: and
CBS and the rate was
$2,600.

In 1959, the licensce
name was changed to
RKO General Inc., the
station was affiliated with
CBS, the rate was $3,000
and RKO General Sales
had become the rep.

The affiliation was
changed to ABC in 1963.

WJBK-TV (ch. 2)
Detroit, licensed to Storer
Broadcasting Co., affili-
ated with CBS, top
hourly rate of $3,500,

represented by Storer
Television Sales, radio
affiliates: w yBk-AMm-Fm. It
has been owned by
Stoter (group owner)
since it went on the air.

The station began Oct.
24, 1948, licensced along
with wJBK-AM-FM to Fort
Industry Inc., principally
owned by George B.
Storer.

In 1949, the station
was afhliated with CBS
and DuMont and repre-
sented by The Katz
Agency.

The licensee name was
changed to Storer
Broadcasting Co. in
1953 when the rate was
$1.400.

C1BS became the sole
network athliation in 1956
when the rate was $2,200.

WWIJ]-TV (ch. 4
Detroit; licensed to
Evening News Associa-
tion; affiliated with NBC;
top hourly rate ot
$3.600; represented by
Peters, Grithn, Wood-
ward: radio athliates:

ww -aM-FM. It has been
owned by Evening News
Association since it

went on the air.

The station began on
March 4, 1947, as
wuwbE (1v) . It was
licensed along with
wwj-aM-kM to Evening
News Association (pulb-
lisher of the Detroit
Neuws) .

The call was changed
in 1948 to wwJ-Tv and
the station was affiliated
with NBC.

The first published
rate was $1.400 in 1952
and the rep was George
P. Hollingbery Co.

—

WXYZ-TV (ch. 7)
Detroit, licensed to Wxvz
Inc., afhiliated with ABC,
top hourly rate of
$3,300, represented by
ABC Television Spot
Sales, radio athliates:
wxyz-am-eM. 1t has bhecn
owned by ABC Inc.
(group owner) since it
went on the air.

The station began on
Oct. 9, 1948, licensed
along with WXYZ-AM-FM
to Wxvz Inc., owned by

ABC. It was affiliated [
with ABC and repre-
sented by ABC Spot Sales.
The hrst published
rate was $1,100 in 1952.
Blair Television' hecame
the rep in 1953 when
the rate was $1.250 and
ABC Television Spot
Sales took over in 1963
when the rate was $3,000.
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WOOD-TV (ch. 8)
Grand Rapids, Mich.,
licensed to Cime-Life
Broadcast Inc., affiliated
with NBC, top hourly
rate of $1,100. 1epresented
by Katz Television,
radio athliates: woon-
Avi-FMm. It has been
owned by Time-Lite
interests (group owner)
since 1957.

The station hegan on
Aug. 15, 1949, as wiawvary
on channel 7, licensed
to and owned by
Lconard A. Versluis. 1t
was affiliated with ABC,
CBS, DuMont and
NBC, and Pearson
was the rep.

In September 1951, the
station was sold to
Harry M. Bitver and
family lor S1.382.086.
The Bitners owned woob-
AaMm. The call was
changed to woon-1v, the
licensee name was
changed to Grandwood
Bioadcasting Co., Kats
hecume the tep and
the rate was $600).

In 1953, the station
was moved to channel 8,
In September 1957,

wOOD-AM-Iv was sold,
along with wrsM-AM-Tv
Indianapolis and wrcN-
wm-1v Minncapolis-St.
Paul. to 1ime-Lif¢ for
$15.750.000. The licensce
was changed to Woon
Broadcasting Co., the
station was afhliated with
ABC and NBC and the
rate was $1,050.

In 1960 the licensee
name was changed to
Time-Life Broadcast
Inc. Woob-Fy went on
the air in 1962,

In 1963 woob-1v became
a sole NBC aftiliate.
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WKZO-TV (ch. 3)
Kalamazoo, Mich.,
licensed to Fetzer Broad-
casting Co., affiliated
with CBS, top hourly
rate of $1,300, represented
by Avery-Knodel, radio
affiliate: wkzo-am. It has
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been owned by Fetzer
(group owner) since it
went on the air.

The station began on
June 1, 1950, licensed
along with wkzo-anm to
Fetzer Broadcasting.

It was affiliated with
ARBC, CBS, DuMont and
NBC, and Avery-Knodel
was the rep.

The first published
rate was $500 in 1952,

In 1956 the station was
afhliated with ABC and
CBS with a rate of
$1,000. CBS became
the sole afliliation in
1963 when the rate

wias $1,300,

WJIM-TV (ch. 6)
Lansing, Mich,; licensed
to Gross Telecasting

Inc.; affiliated with CBS;
top hourly rate of
$1,000; represented by
Harrington, Righter &
Parsons; radio affiliates:
wJiM-aM-Fa. It has
been controlled by Gioss
interests since it went

on the air.

The station began May
1, 1950, licensced along
with wjin-AM to WiInM
Inc., owned 759, by
Harold F. Gross. It was
affiliated with NBC.

In 1955, the station was
affiliated with ABC, CBS
and NBC, Edward
Petry & Co. was the rep
and the rate was $800.

The licensee name was
changed to Gross Tele-
casting Inc. in 1956,

At that time Peters,
Griffin, Woodward was
the rep and the rate
was $1,000.

Wjim-FM went on the
air in June 1960. CBS was
the sole nctwork affili-
ation and Blair Tele-
vision was the rep.

WCCO-TV (ch. 1)
Minneapolis-St. Paul;
licensed to Midwest
Radio- I'elevision Inc.;
atliated with CBS; top
hourly rate of $2,250;
represcnted by Peters,
Grittin, Woodward; radio
afldiates: weco-AMm,
weco-¥M (CP). It has
heen owned by Minnesota
Tribune and Ridder
Newspapers interests
(group owner) since it
went on the air.

The station began on
]]uly 1, 1949, as wren-tv,
icensed along with
WTCN-AM Lo Minnesota

Broadcasting € _rp.,
owned by Northwest
PPublications (Ridder
Newspapers) and Minne-
sota Tribune Co., each
50%,. It was affiliated
with ABC and Irece &
Peters was the rep.

In 1951, the licensee
name was changed to
Mid-Continent Radio-
Television.

In August 1952, CBS,
which owned 1009, of
wcCco-AM, traded that
station plus $302,000 for
479, of the new
licensee, Midwest Radio
& Television Inc.
WrcN-Tv became wceco-Tv
and Midwest became
licensee of weCo-AM-TV.
As part of the trade, Mid-
Continent sold off
WTCN-AM-FM for $325,000
to Minnesota TV Pub-
lic Service Corp.,
principally owned by
Robert Butler, The
Mid-Continent principals
retained 539 of Mid-
west. At that time
wCCco-Tv’s rate was $900
and the station was
affiliated with CBS and
DuMont.

In November 1954, CBS
sold its 479, of the
stations to Minnecapolis
Star & Tribune Co.
(Minneapolis Star and
Tribune) for $3,950,000.
Minnesota Tribune Co.
owns 149, of Star and
Tribune Co. The station
was a CBS affiliate
and the rate was $1,100.

KSTP-TV (ch. 5) St
Paul-Minneapolis,
licensed to Hubbard
Broadcasting Inc., afhili-
ated with NBC, top
hourly rate of $2,310,
represented by Edward
Petry & Co., radio
affiliates: KsTP-AM-FM. It
has been owned by
Hubbard Interests (Gold
Scal Stations group
owner) since it went
on the air.

The station began on
April 27, 1948, licensed

‘along with KsTr-AM (o

Kstr Inc. It was affiliated
with NBC and Petry
was the rep. The first
published rate was

$900 in 1952

(Kstp Inc. got 239, of
KWK-AM-TV St. Louis in
October 1954, in the
rcorganization of Kwk-Tv.
In October 1957, kwk-Tv
now KMOX-TvV] was sold
to CBS for $4 million.

In May 1958, KWK-AM

was sold to wWEMP-AM
Milwaukee and others
for $1 million.)

(In March 1957, Kstp
Inc. bought KoB-AM-TV
Albuquerque, N.M. for
$1.5 million [See koB-TV].)

Kstp-1v’s licensee
name was changed to
Hubbard Broadcasting in
1960. The rate was then
$1,800. In May 1966,
KSTP-FM went on
the air.

WDAF-TV (ch. 4)
Kansas City, Mo., licensed
to Taft Broadcasting
Co., affiliated with NBC,
top hourly rate of
$1,650, represented by
Katz Television, radio
affiliates: wpAF-AM-FM. It
has been owned by Taft
(group owner) since
1964.

The station began on
Oct. 16, 1949, licensed
along with wpAF-AM to
The Kansas City Star
Co. (Kansas City Star and
Times). WDAF-TV was
affiliated with ABC, CRS,
DuMont and NBC and
was represented by
Edward Petry & Co.

In April 1958, the
stations were sold for
$7.6 million to National-
Missouri TV Inc., sub-
sidiary of National
Theaters Inc. Sale was
under divestiture fotlow-
ing consent judgment

in a civil antitrust

suit brought by the U.S.
Justice Department. At
the time, WDAF-1v was
afhitiated with NBC,
represented by Harring-
ton. Righter & Parsons
with a $1,400 rate.

In July 1960, Trans-
continent Television
Corp. bought the stations
for $9.75 million (for
other TTC interests see
KFMB-TV San Diego) .
WDAF-FM went on the air
in 1961. Petry was then
the rep and the rate
was $1,500.

In April 1964, Tafu
Broadcasting Co. pur-
chased WDAF-AM-FM-TV—
along with WGR-AM-FM-TV
Buffalo, N. Y., and
WNEP-TV Scranton, Pa.—
for $26.9 million. Katz
then became the rep.

KSD-TV (ch.5) St.
Louis, licensed to Pulitzer
Publishing Co., affiliated
with NBC, top howrly
rate of $2,300, repre-
sented by Blair Televi-
sion, radio affiliate: Ksb-
AM. It has been owned by
Pulitzer since it went
on the air.

The station began on
Feb. 8, 1947, licensed
along with ksp to Pulitzer
Publishing Co. (St. Louis
Post-Dispatch) . It was
represented by Free
& Peters.

The first published
rate was $950 in 1952,
Ksp-Ttv was then affiliated
with ABC, CBS,
DuMont and NBC.

NBC Spot Sales took
over as rep in 1954 with
a rate of $1,000. Net-
work affiliation was with
ABC, CBS and NBC.

In 1960, The Katz
Agency was the rep, the
rate was $2,000 and
NBC was the network
affiliation.

KMTV(TV) (ch. 3)
Omaha, licensed to May
Broadcasting Co.,
affiliated with NBC, top
hourly rate of $1,050,
represented by Edward
Petry & Co., radio
affiliate: KMA-AM Shenan-
doah, Towa. It has been
controlled by May
since it went on the air.
The station began on
Sept. 1, 1949. It and
KMA-AM were owned 759,
by May and 25%, by
Central Broadcasting
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(owner of WOC-AM-FM-TV
Davenport and wHO-AM-
FM Des Moines, both
lowa) . Kmtv was affili-
ated with ABC, CBS and
DuMont and Avery-
Knodel was the rep.

In 1952, Petry became
the rep and the rate
was $550. In 1956 the
station affiliated with
NBC and the rate
was $900.

In February 1960,
Central sold its 259,
interest in the stations
to May for $42,250. At
that time the rate
was $1,000.

WOW-TV (ch. 6)
Omaha, licensed to
Meredith wow Inc., affili-
ated with CBS, top
hourly rate of $1.000,
represented by Blair
Television, radio afhliates:
wow-AM-FM. It has been
owned by Meredith
(group owner) since
1951.

The station began Aug.
29, 1949, licensed along
with wow-aM to Radio
Station wow, owned bv
Francis P, Matthews and
associates. It was repre-
sented by Blair,
affiliated with NBC
and the rate was $200.

Wow-AM-Tv were sold
to Meredith wow Inc.,
in September 1951, for
$2.52 million. The
station was then affiliated
with NBC and DuMont.

CBS became the nct-
work affiliation in 1956
when the rate was $850.

Wow-FM went on the
air in May 1961 when
the TV rate was $1,000.

KOB-TV (ch. 4) Albu-
querque, N. M., licensed
to Hubbard Broad-
casting Inc., affiliated
with NBC, top hourly
rate of $450, represented
by Edward Pctiy & Co.,
radio affiliates: Kon-
aM-FM. It has been
owned by Hubbard
interests (Gold Scal Sta-
tion group owncr) since
1957.

The station began on
Nov. 29, 1948, licensed
along with KoB-AM to
Albuquerque Broadcast-
ing Co., principally
owned by T. M. Pepper-
day, publisher of the
Albuquerque Journal.
It was affiliated with
DuMont and NBC.

The licensee was sold
to Time Inc. and

Waync Coy, cach 509,
for $900,000 in May 1952.
(Mr. Coy resigned as
}'CC chairman in Febru-
ary 1952) Kos-1v

was then affiliated with
ABC. CBS, DuMont

and NBC, the rate was
$195 and it was rep-
resented by Branham.

Kos-anm-Tv were sold in
March 1957 to Kstp Inc.
for $1.5 million (sce
ksTP-Tv Minncapolis-

St. Paul) . After the sale,
koB-Tv was affiliated with
NBC, represented by
Petry, and the rate was
%410.

The licensce name was
changed to Hubbard
Broadcasting Inc. in
1963 when the rate
was $450.

KoB-Fy went on the
aiv in August 1967.

WNBF-TV (ch. 12)
Binghamton, N. Y,
licensed to Triangle
Publications, afhliated
with CBS, top hourly
rate of $1,100, represented
bv Blair Television,
radio afhliates: wNBF-
am-FMm. It has been owned
by Triangle (group
owner) since 1955,

The station began
Dec. 1, 1949, licensed
with wNBF-AM to Clark
Associates, owned by
John C. Clark and family.
It was affiliated with
ABC, CBS, DuMont
and NBC.

The first published
rate was $400 in 1952,
Bolling was the rep.

Triangle Publications
hought wWNBF-AM-TV in
May 1955, for $3 million.
Blair became the rep
and the rate was $675.
WNBF-FM went on the ait
in September 1956.
WNBF-Tv was then affili-
ated with ABC. CBS
and NBC and had a rate
of $800.

CBS became the sole
network affiliation in
1963 when the rate
was $1,000.

WBEN-TV (ch. 4)
Buffalo, N. Y.; licensed
to WBEN Inc.; affiliated
with CBS; top hourly
rate of $1,800; rep-
rescnted by Harrington,
Righter & Parsons; radio
affiliatcs: WBEN-AM-FM.
It has been owned by
WBaEeN Inc. (Buffalo
Evening News) since it
went on the air.

The station began on
May 14, 1948, licensed to

\WBEN Inc. WBEN AM-FM
were the radio affiliates.
It was represented by
Fdward Petry & Co.,
athliated with NBC and
the rate was $220.
Harrington, Righter &
Parsons took over as rep
in 1949 when the
station was affiliated
with ABC, CBS, DuMont
and NBC.
In 1955 it becaine a
CBS affiliate. The
rate was $950.

WABC-TV (ch. 7)
New York, licensed to
ABC Inc., affiliated with
ABC, top hourly rate

of $10,000, represented
by ABC Television Spot
Sales, radio afhliates:
WABC-AM-FM. It has been
owned by ABC (group
owner) since it went

on the air.

The station began on
Aug. 10, 1948, as wjz-Tv,
licensed with wjz-an-Fm
to ABC. It was afhli-
ated with ABC and rep-
resented bv ABC
Spot Sales.

In February 1953, the
licensee namc was
changed to ABC-Para-
mount Theaters when
ABC merged with United
Paramount Thecaters
The calls were changed
to WABC-ANM-FA-TV.
Edward Petry & Co. took
over as rcp and the
rate was $3,100.

Blair Telcvision was
the rep in 1956 when
the rate was $3.750.

ABC TV Spot Sales took
over in 1961 with a
rate of $4,890.

The name of the
licensee was changed in
1966 to ABC Inc. The
rate was $10,000.

WCBS-TV (ch. 2) New
York, licenscd to CBS
Inc., afhliated with

CBS, top hourly rate of
$10,000, represented by
CBS Teclevision Stations
National Sales, radio
afhiliates: weBS-AM-FM. It
has been owned by CBS
(group owner) since it
went on the air.

The station began July
I, 1941, as wesw (1V) ,
licensed to CBS. Wakc
was the AM affiliate.
Later that year w67ny
went on as the FM
affiliate. The FM call
was changed to wABC-FM
in 1943.

In 1946 the calls were
changed to WCBS-AM-FM-
1v. It was then repre-
sented by CBS Radio
Sales.

In 1952 it was repre-
sented by CBS TV Spot
Sales and the rate was
$3,750,
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WNBC-TV (ch. 4) New
York, licensed to NBC
Inc., affiliated with NBC
top hourly rate of $10,700,
represented by NBC
Television Spot Sales,
radio affiliates: v/NBC-AM-
FM. It has been owned
by NBC (group owner)
since it went on the air.

The station began July
1, 1941 as wNBT(TV),
licensed with WEAF-AM
and whINY (FM) to NBC.
The station was
afhiliated with NBC and
represented by NBC Spot
Sales. The first published
rate was $3.750 in 1952.

In 1943, the FM call
was changed to WEAF-FM.
In 1946 the radio calls
were changed to
WNBC-AM-FM.

The call letters were
changed in 1955 to
WRCA-AM-FM-TV, The TV
rate was $8,400.

In 1960 the calls were
changed to WNBC-AM-Fm-
Tv and the rate was
$10.200.

< R T

WNEW-TV (ch. 5)
New York. licensed to
Mcetromedia Inc.. inde-
pendent, top hourly rate
of 83.600, represcnted by
Metro TV Sales. radio
afhliates: WNEW-AM-FAIL
It has been owned by
Mctromedia (originally
DuMont Broadcasting
Corp.) intcrests (group
owner) since 1955.

The station began on
May 2, 1944, as waBD
(Tv), licensed to Allen B.
DuMont Laboratorics
Inc., which also operated
the DuMont Tclevision
Network. It was affiliated
with DuMont until that
network went out of
existence in 1955. It was
represented during thosc
ycars by Avery-Knodel,
among others. In 1955 its
rate was $2,200.

When the DuMont
network ccasced operations,
DuMont’s two TV
stations (waBp and
wTTG[TV] Washington)
were licensed to DuMont
Broadcasting Corp., a
then wholly owned
subsidiary of DuMont
Laboratories. In December
1955, DuMont Labhora-
torics spun oft DuMont
Broadcasting, and in the
resultant stock distribu-
tion Paramount Pictures
Inc. wound llp 0\\'llil]g
26.69, of the stations.
(For other Paramount
interests sce KTLA[TV]
Los Angeles.)

In May 1957, DuMont
Broadcasting acquired
wNEw-AM from Richard

MARCH 1968
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D. Buckley, J. D. Wrather
and John L. Loeb and
others for cash and stock
totalling $7.5 million.
After that purchase
DuMont Broadcasting’s
principal owners were:
Paramount, 21.75%,, and
Mr. Buckley, 9.85%,. In
that same year DuMont
bought the construction
permit of WHFL(Fn)
Newark, N. J., and p:ut

it on the air the following
year as WNEW-FM New
York.

In May 1958, DuMont
Broadcasting changed its
name to Metropolitan
Broadcasting Corp.

In January 1959, John
W. Kluge and associates
bought out Paramount’s
interests for $4 million.
Later that year wasp was
changed to wNEw-Tv and
Edward Petry & Co. was
the rep.

In March 1961, the
corporate and licensec
names were changed to
Mectromedia Inc. The rate
went to $3,600 and Metro
TV Sales became the

rep.
e e

WOR-TV (ch. 9) New
York. licensed to RKO
General Inc, independent,
top hourly rate of

$4,000, represented by
KKO General Broadcast-
ing National Sales, radin
athliates: wor-aM-FM. It
has been cwned by RKO
General interests (group
owner) since 1952,

The station began on
Oct. 5, 1949, licensed to
Bamberger Broadcasting
Service Inc., a division of
General Teleradio Inc.
(also licensee of wor-
AM-FM), which was owned
by R. H. Macy Co.
Bamberger was also
licensee of woic (Tv)
Washington (sce
wror-1v Washington) . In
1919, wor-Tv was repre-
sented by Kcttell-Carter,

In January 1952, Macy
sold WOR-AM-FM-TV (0
General Tire & Rubber
Co.’s Thomas S. I.ce
Enterprises Division for
$4.5 million plus $315,000
per year for 25-year studio-
transmitter leases plus
109, interest in General
Tire's General Teleradio

Division. The licensee
name for the wor stations
was changed to General
Teleradio Inc.,, H.R
Television became the
rep and the rate was
$1,500.

In 1955, Macy sold its
shares in General Tele-
radio for $2.25 million
and the licensee name
was changed to RKO
Teleradio Pictures Inc.
In 1960 the licensee name
was changed to RKO
General Inc, RKO
General Broadcasting
National Sales became the
rep. In 1962 the rate
went to $3,000.

i

WPIX-TV (ch. 11)
New York; licensed to
Wrix Inc.; independent;
top hourly rate of $3,000;
represented by Peters.
Griffin, Woodward; radio
affiliate: weix-Fum. It has
been owned by News
Syndicate Co. (Tribune
Co. group owner) since
it went on the air.

The station began on
June 15, 1948, licensed to
News Syndicate Co. (New
York News), owned by
the Tribune Co. (Chicago
Tribune). It was repre-
sented by Frec & Pecters
and the rate was $1,500.

In 1951 the licensee
name was changed to
Wrix Inc.

In 1964, wsrM (FM)
was purchased from the
Wrather Corp. (Jack
Wrather, principal
owner) for $400,000 and
the call letters were
changed to wrix-rFM.

WROC-TV (ch. 8)
Rochester, N. Y., licensed
to Rust Craft Broadcast-
ing Inc, afiliated with
NBC. top hourly rate

of $900, represented by
Edward Petry & Co., radio
afhiliates: wroc-An-1m. It
has been owned by Rust
Craft interests (group
owner) since 1965.

The station began on
June 11, 1949, as whuAM-1V
on channel 6, licensed
with WHAM-AM and
WHFM (FM) to Stromberg-
Carlson Co.. a division of
General Dynamics Coup.
It was athliated with NBC

and represented by
George P. Hollingbery.

In 1953 whAM-TV
moved to channel 5, it
was affiliated with ABC,
CBS, DuMont and NBC
and the rate was $700.

In July 1956, the
stations were sold to
Transcontinent Television
Corp. for $5.1 million.
(For other TTC interests
sce KFMB-TV San Diego) .
In a spinoff, TTC sold
WHAM-AM and WHFM to
Riggs & Green Broad-
casting Inc. for $500,000.
In that year the TV calls
were changed to WROC-TV,
the affiliation was NBC
and ABC, the rep was
Pcters, Griffin, Woodward,
and the rate was $800.

In' November 1961,
TTC sold wroc-TV to
Veterans Broadcasting Co.
and WHEec Inc. for $6.5
million. Veterans (WVET-
Tv) and WHEC Inc.
(wHEC-Tv) had been
sharing channel 10. After
the sale, Veterans turned
over its license to share
on. channel 10 to WHEC
Inc. In turn WHEcC Inc.
turned over its share of
WROC-TV to Veterans. At
this time Veterans also
owned WVET-AM and
wroc-FM. The calls were
changed to WVET-TV and'
WROC-AM-FM, network
affiliation was NBC,
Petry was the rep and the
rate was $900.

(Veterans at this time
owned 80.59, of KTVE[TV]
El Dorado, Ark., which it
had acquired in 1960
for $282,000. It sold KTVE
in 1963 to J. B. Fuqua
for $650,000 plus
assumptions.)

In 1963, the calls were
changed to wroc-Tv and
the station moved to
channel 8.

In February 1965,
Veterans sold WROC-AM-
FM-1v to Rust Craft for
7 million.

WRGB(TV) (ch. 6)
Schenectady, N. Y.
licensed to General
Flectric Broadcasting Co.;
affiliated with NBC; top
hourly rate of $1,250;
represented by Harring-
ton, Righter & Parsons;
ractio afliliates: WGY-Am
and werm (kn) . It has
been owned by General
Electric (group owner)
since it went on the air.

The station began Nov.
10. 1939, as w2xp on
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channel 8, licensed with
wWGY-AM to General
Electric Co. WGFM (Far)
went on the air in 1940,
In 1942, the TV hecame
WRGE on channel 3. It was
moved to channel 4 in
March 1946, was affiliated
with NBC and repre-
sented by NBC Spot Sales.

The first published
rate was $500 in 1952
when the station was
affiliated with ABC, CBS,
DuMont and NBC. Wran
moved to channel 6 in
1954. The rate was then
$750. NBC bhecame the
sole nctwork affiliation in
1957 when the rate was
$1,100.

The Katz Agency was
the rep in 1961 when the
rate was $1,250. The
licensee name was
changed in 1966 to
General Electric Broad-
casting Co.
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WHEN-TV (ch. 5)
Syracuse, N. Y., licensed
to Mercdith Syracuse
Television Corp.,
affiliated with CBS. top
hourly rate of $1,100,
represented by Katz
Television, radio affiliate:
WHEN-AM. It has been
owned by Meredith
(group owner) since it
went on the air.

The station began on
Dec. 1, 1948, on channel
8, licensed to Meredith
Syracuse Television Corp.
It was represented by
The Katz Agency and
afhiliated with ABC, CBS
and DuMont. The first
published rate was $590
in 1952,

Meredith purchased
WAGE-AM from WAGE
Inc. in February 1954,
for $200,000 and changed
the calls to WHEN-AM.
WHEN-TV's ratc was then
£6490.

\WHEN-TV moved to
channel 5 in July 1961,
It was then a CBS affiliate
and the rate was $1,100.
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WSYR-TV (ch. 3)
Syracuse, N. Y.; licensed
to Newhouse Broadcast-
ing Corp.; afhiliated with
NBC; top hourly rate

of $1,500; represented

by Harrington. Righter &
Parsons; radio afhliates:
wsYR-AM-FM. It has been
owned by Newhouse
(group owner) since it
went on the air.

The station began on
Feb. 15, 1950, on channel
5, licensed with wsyR-
AM-FM to Central Ncew
York Broadcasting Corp.,
owned bv S. I. Newhouse
and family. It was
affiliated with NBC and
represented by H-R.

In 1954 it moved to
channel 3. It was then
represented by HR&P
and the rate was $660.
The licensee name was
changed to Newhouse
Broadcasting Corp. in
1960 when the rate was
$1,100.

WKTV(TV) (ch. 2)
Utica, N. Y., licensed to
Mid-New Yoirk Broad-
casting Corp., affiliated
with NBC and ABC. top
hourly rate of $550,
represented by H-R
Television, no radio
affiliates. It has been
owned by Mid-New York
Broadcasting (Paul
Harron, group owner)
since 1958.

The station began Dec.
1, 1949, on channel 13.

It was licensed with
wKAL-AM Rome, N. Y,
to Copper City Broad-
casting Co., principally
owned by Vlyron J
Kallet (Kallet Theaters) .
It was affiliated with NBC
and represented by Cooke.
The first pubiished

rate was $375 in 1952.

The stations were sold
in December 1958 to
Mid-New York Broad-
casting Corp. for $4
million plus. Mid-New
York was then owned
by Paul Harron. (749,),
Gordon Gray (109,) and
others. In 1938 the station
moved to channel 2. It
was then affiliated with
NBC and CBS, repre-
sented by H-R, with a
$£550 rate.

WkAL-AM was sold to
Maurer Broadcasting
Corp. in July 1961, for
$97,000.

WBTV(TV) (ch. 3)
Charlotte, N. C., licensed
to Jefferson Standard
Broadcasting Co.,
athliated with CBS. top
hourlv rate of $1,500,
represented by Television
Advertising Representa-
tives, radio affiliates:
wBT-AM-FM. It has been
owned by Jefferson
Standard (group owner)
since it went on the air.

The station began July
15, 1949, licensed with
WBT-AM-FM to Jefferson
Standard Broadcasting
Co.. a subsidiary of
Jeflerson Standard Lite
Insurance Co. It was
represented by CBS Radio
Sales and the rate was
$175.

In May 1933, wiet-FMm
went oft the air.

TVAR took over as rep
in 1961 when the rate
was $1,350 and affiliation
was with CBS and ABC.

WaT-FM returned to
the air in August 1962.
Wurv's rate was $1.400
and it was solely a CBS
affiliate.

WFEFMY-TV (ch. 2)
Greensboro, N. C.;
licensed to Greensboro
News Co. (Greensboro
Daily News and Record) ;
affiliated with CBS; top
hourly rate of $1,000;
represented by Harington
Righter & Parsons; no
radio affiliates. It has
been owned by Norfolk-
Portsmouth Stations
(Landmark Communi-
cations group owner)
since 1964.

The station began on
Sept. 22, 1949, licensed to
Greensboro News Co. It
was afhliated with ABC,
CBS, DuMont and NBC
and represented by
HR&P. The first
published rate was $500
in 1952,

The station was sold
with Greenshoro Daily
News and Record to
Norfolk-Portsmouth
Stations in December
1964, for $17,168,875.
Greensboro News Co. was
principally owned by
E. P. Jeffers family,
Jefterson Standard Life
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Insurance Co. owned
19.997. The station was
then a CBS affiliate and
the rate was $1,000.

e

WCPO-TV (ch. 9)
Cincinnati, licensed to
Scripps-Howard Broad-
casting Co., affiliated
with CBS, top hourly
rate of $1,750, represented
by Blair Television, no
radio affiliates. It has
heen owned by Scripps-
Howard (group owner)
since 1t went on the air.

The station began on
July 26, 1949, on channcl
4, licensed with wcero-
AM-FM to Scripps-Howuid
Radio Inc., which was
owned by Scripps-Howard
Ncewspapers. It was
athliated with ABC and
DuMlont and representcd
by Branham. The first
published rate was $850
in 1952,

In 1954, wcro-Tv
moved to channel 9. Blair
took over as rep in 1936,
and ABC was the network
affiliation. Wcpo-Tv
became a CBS affiliate in
1961 when the rate was
$1.500.

fn December 19653,
WCPO-AM-FM (now
WUBE-AM and WCXI-Fal)
were sold to Dena
Pictures (Danny Kaye)
and Alexander Broad-
casting Co. tor $700.000.

WKRC-TV (ch. 12)
Cincinnati, licensed to
Taft Broadcasting Co.,
afiliated with ABC, top
hourly rate of #1,850,
represented by Katz
Television, radio athliates:
WKRC-AM-FM. It has bcen
owned by Taft interests
(group owner) since

it went on the air.

The station began on
April 4, 1949, on
channel 11, licensed with
WKRC-AM-FM to Radio
Cincinnati Inc. It was
affiliated with CBS and
represented by The Katz
Agency. The first
published rate was $700
in 1952,

The station moved to
channel 12 in 1953 when
the rate was $850. In
1959, the licensee name
was changed to Taft
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Broadcasting Co. and

the rate was $1,300.
WKRc-Tv became an ABC
affiliate in 1961 with a
rate of $1,750.

WLWT(TV) (ch. 5)
Cincinnati, licensed to
\vco Broadcasting Corp.,
affiliated with NBC, top
hourly rate of $1,850,
represented by Avco
Radio Television Sales,
radio athliate: wrw. It has
been owned by Avco
(group owner) since it
went on the air.

The station began Feb.
9, 1948, on channel 4,
licensed with wiw and
wiwa (Fm) to Crosley
Broadcasting Corp.. a
subsidiary ot Avco Corp.
[t was represented by
Werw Sales and affiliated
with NBC. The first pub-
lished rate was $850 in
1952.

WrLwr moved to
channel 5 in 1953, the
rate then was $1,000,
Wrwa went off the air
that year.

The licensce name was
changed to Avco
Broadcasting Corp. in
'966. Broadcast Com-
munications Group (now
Avco Radio TV Sales)
was the rep and the rate
was $1.850).

WEWS(TV) (ch.5)
Clevcland, licensed to
Scripps-Howard Broad-
casting Co., affiliated
with ABC. top hourly
rate of $2.750, represented
by Blair Television, no
radio afhliates. It has
been owaed by Scripps-
Howard (group owner)
since 1t went on the air.
The station began on
Dee. 17, 1947, licensed
with wrws-Fy to Scripps-
Howard Radio Inc. It
was affiliated with CBS
and DuMont and repre-
scnted by Branham.
WrFws-FM went off the
air in 1951. WEws was
then affiliated with ABC
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and CBS. The first pub-
lished rate was $950 in
1952.

In 1956 Blair became
the rep, wews affiliated
ABC and the rate was
$1,250.

WIJW-TV (ch. 8),
Cleveland, licensed to
Storer Broadcasting Co.,
afhiliated with CBS, top
hourly rate of $2,500,
represented by Storer
Television Sales, radio
afliliates: wjw-an-rm, Tt

has heen owned by Storer

(group owner) since
1054,

The station hegan on
Dec. 19, 1949, as wxrL
(TV) on channel 9,
licensed to Empire Coil
Co., owned principally
by Herbert Mayer. The
first published rate was
$925 in 1952. The station
was represented by The
Katz Agency and affiliated
with ABC, CBS and
DuMont.

WxXEL and krTv (TV)
Portland, Ore., were sold
to Storer Broadcasting in
October 1954, for $8.5
million. Storer bought
WIW-AM-FM from W Jw
Inc. for $330,000 in
November 1954. The TV
call was changed to
wIw-1v and it moved to
channel 8.

At the time of the sale
the station was affiliated
with CBS with a rate of
$1,700. (Storer sold
KpTv in 1957 for $1.89
million to George
Haggarty.)

Storer Television Sales
took over as rep in 1961
when the rate was $2,200.

R

"WKYC-TV (ch. 3)
Cleveland, licensed to
NBC Inc., athliated with
NBC, top homrly rate of
$3,000, represented by
NBC Television Spot
Sales, radio afhliates:
WKYC-AM-FM, It has been
owned by NBC (group
owner) since 1965,

The station began on
Oct. 31, 1948, as wNBK
(Tv) on channel 4,
licensed 1o and owned by
NBC, which also owned
WTAM-AM. It was afhiliated
with NBC and repre-
sented by NBC Spot
Sales.

In 1951, it had a rate
of $900. In 1953, the

station moved to channel
3. In 1954, WIAM-FM
went on the air.

In December 1955,
NBC traded wraM-AM-FM
and wNBK (TV) and $3
million to Westinghouse
Broadcasting for wptZ
(rv) and Kyw-am Phila-
delphia (see Kyw-Tv
Philadelphia) . The
Cleveland licensee became
Westinghouse Broad-
casting Co., the calls were
changed t0 KYW-AM-FM-TV,
the rep was changed to
Peters, Grifiin, Woodwanrd
and the rate was §1,400.

In 1959 the rep was
changed to. Television

Advertising Representa-

‘ tives and the rate went
‘ to $2,200.

In February 1965, under
t FCC order, NBC and
|

Westinghouse traded
back the Philadelphia
and Cleveland properties
with NBC paying an
additional $150,000. The
licensee was changed
back to NBC, the calls
were changed to wkyc-
AM-FM-Tv, the rep was
changed to NBC Spot
Sales and the rate went
to $2,500.

WBNS-TV (ch. 10)
Columbus, Ohio, licensed
to WanNs-Tv Inc.,
(Columbus Dispatch) ,
affiliated with CBS, top
hourly rate of $1,500,
represented by Blair
Telcvision, radio affiliates:
WBNS-AM-FM. It has been
owned by Columbus
Dispatch interests since
it went on the air,

The station began on
Oct. 5, 1949, licensed
to Dispatch Printing Co.,
which also owned wuns-
AM. WBNS-TV was
affiliated with CBS,
represented by Blair and
the rate was $200.

WBNs-FM went on the
air in June 1959, The

WBNS-Tv rate was then
$1,200. The name of the
licensce was changed in
1966 to WaBNs-1v Inc.
The rate was $1,500.

WLWC(TV) (ch. 4)
Columbus, Ohio, licensed
to Avco Broadcasting
Corp., affiliated with
NBC, top hourly rate of
$1,200, represented by
Avco Radio Television
Sales, no radio afhliates.
It has been owned by
Avco (group owner)
since it went on the air.

The station began on
April 3, 1949, on channel
3. licensed to Crosley
Broadcasting Corp., a
suhsidiary of Avco Corp.
It was affiliated with NBC
and represented by WrLw
Sales. WLWF (FM) went on
the air in 1949. The first
published TV rate was
$625 in 1952,

In 1953 wLwr went off
the air. In 1954 wLwc
moved to channel 4 and
the rate was $800. The
licensee name was
changed in 1966 to Avco
Broadcasting. At that time
the station was repre-
sented by Broadcast
Communications Group
(now Avco Radio TV
Sales) , and thé rate was
£1,150.

WTVN-TV (ch. 6)
Columbus, Ohio, licensed
to Taft Broadcasting Co.,
affiliated with ABC, top
hourly rate of $1,200,
represented by Katz
Television, radio
affiliates: WTVN-AM-Fm. It
has been owned by Talt
(group owner) since
1953.

The station began
Aug. 30, 1949 licensed to
Picture Waves Inc., owned
by Edward Lamb (see
wicu-1v Erie, Pa). It
was athliated with ABC
and DuMont and repre-
sented by 11-R Television.
The ftirst published rate
was $675 in 1952,

The station was sold to
WrvN Inc.,, owned by
Tatt Broadcasting, in
February 1953, tor $1.5
million. Taft hought
WHKC-AM from United
Broadcasting in July 1954
for $258,000 and changed

the calls to wrTyN-AM. At

A
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that time Katz was the
rep and the rate was $600.

In April 1959, WTVN-FM
went on the air, WTVN-TV
was then afhliated with
ABC and the rate was
$1.000.

The licensee name was
changed to Taf1 Broad-
casting in 1960 when the
rate was $1,200.

WHIO-TV (ch. 7)
Dayton, Ohio, licensed
to Miami Valley Broad-
casting Corp., affiliated
with CBS, top hourly
rate of $1,500, represented
by Edward Petry & Co.,
radio affiliates: wiro-As-
FM. lt-has been owned
by Cox (group owner)
since it went on the air.

The station began Feb.
23, 1949, on channel 13,
licensed with wWHIO-AM-FM
to Miami Valley Broad-
casting Corp., owned by
Cox Broadcasting Corp.
It was affiliated with
ABC, CBS and DuMont
and represented by The
Katz Agency. The first
published rate was $750
in 1952 when George P.
Hollingbery & Co. was
the rep.

The station moved to
channel 7 in 1953. The
rate was then $800. It
became a CBS affiliate in
1956 when the rate
was $850.

WLWD(TV) (ch. 2)
Dayton, Ohio, licensed
to Avco Broadcasting
Corp.. affiliated with NBC
and ABC, top hourly
rate of $1.500, represented
by Avco Radio Television
Sales. no radio affiliate.
It has been owned by
Avco (group owner)
since it went on the air.
The station began
March 15, 1949, on
channel 5, licensed with
wrwa (FM) 1o Crosley
Broadcasting Corp., a
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subsidiary of Avco Corp.
It was aftiliated with NBC
and represented by Wrw
Sales. Its rate was

then $200.

In 1953 wLws went off
the air and wLwp moved
to channel 2. It was then
afthliated with ABC and
NBC and the rate was
$750.

The licensee name was
changed to Avco Broad-
casting Corp. in 1966. At
that time the rate was
$1.300 and Broadcast
Communications Group
(now Avco Radio TV
Sales) was the rep.

WSPD-TV (ch. 13)
Toledo, Ohio, licensed to
Storer Broadcasting Co.,
aftiliated with ABC and
NBC, top hourly rate of
$1.500, represented by
Storer Television Salcs,
radio affiliates: wspp-
AM-FM. It has been owned
by Storer (group owner)
since it went on the air.

The station began on
July 21, 1948, as wrvr
(Tv), licensed along with
WSPD-AM-FM to Fort
Industry Co., owned by
George B. Storer. It was
afhliated with DuMont
and NBC and represented
by The Katz Agency.
The first published rate
was $600 in 1952,

The call letters were
changed in 1949 to
wspp-TV. The licensce
namec was changed to
Storer Broadcasting Co.
in 1953 when the station
was affiliated with ABC,
CBS, DuMont and NBC,
and the rate was $700.
It was affiliated with ABC
and NBC in 1960.

WKY-TV (ch. 4)
Oklahoma City, licensed
to WKy Television
System Inc. (Oklahoma
Publishing Co.),
affiliated with NBC. top
hourly rate of $1,000,
represented by Katz
Television, radio affiliate:
wKY-AM. It has been
owned by Oklahoma
Publishing (Wky-Tv
Systecm group owncr)
since it went on the air.
The station began
June 6, 1949, licensed
along with WKy-AM to
Wky Radiophone Co.,
owned by Oklahoma
Publishing. It was repre-
sented by The Katz
Agency and afhliated with
ABC, CBS. DuMont and
NBC. The hrst published
ratc was $650 in 1952.
The liccnsee name was
changed in 1958 to Wky
Television Syvstem. WKY-
Tv was afhliated with
NBC and the rate
was $950.

KOTV(TV) (ch. 6)
Tulsa, Okla., licensed to
Corinthian Television
Corp., affiliated with CBS,
top hourly rate of $1,000.
represented by H-R
Television. It has becn
owned by Corinthian
interests (group owner)
since 1954,

The station began on
Oct. 22, 1949, licensed
to and owned by Gceorge
Cameron. It was afhliated
with ABC, CBS, DuMont
and NBC, and Adam
Young was the rep.

In July 1952, it was sold
to J. D. Wrather and
Helen Alvarer for $2.5
million. The licensee was
changed to Wrather-
Alvarez Inc. (For other
Wrather-Alvercz interests
sce KFMB-Tv San Diego.)
It was affiliated with
ABC, CBS and NBC.
Edward Petry & Co. was
the rep and the rate
was $500.

In May 1954, it was sold
to Corinthian Television
for $4 million and the
licensce was changed to
Kotv Inc. The station
was afiliated with CBS
and the rate was §750.
In 1959, H-R became
the rep and the rate was
$825. In 1962, the licensee
name was changed to
Corinthian Tclevision
Corp.
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WICU-TV (ch. 12)
Eric, Pa., licensed to
L.amb Communications
Inc., affiliated with NBC,
top hourly rate of $750,
represented by Avery-
Knodel, no radio
affiliates. It has been
owned by the Lamb
tamily since it went on
the air.

The station began on
March 15, 1949, as wicu
(1v), licensed along with
wIKK-AM to Dispatch Inc,
owned by Edward Lamb
and family. It was
affiliated with ABC, CBS,
DuMont and NBC, and
was represented by H-R
Television. The first
published rate was $500
in 1952,

The call was changed
to wict-1v in 1958 when
WIKK-1M became wiCU-AM.
NBC and ABC were the
network afhliations, Blair
Television was the rep
and the rate was $700.

The licensee name was
changed to Air-Way Inc.
in 1960. The next year
it was changed to
Gibralter Enterpriscs.
NBC became the sole
ncetwork affiliation in
1964. The liccnsee name
changed back to Dispatch
Inc. in 1965. In 1967 the
licensec name became
Lamb Communications
Inc. and wicu-1M was
sold to J. Harry Dorn-
heggen for $275.000.

== 3

WJAC-TV (ch. 6)
Johnstown, Pa.: licensed
to Wjac Inc.; athliated
with ABC and NBC; top
hourly rate of $1,100;
represented by Harring-
ton. Righter & Parsons;
radio affiliates: wjAc-AM-
Fn. It has been owned by
the Johnstown Tribune
Publishing Co. (Johns-
town Tribune) since it
went on the air.

The station began
Sept. 15, 1949, on
channel 13, licensed along
with W JAC-AM-FM (O
Wjac Inc. It was
affitiated with NBC and
represented by H-R
Television. The first
published rate was $450
in 1952, The Katz Agency
was the rep.

The station moved to
channel 6 in 1953, and
the rate was $550. HR&P

took over as rep in 1959.
W jac-Tv became affiliated
with NBC and ABC in
1966 when the rate was
$1,100.

e

WGAL-TV (ch. 8)
Lancaster, Pa., licensed

to WeaL-tv Inc., affiliated
with NBC. top hourly
rate of $1.,500, represented
bv Meeker Co., radio
affiliates: WGAL-AM-FM. It
has been owned bv the
Steinman tamily (group
owner) since it went on
the air.,

The station began on
March 18, 1949, on
channel 4. licensed along
with WGAL-ANM-FM to
WecAL Inc.. owned by J.
Hale Steinman, John F.
Steinman and family. It
was affiliated with ABC,
CBS and NBC, repre-
sented by Mceker and
the rate was $200.

The station moved Lo
channel 8 in 1953, It was
afhliated with ABC, CBS,
DuMont and NBC and
the rate was $700. The
licensee name was
changed to Wear-tv Inc
in 1963. At that time
the station was affiliated
with NBC and the rate
was $1.200.

P ——

KYW-TV (ch. 3)
Philadelphia. licensed to
Westinghouse Broad-
casting Co.. afhliated with
NBC. top hourly ratc of
$4,250, represented by
Tetevision Advertising
Repicsentatives, radio
affiliate: kKyw-Ad. It

has been owned by
Westinghouse interests
(group owner) since 1965.

The station began in
September 1941, as
wriz(1v), licensed to
and owned by Philco
Corp. In the late '40s, it
was an NBC affiliate and
represented by NBC Spot
Sales. In 1953, Westing-
house. which owned
KYw-aM, bought werz for
$8.5 million. The licensec
was changed to Westing-
house Broadcasting Co.,
Free & Pcters was the
vep and the rate was
$2.500.

In January 1956,
Westinghouse traded
wpTZ and Kyw-aM to NBC
for NBC'’s Cleveland
outlets, wTAM-AM-FM and
wNBK (TV) and $3 million
(see wkyc-Tv Cleveland) .
Under NBC, the calls
were changed to wrcv-
am-Tv, NBC Spot Sales
was the rep and the rate
was $3,200.

In June 1965, under
FCC order, Westinghouse
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and NBC traded back thel
Philadelphia and
Cleveland properties.
The calls were changed
back to KYwW-AM-TV.
Westinghouse Broad-
casting was again the
licensee, TVAR was the
rep and the rate was
$4,100.

[

WCAU-TV (ch. 10)
Philadelphia, licensed to
CBS Inc., affiliated with
CBS. top hourly rate of
$5.000, represented by
CBS Television Stations
National Sales, radio
afliliates: wcau-anm-FMm. It
has been owned by CBS
(group owner) since
1958.

The station began on
March 15, 1948, licensed
along with wcau-am-Fu
to Wcau Inc., owned by
the Bulletin Co.,
(Philadelphia Bullelin) .
It was affiliated with CBS
and represented by CBS
Radio Sales. The first
published rate was $1,500
in 1952,

WCAU-AM-FM-1V were
sold to CBS in July 1958
for $15.6 million plus $4.4
million for land and real
estate. CBS Television
Spot Sales became the rep.

Lo

WFIL-TV (ch. 6)
Philadelphia, licensed 1o
Triangle Publications,
afliliated with ABC, top
hourly rate of $6,100,
represented by Blair
Television, radio affiliates:
WFIL-AM-FM. It has been
owned by Triangle
(group owner) since it
went on the air.

I'he station began
Sept. 13, 1917, licensed
along with werL-AM-rm 10
Triangle Publications
(Philadelphia Inquirer) .
The station was affiliated
with, ABC and DuMont
and represented by The
Katz Agency.

The first published rate
was $1,500 in 1952, 1p
1955, Blair became the

rep and the rate was
$2,400. In-1956,

wriL-Tv was an ABC
affiliate and the rate was
$3,200.

KDKA-TV (ch. 2)
Pittsburgh, licensed to
Westinghouse Broadcast-
ing Co.. affiliated with
CBS, top hourly rate
of $2,500, represented by
Television Advertising
Representatives, radio
afhliates: KDKA-AM-FM.
It has been owned by
Westinghouse (group
owner) sirice 1955,

The station began Jan.
11, 1949, on channel 3
as wpTv (Tv) , licensed to
Allen B. DuMont
Laboratories Inc. (for
other DuMont interests
sce WNEW-TV, New York) .
It was affiliated with
DuMont Television
Network.

The station was frst
represented by Railton in
1950 when it was affili-
ated with ABC, CBS,
DuMont and NBC.

The first published rate
was $800 in 1952.

Woprv moved to chan-
nel 2 in 1953, it was
represented by Railton
and DuMont Spot Sales
and the rate was $1,200.

Westinghouse Broad-
casting Co. bought the
station in January 1955
for $9.75 million. The
call letters were changed
to KDKA-TV, and KDKA-
AM-FM, already owned
by Westinghouse, became
the radio affiliates.

Irce & Peters was the
rep and the TV rate
was $1,500.

TVAR took over as
rep in 1959 when the
station was afhliated with
CBS and the rate
was $2,400.

WJAR-TV (ch. 10)
Providence, R. 1., licensed
to “The Outlet Co.,
affiliated with NBC, top
hourly rate of $1,550,
represented by Edward
Petry & Co., radio afli-
liate: wjAR-AM. 1t has
been owned by The Out-
let Co. (group owner)
since it went on the air,

The station began July
10, 1919, on channel 11
licensed along with
WJAR-AM-FM  to The
Outlet Co. It was affili-
ated with NBC.

h was first represented
by Bannan and Weed in
1950. The fivst pub-

lished rate was $750

in 1952, At this time
the station was afhliated
with ABC, CBS,

DuMont and NBC.

In 1953, wJAR-TV moved
to channel 10 and the
rate was $850.

WJAR-FM went off the
air in 1954. At that time
Weed Television was
the rep, thc WJAR-TvV
ratc was $1,000 and the
station was affiliated with
ABC, NBC and DuMont.

Pctry took over as rep
in 1957 when the sta-
tion was affiliated with
ABC and NBC and the
rate was $1,300. NBC
became the sole net-
work affiliation in 1964
when the rate was
$1,550.

WMC-TV (ch. 5)
Memphis, licensed to
Scripps-Howard Broad-
casting Co., affiliated with
NBC, top hourly rate

of $1,400, represented by
Blair Television, radio
affiliates: wmc-AM-Fm, It
has been owned by
Scripps-Howard (group
owner) since it went

on the air.

The station began Dec.
11, 1948, on channel 4
as wMCT (Tv) licensed
along with wmc-amM and
WMCF (FM) to Mcmphis
Publishing Co., owned
by Scripps-Howard. It
was affiliated with NBC.

The first published rate,

was $625 in 1952. At
this time the station was
affiliated with ABC.
CBS, DuMont and NBC
and represented by
Branham.

The station moved to
channel 5 in ‘1953,

In 1960 licensee name
was changed to Whic
Broadcasting Co., the
station was affiliated with
NBC, represented by
Blair, and had a
vate of $900.

The licensce name was
changed to Scripps-
Howard Broadcasting
Co. in 1963 and the rate
was $1,300. At that time
WAMCGE hecame WMC-FM.,

In 1966 the TV calls
were changed to wme-Tv.

WSM-TV (ch. )
Nashville, licensed to
Wssm Inc. (National Life
& Accident Insurance
Co.), affitiated with
NBC, top hourly rvate of
$1.175, represented by
Edward Petry & Co.,
radio aflitiate: wsa-ant, Tt
has been owned by
National Life & Accident
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Insurance since it went
on the air.

The station began Secpt.
30, 1950, licensed along
with wsM-AM to WsMm
Inc. It was affiliated
with NBC, CBS, ABC and
DuMont, Petry was the
rep and the rate was
$200.

NBC became the sole
network in 1956 when
the rate was $800.

KRLD-TV (ch. 4)
Dallas-Fort Worth,
licensed to Times-Herald
Printing Co., affiliated
with CBS, top hourly
rate of $2,300, represented
by H-R Television,

radio affiliates: KRLD-AM-
FM. It has been owned
by Times-Herald interests
(Dallas Times-Herald)
since it went on the air.

The station began
on Dec. 3, 1949,
licensed with KRLD-AM-FM
to KrLb Radio Corp.

It was affiliated with
CBS and Branham was
the rep. The first
reported rate was $400
in 1951,

In 1959 the licensee
name was changed to
Times-Herald Printing
Co., Advertising Time
Sales was the rep
and the rate was $1,300.

WERRA-TV (ch. 8)
Dallas-Fort Worth,
licecnsed to A. H. Belo
Corp., affiliated with
ABC, top hourly rate of
$2,000, represented by
Edward Petry & Co,,
radio affiliates: WFAA-AM-
Fum. It has been owned
by A. H. Belo Corp.
(Dallas Morning Neuws)
since 1950 .

The station began on
Scpt. 17, 1949, as
KBTV (TV) , licensed to
Lacy-Potter Television
Broadcasting Co., owned
by Rogers Lacy and Tom
Potter. It was affiliated
with DuMont and rep-
resented by Adam
Young. The first
published rate was
$400 in 1952

A. H. Belo Corp.,
owner of WFAA-AM,
bought the station in
March 1950, for $612,774.
The call letters were
changed to wWFAA-Tv.

WFAA-FM went on the
aiv in 1961. At that time
WFAA-TV was affiliated
with ABC, represented
by Petry and the
rate was $1,800.
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WBAP-TV (ch. 5)
Fort Worth-Dallas,
licensed to Carter Publi-
cations Inc., affiliated
with NBC; top hourly
1ate of £2,000; rep-
resented by Peters, Griffin,
Woodward; radio affili-
ates: WBAP-AM-FM. [t
has been owned by
Carter (Forth Worth
Star-Telegram) since it
went on the air.

The station began on
Sept. 29, 1948, affili-
ated with NBC and
represented by Free &
Peters. The first pub-
lished rate was $500 in
1951. It was affiliated with
ABC and NBC from
1950-1956. In 1956 the
rate was $1,000. Since
then it has becn
solely an NBC afhiliate.

KPRC-TV (ch. 2)
Houston, licensed to
Houston Post Co., affli-
ated with NBC, top
hourly rate of $1,600,
represented by Edward
Petry & Co., radio
affiliate: Kprc. It has been
owned by Houston Post
Co. (Houston Post)
since 1950.

The station began Jan.
1. 1949, as KLEE-TV,
licensed along with
KLEE-AM to W. Albert
Lee. It was affiliated with
CBS, NBC, ABC and
DuMont.

The first published rate
was $300 in 1950 and
Petry was the rep.

The Houston Post Co..
licensee of KPRC-AM-FM,
bought the station in
May 1950 for $740.000.
Mr. Lee retained KLEE-AM.
The TV call was
changed to KPRC-TV.

KPrRC-FM was sold in
QOctober 1958, to Taft
Broadcasting Co. for
$20,000. Krrc-Tv was then
afhliated with NBC and
the rate was $1,200.

KENS-TV (ch. 5) Sun
Antonio, Tex.; licensed
to Express Commu-
nications Inc.; afhliated
with CBS; top hourly rate
of $850; represented by
Peters, Grifin, Wood-
ward; no radio affiliates.
It has been owned by
Harte-Hanks Newspapers
(group owner) since
1962.

The station began Feb.
15, 1950, as KEYL (TV),

licensed to San Antonio
Television Co., owned by
W. L. Pickens, R, L.
Wheelock and H. H.
Cottield. It was afhiliated
with DuMont and rep-
resented by Adam Young.
The first published

rate was $400 in 1952,

The station was sold to
Fort Industry, owned
by George B. Storer
(group owner), in July
1951 for $1.05 million.
The station was then
afhiliated with ABC, CBS
and DuMont and rep-
resented by Blair.

Storer bought kagrc-am
in 1953 from Texas
State Network interests
for $70.000. The stations’
calls were changed 10
KGBS-AM-TV. KGBS-TY wals
then represented by
The Katz Agenev with
a rate of $500.

Storer sold the stations
in October 1934, 10
Express Publishing Co.
(San Antonio Express
and News), for $3.5
million. At the same time
Express sold KTsa-avi-ry
to O. R. Mitchell
Motors Inc. for
$175.000.

Kers-Tv hecame KENs-Ty
and the radio afhliate
hecame KENs-anm. The
TV rate then was $600.

In July 1962, there
was a transfer of control
of Express Publishing
Co. from Frank G.
Huntress Jv., the estate
of George W. Bracken-
ridge and others
through sale of stock
to Harte-Hanks News-
papers tor S6,256.000.

At the same time, nexs-
AM was sold to Texas
Star Broadcasting Co..
owned by Roy Hofhcinz,
for $700.000.

In 1967 the licensee
name was changed to
Express Communications,
the station was affiliated
with CBS, represented
by PGW and had a
rate of $900.

- —

WOABRBI-TV (ch. 4) San
Antonio, licensed to Avco
Broadcasting Corp..
affiliated with NBC, top
hourly rate of $995,
represented by Avco
Radio Television Salcs,

radio afhiliate: woril-am.
It has been owned by
\vco (group owner)
since 1965,

The station began on
Dec. 11, 1949, licensed
along with woatl-am to
Southland Industries Inc.,
owned by Hugh Halff
and familv, 769, and
the Natjonal Jewish
Hospital of Denver, 24¢
T he station was afhli-
ated with ABC, CBS
and NBC and was repre-
sented by Edward
Petry & Co.

In 1958 the National
Jewish Hospital sold
its interests to the Halit
familv for $1,145,000.
At that time WOAI-TY
was an NBC afhliate and
the rate was $700,

In September 1965,
Southland sold woar-aM-
v to Crosley (now
Avco) Broadcasting
Corp. for $12 million.
Broadcast Cominunica-
tions Group (now .\vco
Radio Television Sales)
hecame the ep.

KCPX-TV (ch. 1) Salt
Lake City, licensed to
Screen Gems Broadcasting
Corp., affiliated with
ABC, top hourly

rate of 3760, represented
by Metro TV Sales.
vadio afhliates: KCpx-an-
FML It has been owned by
Columbia Pictures
interests (Screen Gems
group owner) since 1959,

The station began on
July 1, 1948, as Kpvi-1v,
licensed to Intermountain
Bioadcasiing & Tele-
vision Corp. and owned
by S. S. Fox and
associates. Mr. Fox
already owned kopyr-am-
FM. KpYL-Tv was an NBC
affiliate and was repre-
sented by Blair
Television.

In June 1953, the
Intermountain stations
were purchased by Time
Inc., 809, and G.
Bennet Larson, 209,
lor $2.1 million. The
TV call letters werc
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changed to ktvr (Tv) . The
rate was then $575.

In December 1959, the
stations were solc to
Columbia Pictures
Electronics Co., wholly
owned by Columbia
Picturcs, for %3.1 million.
The calls were changed
to KCrXx-AM-FM-Tv, The
Katz Agency was the
tep and the rate
was $650.

In January 1963, the
stations were sold for
$2.4 million to Screen
Gems Broadcasting Corp.,
which is 899, owned
bv Columbia Pictures.
Kcrx-tv was then an
ABC affiliate.

-

KSL-TV (ch. 5) Salt
Lake City; licensed to
kst Inc.; afhliated with
CBS; top hourlv rate

of $800; represenied

hv Peters, Grifim, Wood-
ward; radio affhliates:
Kst-aM-Fm. It has bheen
owned by the Mormon
Church (Bonneville
Stations group owner) ,
since it went on the air.

The station began June
1, 1949, licensed along
with ksl -AM-FM to Radio
Scrvice Corp. ot
America, principally
owned by the Church
ot Jesus Christ of Latter
Dayv Saints.

The station was first
aftiliated with \BC, CBS
and DuMont and was
represented bv CBS
Radio Sales in 1951, In
1952, the fivst published
rate was $390 and CBS
Television Spot Sales
took over as rep.

CBS hecame the sole
network afhiliation in 1956
when the rate was $575.
Blair Television took
over as rep in 1961
with a rate of $650.

In 1964, the licensce
name was changed to
Kis Inc., PGW took
over as rep and the rate
was $700.

WTAR-TV (ch. 3)
Norfolk, Va., licensed to
WTAR Radio-TV Corp.
(Norfolk Necwspapers
Inc.), affitiated with CBS,
top hourly rate of
$1,050, represented by
Edward Petry & Co.,
radio afhliates: WTAR-AM-
FM. It has been owned
by Norfolk Newspapers
Inc. (Landmark Com-
munications group
owner) , since it went
on the air.

The station began
April 2, 1950, on channel
4, licensed along with
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WTAR-AM-FM 10 WTAR
Radio Corp. It was rep-
resented by Petry and
affiliated with NBC.

The first published rate
was $535 in 1952. At
this time the station was
affiliated with ABC,

CBS, DuMont and NBC.
In 1954, wTAR-TV moved
to channel 3, it was
affiliated with ABC, CBS
and DuMont and the
ratc was $760.

WTAR-FM went ofl the
air in 1955,

In 1960, the licensce
name was changed to
WtaAR Radio-TV Corp., it
was affiliated with CBS
and the rate was $875.
WTAR-FM returned to the
air in 1961.

WTVR-TV (ch. 6)
Richmond, Va., licensed
to Roy H. Park Broad-
casting of Virginia Inc.,
affiliated with CBS,

top hourly rate of $875,
represented by Blair
Television, radio affili-
ates: WTVR-AM-FM. It has
been owned by Roy H.
Park (group owner)
since 1965.

The station began April
22, 1948, as WTvR (TV) ,
licensed along with
WMBG-AM and wCOD-FM to
Havens & Martin Inc.,
owned principally by
Wilbur M. Havens. It
was affiliared with NBC
and repreented by Blair.
The first published
rate was 5600 in 1952.

The station was sold
along with wMBG-AM and
wcobn-rm to Roy H. Park

Broadcasting in Novem-
ber 1965, for $5,017,185.
The call letters were
changed to WTVR-AM-FM-
1v. The rate was $750.
WTVvR-TV became affili-
ated with CBS in 1960.

KING-TV (ch. 5)
Scattle, licensed to King
Broadcasting Co., affili-
ated with NBC, top
hourly rate of $1,575,
represented by Blair
Television, radio affiliates:
KING-AM-FM. It has been
owned by King Broad-
casting (group owner)
since 1949,

The station began on
Nov. 25, 1948 as KRSC-TV.
1t was licensed along
with KRSC-AM-FM to
Radio Sales Corp., owned
by P. K. Leberman.

King Broadcasting Co.
bought the stations in
July 1949 for $375,000
and the calls were
changed to KING-AM-FM-
Tv. KING-TvV was then
affiliated with CBS.
DuMont and NBC and
represented by Blair. The
first published rate was
8550 in 1952,

King Broadcasting sold
259 of the station to
Hearst Broadcasting in
1951 for $375,000. This
was repurchased in
1953 for $450,000. At that
time KING-Tv ‘was affili-
ated with ABC, CBS,
DuMont and NBC and
the rate was $625.

e i

WSAZ-TV (ch. 3)

Huntington, W. Va,,
licensed to Capital Citices
Broadcasting Corp.,
affiliated with NBC, top
hourly rate of $1,700,
represented by Katz
Television, radio affiliate:
wsaz-aM. It has been
owned by Capital Cities
(group owner) since
1964.

The station began
Nov. 15, 1949, on
channel 5, licensed with
wsAZ-AM to Wsaz Inc.
owned by Huntington
Publishing Co. (Hunt-
ington Herald-Dispatch
and Advertiser) and
John A. Kennedy. The
station was affiliated with
ABC, CBS, DuMont
and NBC, and The Katz
Agency was the rep.

(In 1951 Mr. Kennedy
purchased krMB-Tv San
Diego. See KFMB-TV.)

In 1952, Mr. Kennedy
sold 379, in WsAZ-AM-TV
to Huntington Pub-
lishing for $385,000,
and 119, to Florine Katy,
wife of Eugene Katz,
head of The Katz Agency,
for $114;000. Wsaz-Tv’s
rate then was $540, and
the station moved
to channel 3.

In March 1961, the
stations were sold for $6.1
million to the Goodwill
Stations Inc., which then
owned WJR-AM-FM
Detroit and wWJRT-Tv
Flint, Mich. Goodwill
was principally owned by
G. A. (Dick) Richards
trusts and others. Wsaz-
tv was then affiliated
with NBC and the rate
was $1,300.

In July 1964, wsAz-AM-

TV were sold—with
wJR-AM-FM—to Capital
Cities Broadcasting Corp.
for $15,141,330. (At the
same time Goodwill sold
WJRT-TV to John B.
Poole and associates

for $6 million.) WsAz-TV's
rate then was $1,450.

WTM]-TV (ch. 4)
Milwaukee; licensed to
The Journal Co.; affili-
ated with NBC; top
hourly rate of $1,800;
represented by Harring-
ton, Righter & Parsons;
radio affiliates: WTMJ-AM-
M. It has been owned
by The Journal Co.
(Milwaukee Journal)
since it went on the air.

The station began
Dec. 3, 1947, on channel
3. It was licensed along
with wrMJ-aM to The
Journal Co. It was first
represented by Edward
Petry & Co. and
affiliated with NBC,
ABC, CBS and DuMont.

In April 1950, wTMJ-FM
went off the air. At- '
that time HR&P was
the rep.

The first published rate
was $800 in 1952,

In July 1953, wrMmj-Tv
moved to channel 4. It
was affiliated with ABC,
NBC and DuMont and
the rate was $1,050.

NBC became the sole
network affiliation in
1955 when the rate
was $1,150.

WTM]J-FM returned to
the air in June 1959.
The wTMJ-TV rate was
then $1,450.
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THE GROUPS THAT OWN PRE-FREEZE STATIONS
(Listing runs through next five pages. All broadcast holdings shown.)

ABC-owned stations, 1330 Avenue of the
Americas, New York: A division of American Broad-
casting Co.'s Inc., publicly held corporation.

Wanc-An-FM-TV New York; WIS-AM-FM, WBKB-TV
Chicago; KGo-AM-FM-Tv San Irancisco; KABC-AM-FM-TV
Los Angeles; WXyz-AM-FM-Tv Detroit; KQV-AM-¥M
Pittsburgh. ABC is sceking ¥CC approval for
purchase of kxyz-am-rm Houston, ABC Inc. also owns
a chain of motion picture theaters.

T e e

Avco Broadcasting Corp., 1600 Provident
Tower, Cincinmati: A subsidiary of Avco Corp., a
publicty held corporation. Avco Corp. is a highly di-
versihed manufacturing and research firim,

Wew-am, wiwT(Tv) Cincinnati; wrwe (tv) Colum-
bus and wiwe (Tv) Dayton, hoth Ohio; wLwi(Tv)

*‘americanradiohistory com

Indianapolis; WOAI-AM-TV San Antonio; WwbpC-AM-FM
Washington; KyA-AM, koIT (FM) San Francisco.

Avco Broadcasting also owns Avco Radio Television
Sales Inc. and is half owner of Meredith-Avco

Inc., multiple CATV owner.

e

Baltimore Sunpapers stations, 6100 York
Road, Baltimore: Owned by A. S. Abell Co., publisher
of the Baltimore Sun and Evening Sun.

WhniAr-Tv Baltimore; wBoc-Am-EM-Tv Salisbury, Md.

——
e
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Bonneville International stations, 145 Social

Hall Avenue, Salt Lake City: Owned by the

Bonneville International Corp., which is controlled

by the Corp. of the President of the Church of

Jesus Christ of Latter Day Saints (Moimon Churchy.
Ksr.-aM-FM-Tv Salt Lake City; KIRO-AM-FAl-TV

Seattle; Kip-AM-FM-Tv Idaho Falls and KBOI-AM-FM-TV

Boise, both ldaho; kmMBz-AM, KMBR (FM) kansas City,

Mo.; wrFM (FM) New York; wnyw Scituate, Mass,,

international shortwave station.

Capital Cities stations, 24 East 5lst Street,

New York: Capital Cities Broadcasting Corp. is a pub-
licly held corporation, which is merging with
Fairchild Publications.

WROW-AM-FM, WTEN (Tv) Albany and wksw-aM-Tv
Buffalo, both New York; wenc (tv) Adams, Mass.;
WTVD (Tv) Durham, N. C.; wsaz-am-tv Huntington,
W. Va.; kTrRk-TV Houston; wJr-ArM-FMm Detroit;
KroL-anM-FM Los Angeles; wpPAT-AM-FMm Paterson,

N. J.; wpro-AM-FM Providence, R. I. Fairchild has
three daily newspapers: Women’s Wear Daily, Daily
News Record and Home Furnishings Daily; five
weeklies: Drug News, Electronic News, Footwear
News, Metalworking News and Supermarket News, and
bimonthly Men’s Wear Magazine. It also operates
Fairchild News Service, which syndicates news

and features to 14 U, 8. dailies and to papers in
London and Paris,

g R e

CBS-owned stations, 51 West 52d Street, New

York: CBS Inc. is a publicly held corporation.
Wess-AM-FM-TV New York; KNX-aM-FM, KNXT (TV)

Los Angeles; wBBM-AM-FM-TV Chicago; WCAU-AM-FM-TV

Philadelphia; kmox-aa-Far-1v St. Louis; kCas-

aM-FM San Francisco; wEeEI-AM-FMm Boston. Other

CBS Inc. subsidiaries are: CBS/Columbia

Group (CBS Educational Services, Columbia Records,

CBS International, CBS Direct Marketing Services,

CBS Musical Instruments) ; CBS/Comtec Group

(CBS Laboratories, CBS Television Services,

CBS/EVR inc)); New York Yankees; Holt. Rinehart

& Winston Inc. It also has interests in Canadian

Wirevision Ltd., National Cablevision Ltd.,

Express Cable Television Ltd. and Victorial Cable-

vision Ltd., all Canada, and has an option to acquire

minority interest in Television Signal Corp.

San Francisco.

Chris Craft Industries stations, 915 North
La Brea, Hollywood: A subsidiary of Chris Cratt
Industries, a publicly held corporation. Chris Craft
Industries is a2 manufacturer of Chris Craft boats
and interior automobile trimmings.

Kcor (1v) Los Angeles, wTcN-Tv Minneapolis-St.
Paul, kptv (Tv) Portland, Ore.

e

Corinthian stations, 110 West 51st Street,
New York: Corinthian Broadcasting Corp. is princi-
pally owned by John Hay Whitney, 26.5%,: Whitney

1

Communications Corp., a partnership in which

Mr. Whiiney is principal stockholder, 39.17,; J

other Corinthian executives, 12.39,, and public, 22,19
Koty (1v) Tulsa, Okla.; wisH-Tv Indianapolis;

wANE-1v Fort Wayne, Ind.; kKiiou-tv Houston;

KXTV (Tv) Sacramento, Calif.

SR, [

Cox Broadcasting stations, 1601 West Peach-

iree Strect N.E., Atlanta: Cox Broadcasting Corp.

is a publicly held corporation. James M. Cox |
and family are principal owners.

WsB-AM-1M-TV Atlanta; wHIO-AM-FM-Tv Dayton,
Ohio; wsoc-am-FM-Tv Charlotte, N. C.; wWIOD-AM-FM
Miami; wic-tv Pittsburgh; krvu (tv) Oakland-

San Franasco. Other Cox properties are: \Walter
Schwimmer Inc., Bing Crosby Productions Inc., Cox
Cablevision Corp., Video Service Co., United Technical
Publications. Cox family also owns Atlanta

Journal and Constitution, Dayton News and Journal
Herald, Miami News, Spring/ield (Ohio)

News and Sun.

Evening Star stations, 4161 Connecticut
Avenue N.W., Washington: Evening Star Broadcasting
Co. is owned by Evening Star Newspaper Co.,
publisher of Washington Lvening Star and Sunday Star

Warat-am-Fa-1v. Washington; wiva-am-tv Lynch-
hurg, Va., wen (tv) Charleston, S, C.

John E. Fetzer stations, 590 West Maple

Street, Kalamazoo, Mich.: John E. Fetzer owns Fetzer

Stations. He is also president of Detroit Tigers.
WKzo-am-Tv Kalamazoo, wwrv-FMm-tv Cadillac,

WJEF-aM, wJFM (FM) Grand Rapids, wwup-Tv Sault

Ste. Marie, all Michigan; koin-Tv Lincoln, KGin-TV

Grand Island, both Nebraska. Others interests:

Fetszer Cablevision.

A ke R =5

General Electric stations, 1400 Balltown

Road, Schenectady, N. Y.: General Electric Broadcast-

ing Co. is a wholly owned subsidiary of General

Electric Co., which is a publicly held corporation.

General Electric Co. is a diversified electronics

manufacturer. |
Wey-av, werFa (FM), WRGB (TV) Schenectady, N, Y,;

wSsIX-AM-FM-Tv Nashville. General Electric is seeking ‘

FCC approval for purchase of KOA-AM-FAM-TV d

2lis
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Denver. General Electric Cablevision Corp., a
wholly owned subsidiary of GE Co., has CATV systems
in New York, Mississippi and West Virginia.

Golden West Broadcasters stations, 5858
Sunset Boulevard, Los Angeles: Gene and

Ina Mae Autry, 52.9%; Robert O. Reynolds,

28.99,, and Loyd C. Sigmon, 3.95%,, arc principal
stockholders.

Kympec-ani, KTLA (TV) Los Angeles, ksro-AM San
Francisco, xvi-AM Scattle, XEx-Ant Portland, Ore. M.
Autry is also controlling stockholder of
KOOL-AM-FM-TV Phoenix and korLp-axi-tv Tucson,
Ariz, Other GWB divisions: California
Angels, Airwatch-Sigalert Inc,, GWB Advertising
and Promotion,

Gold Seal stations, 3415 University Avenue,

St. Paul: Stanley E. Hubbard, 61.799,; Didrikke S,

Hubbard, 15849, are principal stockholders.
KsTr-AM-FM-TV  St. Paul-Minneapolis; KoB-AM-

FM-TV Albuquerque, No M.; weTo-am Cypress Gardens,

Fla.; construction permits for wroG (Tv) St.

Petersburg and wore-1v Ocala, both Florida.

Paul Harron stations, Smith Hill Road, Utica,
N. Y.: Paul Harron and family, 619, are
principal owners.

WkTv (Tv) Utica, N. Y.; wnTw-pM-Tv Poland
Spring-Portland, Me. Mr, Harron also owns con-
trolling interest in Central New York Cable TV Ing,

Hearst stations, 959 Eighth Avenue, New Yorhk:
Hearst Corp. is controlled by William Randolph
Hearst family, '

WBAL-AM-FM-TV Baltimore; WISN<AM-FM-TV
Milwaukee: WTAE-AN-FM-TV Pittsburgh; wApPa-am
San Juan, P.R. Hearst newspapers ave: Baltimore
News-American, Albany (N. Y.) Times-Union
and Knickerbocker News, Boston Record-American and
Sunday Adveriiser, Los Angeles Herald-Examiner,
San Antonio (Tex.) Light, San Francisco Examiner,
Seatile Posi-Intelligencer and Puck—The Comic
Weekly (newspaper supplement). Hearst magazines are:
Cosmopolitan, Good Househkeeping, Harper’s Bazaar,
Town and Country, House Beautiful, Bride and
Home, Moior, Motor Boaling, Sporis Afield,
Popular Mechanics, Science Digest and American
Druggist. 1learst also owns Avon Books and scven
British magazines,

T T e T R e e

Jeiferson Standard stations, | Julian Price
Place, Charlotte, N. C.: Jellerson Standard
Broadcasting Co. is a subsidiary of Jellerson Standard
Life Insurance Co.

Wur-AM-FM, Wity (Tv) Charlotte and wnig-AM
Greenshoro, both North Carolina; werw (Tv)
Flovence, 8. €. Sale of wiTw 1o Daily Telegraph Print-
ing Co, (wis-An-rM-1v Bluelicld, W, Va) pending
FCC approval. Jeflerson Standard Broadcasting
is also 509, owner of Jeflerson-Carolina
Corp., owner of CATV’s in North Carolina.

King Broadcasting stations, 320 Aurora
Avenue North, Scattle: King Broadcasting Co. is

principally owned by Mrs, A. Scott Bullitt,
Kina-an-par-Tv Seattle; kcw-am-tv Portland, Ore.;

KREM-AM-1'A-TV Spokane, Wash.  King Broadcasting

also owns CATV's in Seattle and Longview, Wash,

Landmark Communications stations, 720

Boush Street, Norfolk, Va.: N. C. Frank Batten

and estate of Mrs. Fay M. Slover are principal owners.
Wrar-aM-FM-Tv Norfolk, Va.; wrmy-Tv

Greensboro, N. €. Landmark also owns Greenshoro

News and Record, Norfolk Virginian-

Pilot and Ledger-Star and Tele-Cable Corp.,

operator of CATV’s in Alabama and West Virginia.

Meredith Broadcasting stations, 3501 Far-
nam Street, Omaha: Meredith Broadcasting is a
subsidiaiy of Meredith Publishing Co,, a publicly
held corporation.

KPrHO-AM-FM-Tv Phocnix; KCMO-AM-FM-TV  Kansas
City, Mo.; wow-aAM-FM-Tv Omaha; WHEN-M-T)
Syracuse. N. Y. Meredith Broadcasting is 509, owner
in Meredith-Avco Corp., multiple CATV owner.
Meredith Publishing magazines are Better
Homes and Gardens and Successful Farming. It also
publishes text books, consumer books and manu-
factures world globes.

Metromedia Inc., 277 Park Avenue, New York:

A publicly held corporation whose other

interests include Foster & Kleiser (outdoor advertising),
Metro Transit Advertising, Ice Capades, Wolper
Productions, Dickie Raymond Inc. and

O. E. Mclntyre. .

WNEw-AM-FM-TV New York; Ki.Ac-AM, KMET (FM),
K1Tv (TV) Los Angeles; wrTe (Tv) Washington;
wHK-AM-FM Cleveland; wip-AMm, wyyw (FM)  Philadel-
phia; kmBc-Tv Kansas City, Mo.; wWCBM-ANM-FM
Baltimore; kNEw-am Oakland, Calif; Ksrr (FM)

San Francisco. Metromedia also owns Metro Radio
Sales and Metro TV Sales. It is seeking FCC approval
of purchase of construction permit of Ksan-TV

San Francisco.

Midwest Television stations, 509 South

Neil Street, Champion, I1l.: Owned by August

C. Meyer and wife, 519,; Lindsay-Schaub Newspapers
Inc.,, 209, and others,

Wcia (Tv) Champaign and wyBD-AM-FM-TV Pcoria,
both Illinois; KFMB-aAM-FM-TV San Diego. Interlocking
ownership with Champaign News-Gazelte (WpWs-
aM-FM) . Lindsay-Schauly Newspapers are:

Decatur (111) Herald and Review (WsOY-AM-FM) ;
Champaign-Urbana Courier; Metro-East (East

St. Liuis, I11) Journal; Carbondale, 1., Southern
Ilinoisan; Edwardsville (111) Intelligencer. It also
publishes weckly Venice (Fla) Gondolier and
weekly New Port. Richey (Fla)) Press.

Minneapolis Star and Tribune stations, 50
South Ninth Street, Minneapolis: Minneapolis

Star and Tribune is controlled by members of
Cowles tamily., Cowles family are principals of
Cowles Communications Inc,, a pubticly held
corporation.

Weeo-am-FM-Tv  Minneapolis  (479%,) ¢ KTVH (TV)
Hutchinson-Wichita, Kan. (939,): Harper’s Magazine
(5097,) ; Soo Electronics Inc., Sioux City, Neb.,

CATYV; Cowles Communications interests arve:
KrNT-AM-TV Des Moines, Iowa; WREC-AM-FM-Tv Mem-
phis; wisa-1v Daytona Beach-Orlando, Fla.; Look,

18 ‘FELEVISION MAGAZINY
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Family Circle and Venture magazines; Insider’s
Newsletter; San Juan (P.R.) Star; Gainesville

(Fla)) Sun; Lakeland (Fla) Ledger; Suffolk (N.Y))
Sun. Gardner Cowles, chairman of Cowles Commu-
nications, is publisher of Des AMoines Register

and Tribune, and principal owner ot Fort

Pierce (Flay News-Tribune.

e T

NBC-owned stations, 30 Rockeleller Plaza,

New York: A division of Radio Corp. of America, a
publicly owned corporation. RCA is a major
clectronics manufactuner; makes RCA Victor records,
radios, phonographs and television scts; operates

RCA Communications Inc, and owns Random

House book publishers.

WNBC-AM-FM-TV New York; wre-aM-FyM-Tv Wash-
ington; wKyc-am-rum-1v Cleveland: whAQ-AM-FM-TV
Chicago; KNBR-AM-FM San Francisco; KNBG (1v)

Los Angcles; wjas-an-Far Pittshurgh. NBC owns
Palisades Cablevision Inc,, which owns Kingston Cable-
vision Inc., Kingston, N. Y., CATV.

Newhouse Broadcasting stations, 1030

South James Strect, Syracuse, N. Y.: Newhouse Broad-
casting Corp. is owned by Samuel 1. Newhouse

and family.

WsyR-AM-FM-Tv Syracusc and wsYE-1v Elmira-
Corning, both New York; wapi-as-rm-rv Birming-
ham, Ala; wrra-ss-rM-Tv Harrishuig, Pa.;

KTvi (Tv) St. Louis; KoIN-asi-Ext-1v Portland, Ore.
(509,) ; kHBC (TV) Denver, 209,. Newhouse newspapers
are: Syracuse Post-Standard and Herald-Journal,
Newark (N.J.) Star Ledger, Jersey City (N.].)

Jersey Journal, Long Island (N.Y.) Press, Staten
Island (N.Y.)) Advance, Harrisburg (Pa.) Patriol and
Neuws, Portland Oregonian and Oregon Journal, St.
Louis Globe-Democrat, Birmingham News, Hunlsville
(Ala.) Times, Mobile (Ala.) Register and Press,
Cleveland Plain-Dealer, Pascagonla (Miss) Chronicle,
New Orleans Times-Picayune and States & Iiem,
Springfield (Mass.) (/nion and News, Denver Posi
(209,) . Newhouse family also controls Conde

Nast Publications Inc., publisher of Fogue, Made-
moiselle, House and Garden, Glamnour, The Bride’s
Magazine, Analog Science, Ficiion /Science Fart,
Ainerican Modeler, Air Progress. Newhouse Broadcast-
ing also owns Newchannels Corp., CATV opcerator

in New York and Alabama.

—_——— e

Norton stations, 725 South Floyd Sticet, Louis-
ville, Ky.: controlled by Mrs. Jane Morton Noiton.

WAVE-AM-TV Louisville, Ky.; wrIE-Tv Evansville, Ind;
WFRV-TV Green Bay, Wis. Group is sccking FCC
approval for purchase of wmr-an-1v Cedar Rapids,
Towa. (WwT stations also own 50%, of CATV systems
in Minnesota and Towa.)

Outlet Co. stations, 176 Wcybosset Sircet,
Providence, R. 1.: wholly owned by The Outlet Co,,

a publicly owned firm. Joseph S. Sinclair and family
own 3139 The Outlet Co. owns department

stores in irs own name in Providence, Cranston

and Pawtucket, all Rhode Island; through its

Cherry & Webb Co. subsidiary its operates specialty
stores in Barrington, Newport, Providence and War-
wick, all Rhode Island, and Fall River, Lawrence,

wWwWw.americanradiohist

Lowell and New Bedford, all Massachusetts;

owns Newport Air Park Inc. and Newport

Air Park Aero Sules; The Touraine Stores Inc., a w
Massachusctts {irm that operates 12 women's

specialty shops.

WJAR-AM-TV Providence; wpBo-AM-FM-TV Orlando,
Fla.; kono-1v San Antonio, Tex. The Outlet Co., with
Blonder-Tongue Laboratories Inc., owns The
Outlet/B-T Co., which holds CATV franchises in
Councecticut. The Outlet Co. also owns 759,
of Com-Cable TV Inc., which has CATV systems in
California.

Pacific and Southern stations, Pacitic and

Southein Broadcasting Co. is principally owned

by Fox, Wells and Rogers (investment bankers)

32,99, DcSales Harrison Jr. and wife, 49.349,. Mous.

Harrison owns 5.659, of Gold Seal Stations.
Woxi-a, wan-Tv Atlanta; wkxit(Fm) Smyrna, Ga.;

wsAl-AM, winl (Fa) Cincinnati; KHON-T\

Honolulu; kHaw-1v Hilo, kvit-Tv Wailuku, both

Hawaii.

s . e m—

Palmer stations, 805 Brady Street, Davenport.
Iowa: Owned by Dr. D. D. Palmer and family.

Woc-ar-rat-Tv Davenport, WHO-ad-FM-Tv Des
Moines, both Towa. Palmer Broadcasting Co. owns
CATV's in Florida and California.

Park Broadcasting Co. stations, 408 Eas!
State Street. Ithaca. N. Y.: Owned by Roy H. Park.

WnNCT-AM-FM-TV Greenville, N. C.; WDEF-AM-FM-1V
Chattanooga; winL-Tv Johnson City. Tenn.:
WTVR-AM-1M-TV Richmond, Va.; wrer (Tv) Wilmington,
N. C. (809%,) .
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Post-Newsweek stations, 40th and Brandywine
Streets N. W., Washington: A subsidiary of the
Washington Post Co.. which is controlled by Mrs.
Katharine Graham and family.

Wror-am-rv-1v. Washington: wjxT (Tv) Jacksonville,
Fla. Washington Post Co. publishes Washinglon
Post and owns Newsweek magazine.

—_— e e e L . — e

Ridder Publications stations, 50 South Ninth
Street, Minnecapolis: Ridder Publications Inc. is
controlled by Victor F. Ridder and familv.
Wcco-am-FM-Tv Minneapolis-St. Paul (26.59) ; | I
wDsM-AM-TV Supcerior, Wis.-Duluth, Minn.: kspN-1a1 |
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Aberdeen, S. D.; ksss-am Colorado Springs. Ridder
newspapers are: St. Paul Pioneer-Press and Dispatch,
Duluth News-Tribune and Herald, New York
Journal of Gommerce, Aberdeen (S. D., American-
News, Grand Forks (N. D.) Herald, San Jose

(Calif.) Mercury and News, Long Beach, (Calif.)
Independent and Press-Telegram, Pasadena (Calit.)
Star-News and Independent, Garden Grove (Calif.)
News, Gary (Ind.) Post-Tribune and minority interest
in Seattle Times.

Ll g W N

RKO General Broadcasting stations, 1440
Broadway, New York: A division of RKO General Inc,,
which is owned by General Tire & Rubber Co., a
publicly owned corporation. General Tire is a
diversilied corporation involved in manufacture of
rubber goods, plastics, chemicals and storage batteries.
Wor-AM-FM-TV New York; wNAc-AM-FM-TV Boston;
KHJ-AM-FM-TV Los Angeles; kKrrc-Am-Fm San Francisco;
WHBQ-AM-TV Memphis; wenis-an-Far Washington;
wHCT (Tv) Hartford, Conn. RKO Genceral controls
CKLW-AM-FM-TV Windsor, Ont. (Detroit) . Other RKO
General interests iare: RKO Sound Studios, RKO
Radio Pictures, RKO General Broadcasting National
Sales and Vumore Inc., operator ol CATV’s in
\rizona, California, Kansas, Mississippi, Missouri,
New Mexico, Oklahoma and Texas.

T

Royal Street Corp. stations, 520 Royal Street,
New Orleans: Owned principally by Edgar B. Stern
Jr., 78.6%.

Whpsu-ax-FA1-TV New Orleans; waLa-tv Mobile, Ala.

Scripps-Howard Broadcasting Co.,

1100 Central Trust Tower, Cincinnati. \ publicly held
corporation with the majority of stock held by the

E. \W. Scripps Co.

Wero-Tv Cincinnati; wews (Tv) Cleveland; wnic-
AM-FM-Tv Memphis; wrtv (Tv) West Palm Beuch,
Fla.; wnox-am Knoxville, Tenn, Scripps-Howard
Broadcasting is 499, owner of Telerama Inc., CATV
operator in Ohio. Scripps-Howard newspapers aic:
Cleveland Press, Cincinnati Post & Times-Star,
Pitishurgh Press, Columbus (Ohio) Citizen-Journal,
Washington Daily News, Knoxville (Tenn) News:
Sentinel, Memplis Commercial Appeal and Press-
Scimitar, Fort Worlh Press, I:l Paso Herald-Post,
Albuquerque (N. M) Tribune, Covington Kentucky
Post & Times-Star, Denver Rocky Mountain News, .
Lvansville (Ind.) Press, Birmingham (Ala.) Post-
Herald, Hollywood (Fla) Sun-Tattler (all dailiesy ,
Stuart (Fla) News (weekly) .

T A Ee T e —n————

Screen Gems Inc. stations, 711 Filth Avenue,
New York: Owned 899, by Columbia Pictures Inc.,
a publicly held corporation.

Keex-ant-var-1v Salt Lake City; wvur (Tv) New
Orlearis; wAra-1v San Juan, P. R, wore-rv Aguadilla,
PR (38.39%) . Screen Gems is also a syndicator of
elevision programs and feature films,

Rust Craft Broadcasting Co. stations,
320 Market Street, Steubenville, Ohio: Wholly owned
by Rust Craft Greeting Cards Inc., a publicly held
corporation.

Wstv-aM-FM-TV Steubenville, Ohio; wWrcB-TV
Chattanooga; wrpw-TV Augusta, Ga.; WPIT-AM-FM
Pittsburgh; wsor Tampa, Fla.; wrROC-AM-FM-TV
Rochester, N. Y.; wrce-AM-FM Philadelphia; wwor-
AM-Fn Buffalo, N. Y., and wjks-Tv Jacksonville, Fla. Tt
is an applicant for channel 20 in Utica, N. Y. Rust
Craft’s Neptune Broadcasting. Corp. operates CATV's
in Ohio, Pennsylvania and West Virginia.

Sarkes Tarzian stations, 3490 Bluff Road,
Indianapolis: Sarkes Tarzian Inc., a manufacturer of
electronic components, is owned by Sarkes Tarzian and
family.

Wrtv (Tv) Bloomington-Indianapolis; wWTTs-AM,
wTTv-FM Bloomington; WATI-AM Indianapolis;
werTa (Tv) Roanoke-Fort Wayne, Ind.; wrTH (FM)
Fort Wayne.

Steinman Stations, 8 West King Street,
Lancaster, Pa.: Owned by John F. Steinman, estate of
]J. Hale Steinman and familics.

Waear-AM-FM-Tv Lancaster, wkso-am Harrisburg,
worK-AM York, wesr-am-ra Easton, all Pennsylvania;
WDEL-AM-FM Wilmington, Del,; xoAT-tv Albuquerque,
N. M.; Kvoa-tv Tucson, Ariz.; wTev (Tv) New
Bedford, Mass.-Providence, R, 1. Steinman newspapers
are: Lancaster Intelligence Journal, New Era and
News.

Storer Broadcasting Co. stations, 1177
Kane Concourse. Miami Beach: A publicly held
corporation, which is 85.79, owner of Northeast
Airlines and 1009, owner of Storer Leasing Corp,,
which leases jets to Northeast.

Wisk-am-tm-Tv Detroit; wyw-aM-FM-Tv Cleveland;
wsen-AN-Fm-Tv Toledo, Ohio; wrTl-tv Milwaukee;
WAGA-TV Atlanta; wsBk-tv Boston; WIBG-AM-FM
Philadelphia; woss-anxt-ry Miami; waN-aM New York:
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kGBs-AM Los Angeles. Storer Broadcasting also
operates Storer Television Sales Inc. and Storer Cable
TV Inc., CATV operator in California.

Taft Broadcasting Co. stations, 1906 |
Highland Avenue, Cincinnati: A publicly held
corporation with 439, of the stock held by the Taft
and Ingalls families.

WKRC-AM-FM-TV Cincinnati; WTVN-AM-FM-TV
Columbus, Ohio; wWBRC-AM-FM-Tv Birmingham, Ala,;
WGR-AM-FM-Tv Buffalo, N. Y.; wbaF-aM-FM-Tv Kansas
City, Mo.; wNEP-Tv Scranton/Wilkes-Barre, Pa. Taft
Broadcasting also owns Hanna-Barbera Productions Inc.

Time-Life Broadcast Inc. stations, Timc and
Life Building, Rockefeller Center, New York: A
wholly owned subsidiary of Time Inc., which is a
publicly held corporation.

Krz-AM-FM-TV Denver; woob-AM-FaM-Tv Grand
Rapids, Mich.; KoGo-AM-FM-TV San Diego; KERO-TV
Bakersfield. Calif.; wFBM-aM-FM-Tv Indianapolis. Time-
Life Bioadcast Inc. operates CATV’s in Indiana,

New York and Michigan. Time Inc. magazines are:
Timne, Life, Fortune, Sports Illustrated.

Triangle Publications Inc. stations, 4100
City Line Avenue, Philadelphia: Triangle Publications
is owned by Walter H. Anncnberg and family.

WFIL-axt-FM-Tv Philadelphia; wivii-tv Lancaster-
Lebanon and wFBG-AM-FM-Tv Altoona, both
Pennsylvania; wxNBF-am-FM-Tv Binghamton, N, Y ;
KIRE-AM-FM-TV Fresno, Calif.; wNHc-AM-Fa-TV New
Haven, Conn. Triangle also operates CATV's in
New York, Pennsylvania and California. Triangle
newspapers are: Philadelphia Inquirer and Daily
News, New York Morning Telegrapl, Daily Racing
Form, its magazines are: TV Guide, Seventeen,
Official Detective.

Tribune Co. stations, 2501 Bradley Placc,
Chicago: Tribune Co. wholly owns WeN Continental
Broadcasting Co. It has interlocking ownership
(McCormack-Patterson families) with the News
Syndicate Inc., owned by the New York Daily News.

Wen Continental Stations: woN-am-Tv Chicago;
KWGN-TV Denver; kpar-aar-rv Duluth, Minn. News
Syndicate Stations: wprix-rM-Tv New York; wicc-am
Bridgeport, Conn. Tribune Co. vewspapers:
Chicago Tribune, Chicago’s American and Sunday
American, Fort Lauderdale (Fla) News, Pompano
Beach (Fla.) Sun-Sentinel, Orlando (Fla)) Sentinel-
Star. WoN Continental owns WeN Televents Inc.,
which operates a CATV system in \Michigan.

Westinghouse Broadcasting Co.,

90 Park Avenue, New York: A wholly owned
subsidiary of Westinghouse Electric Corp., which is a
publicly held corporation. Westinghousc Electric
manufactures industrial and domestic clectrical
apparatus and appliances.

WBZz-aM-FM-TV Boston; KDKA-AM-1M-TV Pittshurgh;
KYw-aa-Tv Philadelphia; keix (tv) San Francisco;
wiNn-aAM Chicago; wjz-tv Baltimore; KFwn-aat lLos
Angeles; wowo-ax Fort Wayne, Ind.; wiNs-am New
York. WWestinghouse Broadcasting also owns WBC
Productions, WBC Program Sales, Radio Advertising
Represcutatives and Television Advertising
Representatives, Through WBC Program Sales it has
CA'TV's in Florida and Georgia.

WKY Television System Inc.,

Britton Road. Oklahoma City: A subsidiary of the
Oklahoma Publishing Co., controlled by E. K.
Gavlord and familv. Oklahoina Publishing also owns
Mistletoe Express, Publishers Petroleum (oil
exploration and production), Package Engineers
(wrapper labels), Colorgraphics.

Wky-av-Tv Oklahoma City; wrvr (tv) Tampa, Fla;
KTVT (Tv) Fort Worth-Dallas; kutv (TV) Houston;
wvTv (Tv) Milwaukee. Oklahoma Publishing’s news-
papeis are The Daily Oklahoman and Oklahoma
City Times. Iis magazines are The Fariner Stockian
and RX Golf and Travel.

P—— —— N

Wometco Enterprises Inc. stations, 306
North Miami Avenue, Miami: A publicly held
corporation that also owns a theater chain, Washington
(D. C) vending-machine firm and the Miami
Seacuarium.

Wrvy (Tv) Miami; wLos-aM-Fm-Tv Asheville. N, C;
kvos-Tv Bellingham, Wash., and wrea-Tv Jacksonville,

Fla. (159).
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A crazy, mixed-up
television season

Any program scheduler or buyer
who placed his bets on 1967-68
according to the way the cards
fell in earlier years was in for
some surprises. The season now
drawing toward its end was like
no other in television history.

by Walter Spencer

52 TELEVISION MAGAZINE

A major advertising agency's programing vice pi
ident calls it “‘the season ot hitless wonders.”

One of the Big Three network programing bos
found in it “one of the most exciting factors in
years as a programing executive.”

An important producer and loquacious televisi
commentator could see its most excitingly creati
moments not in programing but only technique
network coverage of weekend football games.

“It,” of course, is the 1967-68 network televisi
season. What was ballyhooed in the warmth of ea
September as a concatenation of fresh delights (*
Very Special Season,” crowed ABC; “The Year
Event Television,” proclaimed NBC) is shuffle
slightly shopworn and all but set to rest in the ch
reflection of March. Was it an eventful televisic
year? What was special?

“There wasn’t a damn thing new,” says one-tin
production executive and now ad agency vice pre
ident Lee Rich. Although most media experts dor
go quite that strong, there was general agreement th
this was far from a period of revolutionary innov
tion. Yet the season now running out did see son
important shilts and signs of developing or maturis
trends.

In ‘the former, there were the indications th
audiences are becoming more selective in the
viewing and more sophisticated in their acceptance s
controversial material. In the latter, there was tl
almost total dominance ol movies, the decline of th
situation comedy, the ascension of the special and tk
take-over of the ever-longer format.

For the network programers, it was a year ¢
unusually high batting averages. Although nobody h:
any home runs, all had fewer strike-outs. The seaso
opened with 27 new entries in the 82-show prime-tin
lineup. There were only 10 mid-season changes, seve
fewer than the year before, representing nine hours ¢
reprograming per week, as against 1214 hours the yez
before and the lowest in four years.

Reviewing the changes network by network th
individual breakdowns show: CBS, one program, on
hour, replaced this year as against four program
three hours last season; NBC, three programs, twi
and-a-half hours this year, a slip from the two show
onc hour in 1966-67; ABC, six shows, five-and-a-ha
hours vs. the 11 shows, eight-and-a-half hours the ye:
betore.

CBS made the fewest changes. At mid-season, onl
The Jonathan Winters Show replaced Dundee an
The Culhane in the 10-11 p.m. Wednesday slot. NBt
was next, putting three new programs: Rowan an
Martin's Laugh-In for The Man From UN.C.LE.:
8-9 pm. on Monday, The Hollywood Squares I
Accudental Famnily in the 9:30-10 p.m. Friday spot an
The Saint for Maya at 7:30-8:30 p.m. on Saturda
ABC, bringing up the rear, nevertheless improved 1}
track record, with six show changes. There were foul
replacements and two schedule changes: It Takes |
Thief lor The Invaders at 8:30-9:30 p.m. Tuesda
with The Davaders moved into the 10-11 p.an. spot ¢
Hollywood Palace on the same night with Palae
going back to its old 9:30-10:30 p.m. Saturday sp
dumping Tron Horse; The Avengers for The lege

3
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. ¢ Custer 7:30-8:30 p.m. Wednesday; Good Com pany
copped with no network service substitution in the
)-10:30 p.m. Thursday hole; Operation Entertain-

. 7ent in the 8:30-9:30 p.m. Friday space originally
“lotted to Hondo.

- Of the eight casualties, (there were 1l outright

iplacements a year ago), all but two (NBC's U.N.-
. C(L.E. and ABC’s Iron Horse) were rookies. (CBS

‘arted the fall with seven new shows in six hours;

"BC eight new ones for seven hours, and ABC 11 new

iaes in eight-and-a-half hours.)

Four of the shot-down series were westerns (ABC's
‘ondo, Iron Horse and Custer and CBS's Dundec) .
he others were a spy program (NBC's UN.C.L.E\),
situation comedy (NBC's dccidental Fanuly), an
wventure show (NBC's AMaya) and a celebritv-inter-
ew format (ABC’s Good Com pany) .

The spread in time over which replacements were
ade was one of the broadest in recent years, a tact
at further blurred the not-so-long-ago rage ot a
scond-season concept.

The juggling period reached from CBS's killing ol
Iundee with the Dec. 20 show to NBC's AMaya exit on
b. 17. Bv that time network executives, already
tinking of the 1968-69 season, had begun to an-
wunce some of the next season’s replacements (or at
ast some ot the shows that won’t be back, such as
BC’s Scope and Batman and NBC's Bell Telephone
lour/News Actualities) .

What's. more, the season even got oft to one ol its
rore ragged starts, with NBC unveiling its new line-
0 a week after the Sept. 5 start of the ABC and CBS
lesh seasons. This was further complicated by such
tings as NBC providing what turned out to be a
review of its mid-season Laugh-In replacement on
ept. 9, during its preseason week ol pilot exhibition.
ach complications were only part ol the general
' oheaval in regular programing provided in a vear ol
impant specials.

“There isn’t a network executive who could be sure
< any given schedule for any night and it’s highly
robable he couldn’t be sure of what his own schedule
. ould be for the week,” says Mike Dann, CBS-TV
| ‘ce president—programs.

- It was a year of tighter competition among the

1 etworks, with the crazy-quilt of special programing

‘:e-sawing the viewing patterns from week to week.
‘L or the most part, CBS kept its lead and ABC still
r‘rought up the rear, but there were a lot of ups and
% owns in between.

By the two-week Nielsen report ended Dec. 17,

1 967, when the season had smoothed out, the average

- “ores were CBS 20.7, NBC 19.9, ABC 15.9.

On a nightly basis, there was considerable juggling
£ dominance. Where in the 1966-67 season CBS had
he lead on Tixesday, Thursday and Friday; NBC on
unday, Wednesday and Saturday, and ABC on Mon-
ay, this season it was NBC on Sunday, Tuesday,
ednesday, Thursday and Saturday, and CBS on
onday and Friday.

At mid-season, the average for the first half of the

levision year was CBS 20.8, NBC 18.9 and ABC 16.8.

s schedule changes went into effect, ABC climbed

e ratings. While they do not give a true national

T WWW.americanradiohistorv.com

The charts below and on the
following two pages show average
ratings for October, November
and December for all network
programs in prime time in the
1967-68 season. Winning time
periods are indicated by white
areas. These averages of national
Nielsen ratings were compiled
for TELEvisiON by Stuart Gray,
director ol programing, MacManus,
John & Adams, New York.

Overall average Sun.-Sat.
= —
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Friday
Night
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' Saturday

The Jackie
Gleason
Show

Saturday
Night at
the Movies

picture, the quick 30-market Nielsen rating for the
week ended Jan. 14, showed CBS 21.2, ABC 19.2 and
NBC 17.4. ABC claimed one of its mid-scason replace-
ments, It Takes A Thief, in the top 10 with a 26.0
rating.

By the 30-market Nielscn report Jan. 28, the stand-
ings were an even closer average of 18.9 for CBS, 18.2
for NBC and 18.1 for ABC.

With most of the replacements in the lineup, ABC
was again claiming a lead over NBC in the Feb. 4,
30-market Nielsen report, with averages of 20.5 for
CBS, 17.6 for ABC and 17.1 lor NBC.

Although some of the new shows started oft the fall
looking strong in the ratings, they quickly slipped
once their novelty wore oil. In the Nielsen report for
the two weeks ended Sept. 24, The Flying Nun
(ABC) and Jerry Lewis Show (NBC) were tied for
13th, The Motheys-In-Law (NBC) was 25th, Ironside
(NBC) 26th, and Carol Burnett Show (CBS) was 32d.
sut by the Nielsen report for the two wecks ended
Nov. 19, Jeriy Lewis was down to 27th ranking, Tle
Flying Nun 30th, Ivonside 34th, Gentle Ben 3Sth,
Mothers-In-Law 39th and Carol Burnett 52d.

At the mid-scason point, Gentle Ben was the only
new show in the top 20 (in exactly 20th place). The
Flying Nun was in 24th, Ironside 28th, Carol Burnett
30th and Mothers-In-Low 338d.

And some of the slipping old stand-bys [rom previ-
ous years underwent livelv revivals: CBS's Gunsmoke,
lor example, which had slipped to 33d rank a year ago
and was almost taken ofl the air, was moved from
Saturday to Monday and went back up to eighth.
Others showed the inevitable weakening of age. such
as ABC’s Rat Patrol, down to 51th from 17th place at
the same time last year, and, ol course. the now-gone
U.N.C.L.E., which was sitting in the not-uncomfort-
able 29th spot a year ago.

Movies and specials continued to gain strength—and
network predominance (see separate story, page 56).
In a sample two wecks ending Dec. 17, 11 of the top-30
shows were specials and two were movies. The first
three shows were specials, as were the eighth, 10th,
15th, 19th, 20th, two tied for 24th and the 30th.
Movies were in 21st and 22d spot. Only one new
show—CBRS’s Gentle Ben—finished in the top 30.

Old standards {from Bonanza to Gomner Pyle, clung
in among the one-shots in the top 10 eachh week. This
apparently fortifies an observation of CBS’s Dann:
“Most of the top-rated shows over the first six months
were the great standbys, but you can’t say that in any
given week they were at the top of the ratings. Some
of the most popular shows were the least popular
depending on what the competition was that particu-
lar week.”

“Competition” here ol course means the ubiquitous
and often overwhelming special, or the blockbuster
movie scheduled in on a one-shot showing.

During the season a movie once again broke the old
movie record for maximum prime-time viewership,
with AHred Hitchcock’s “The Birds” on NBC Jan. 6
running up a 58.8 share and 38.9 rating to pass the old
record of “Bridge on the River Kwai,” set Sept. 25,
1966, on ABC, with a 38.3 rating.

So just what significance do the experts read into all

Continued on page 70
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The rating power

of network movies

It’s easy to see why NBC decided
to fill a seventh night with
{eature films next season.
Despite wide fluctuations from
picture to picture, movie nights
in 1967-68 averaged out as
stronger audience attractions
than regular television fare.

by Caroline Meyer

Audience trends

(data from A.C. Nielsen)
Sept H1-December I, 196/
average ratings, rounded otf,

Movie 'onzt[!un'
September |1 19 1/
Oct ober _I 26 18
October |1 21 18
November | 24 18
November i1 22 18
December | 21 19
Decembar |1 20 19

APLEVIBION MAGAZING
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With only half of the returns in, the movies have
again won the rating contest by an overwhelming
margin. NBC's recent announcement that it will ex-
tend the movie schedule 1o seven nights a week next !
fall is testimony enough to the success of feature films
in the first hall of the 1967-68 season. According to A.

C. Nielsen Co. studies, the movie season peaked in
early October and slackened as the year ran out. But
media clairvovants anticipate a new hiccough in the
graph as the second season renews audience interest.

If awards were given to programs for the sheer
numbers of viewers they attract, movies would domi-
nate the presentations. NBC. would have walked off |
with top prize among the movies lor “The Birds,”
which brought the network a 38.9 rating and a 58.8
share. CBS, with “Cat on a Hot Tin Roof” (322
rating, 50 share), would come in second and third
with “The Great Escape 11" (31.3 rating, 51.7 share), =
and fourth with “McClintock” (31.2 rating, 53.9
share) and ffth with “The Great Escape 17 (31.1
rating, 50.6 share) . CBS would capture six of the top
10 trophies. NBC would quickly catch up; 12 of the 30
top-rated movies belong to CBS, and 12 belong to
NBC. Six of the top-30 positions go to trailing ABC.
ABC’s top-rated movie, “Roustabout” (29.1 rating,
47.8 share) . placed sixth and ABC's second-best movie
ranked 17th—*"“Harlow™ (26.3 rating, 43.4 share) .

There were also-rans, as well. Award lor the poorest
showing ol any movie so far this season would go 1o
the ABC Sunday-night movie for “The ILeopard,”
(1.1 rating, 22.5 share). Another ABC Sunday-night
movie, and one made expressly for TV, “The Diary of = |
Anne Frank,” did o little better with a 124 rating, but
only a 20.5 share. T'he bottom of the barrel belongs to
ABC which has the distinction of running the eight
lowest-rated movies of the season.

CBS's worst-rated movie ranked 99th out of 107
movies, and must have surprised a few people. It was
a rerun of the firse part of ““The Music Man™ with an
18.0 rating. but a vespectable 30.3 share. “Evil ol
Frankenstein,” ranked 90th, was NBC's lowest-rated
offering with an I18.8 rating and a 30.8 share.

Yer even the worst of movies are a match for the
best of regular shows. And there is a whole middle
ground ol movies—Tfar short of “The Birds” and “The
Great Escape,” ver not the back end of the filin
package, either—cthat provided sulf competition for
the newwork series.

1n the category of successtul movie nights, Saturday
wins hrst prize for NBC, with an average rating for
the halbseason of 24.8 and an average share of 43.
Saturday dominated the week during the same period
in 1906-67 with the lower 22.6 rating and 39 shave,
NBC's Tuesday-night movie guve a lesser pertormance
last senson with a 20.2 rating and a 35 shave. Tuesday
has improved jra position this season with a 231
rating and a 8 shae,

ABC's Sunday movie came in Jast with a 20.2 rating
and a 34 shave. When the movies made Tor television
are averaged in, ihe rating drops even lower, a 19.5
rating and o 33 share. Sunday last year was a bi
stronger with w207 rating and a 835 shave. ABC
Wednesday-night movie gave a rather poor perform
ance lost vear with o 1600 ratdag and a 26 share, AR

Continned on page ¥
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unday (ABC)

Date Title Rating Share (000) Date Title Rating Sha-e (000)
9/17/67 | Greatest Show on Earth ‘ 15.5 29.5 8,680 9/12/67 | Fun in Acapulico 25.5 426 14,280
9/24/67 | Mutiny on the Bounty 23.0 38.3 12,880 9/19/67 | Send Me No Flowers 27.4 46.7 15,340
10/ 1/67 Wgatb erer 7Happened to | 56 | a5z 14.340 9/26/67 | The Errand Boy 19.1 ] 33.7 { 10,700
aby Janeé: 2 : ' 10/ 3/67 | S dTi 27.7 48.2
10/ 8/67 | Under the Yum-Yum Tree 25.3 | 410 | 14,170 10;10;67 G?f':"G, I';“Z_Almund o1 | s ii'gég
10/15/67 | Harlow 26.3 | 434 14,730 o Birls, &irls : : ‘
i 10/22/67 | Johnny Belinda 19.9 | 32.5 11,140 10/17/67 [ That Funny Feeling 22.6 39.1 12,660
1 10/29/67 | Hud | 25.4 | 42.0 14,220 10/24/67 | Cinderfella 211 37.3 11,820
I 11/ 5/67 | Leopard 11.1 22.5 6,220 10/31/67 | Stranger on The Run \ 23.9 43.7 13,390
11/12/67 | New Interns vl 20.5 34.4 11,480 11/ 7/67 | Bed Time Story 231 | 39.8 12,940
| 11/19/67 | Dear Brigette 17.5 | 28.4 9,800 11/14/67 | Tammy and The Doctor 229 | 394 | 12,820
| };;22% E'_arysft‘*nne Frank i;; ‘ gg-g 2'338 | 11/21/67 | The Outsider 228 | 395 | 12.770
ing Ra . . . , ’
12/10/67 = Welcome to Hard Times 24.0 | 321 | 13.440 i;;zgj‘;; i :‘f"CH’;'e SANa"y ;l'i :;'g li'ggg
12/17/67 | Adventures of Moll a Man Answers L : 11,
Flanders 146 251 8,180 12/12/67 | Fluffy 22.7 39.8 12,710
1 12/24/67 | The Big Show ¥ 12/19/67 | Kiss of Evil * | |
12/3%665; A Girsl'tNamedcTamilf<0J il 143 = 259 8,010 12/26/67 | wild and Wonderful | 19,0 | 340 ‘ 10,640
1/ The Strange Case of Jeky . . |
and Hyde 16.5 26.5 9,240 1/ 2/68 | Evil of Fran.kenstem ! 18.8 30.8 10,530
1/14/68 Hatari 23.0 393 12,880 1/ 9/68 Touch of Mink 28.2 ’ 43.1 15.790
1/21/68 | Hush Hush Sweet Charlotte | 26.0 43.3 14,560 1/16/68 | Truth About Spring l 22.8 37.0 | 12,770
. — —
y ( ) Homes y ) AA Homes
| Date Title Rating Share (000) Date Title Rating Share (000)
} 9/13/67 | Who's Been Sleeping in My | ' 9/ 7/67 \ Young Cassidy 19.8 35.9 11,090
Bed 21.1 35.8 11,820 9/14/67 | Great Escape | 31.1 50.6 17,420
9/20/67 | Paradise Hawaiian Style 21.8 36.0 12,210 9/21/67 The Apartment 25.9 44.6 14,500
9/27/67 | A New Kind of Love 21.2 37.2 11,870 9/28/67 | The Cat on a Hot Tin Roof 32.2 50.0 18,030
10/ 4/67 | Trouble With Harry | 17.0 ‘l 30.4 9,520 10/ 5/67 | Yellow Rolls Royce 22.3 39.1 12,490
10/11/67 | Love With a Proper 10/12/67 | Splendor in the Grass 28.6 46.7 ' 16,020
. MS"?“EBE Round ( ggg ‘;‘;i ﬁ;gg 10/19/67 | The Defiant Ones 222 | 374 | 12,430
| 1020y | The King and 1 (7:30- A ' 10/26/67 | Critic’s Choice 19.5  33.0 | 10,920
\ 10 p.m.) l 24.7 38.7 13,830 11/ 2/67 | Days of Wine and Roses 25.4 l 43.4 14,220
11/ 1/67 | Bedford incident 17.7 2.8 9,910 11/ 9/67 | 7th Dawn 22.3 37.6 [ 12,490
11/ 8/67 | Where Love Has Gone 21.7 37.4 12,150 11/16/67 = Woman of Straw 22.2 37.9 | 12,430
. 11/15/67 | Dial M for Murder 19.1 32.7 10,700 11/23/67 | PT 109 (R) 23.1 41.5 12,940
| 11/22/67 | Ride the Wild Surf 21.0 | 353 11,760 11/30/67 | Money Trap 22,2 36.2 12,430
{ 11/29/67 | Wives and Lovers 18.8 31.0 10,530 12/ 7/67 | Under Capricorn 18.4 30.8 10,300
.\ 12/ 6/67 | Casonova’s Big Night 15.7 24.3 8,790 12/14/67 | Party Girl 19.3 325 | 10,810
.‘ 12/13/67 | Desperate Hours | 15.8 27.0 8,850 12/21/67 | | Could Go On Singing * |
12/20/67 | Big Gambie (1 & | | 12/28/67 | Stolen Hours 21.9 | 36.7 12,260
| 12/27/67 | Ski Party 20.6 24.9 11,540 1/ 4/68 | Music Man | (R) 18.0 30.3 10,080
} 1/ 3/68 | Roustabout | 29:1 47.8 16,300 ‘ 1/11/68 | Topkapi 19.9 32.4 11,140
| 1/10/68 | Pleasure Seekers 22.6 35.6 12,660 1/18/68 | Torpedo Run (3d run) 17.1 26.9 9,580
[ - s R ¢ R "
Friday (CBS) Saturday (NBC)
y AA Homes y AA Homes
2 Date Title Rating Share (000) Date Title Rating Share (000)
9/ 8/67 | Beach Party ‘ 193 | 355 | 10810 9/16/67 | What a way to Go 276 | 49.6 | 15,460
d 9/15/67 | Great Escape II 31.3 54.7 17,530 9/23/67 | Pink Panther 24.2 446 | 13,550
9/22/67 : Thve IMan Who Shot Liberty \ w6 1435 9/30/67 | Never on Sunday 21.7 37.3 12,150
alance | 257 | 46. , 10/ 7/67 's Favorite Sport 26.1 46.3 ‘ 14,620
9/29/67 | North by Northwest | 278 49.6 15,570 10§14§67 m.an s ravorite Spor 23'6 41'6 13'220
10/ 6/67 | Viva Las Vegas | 242 | 434 13,550 ‘rage : . ' !
10/13/67 | Spencer's Mountain 272 | 487 15.230 10/21/67 | Mr. Moses 22.6 419 | 12,660
10/20/67 | Love is a Bal) | 216 | 40.0 | 12.100 10/28/67 | Chalk Garden 235 | 40.7 | 13,160
10/27/67 | Rampage | 21.3 39.7 11,930 11/ 4/67 | Marnie 26.4 47.1 14,780
11/ 3/67 | McClintock 31.2 53.9 17,470 11/11/67 | Invitation to a Gunfighter 235 39.8 13,160 |
11/10/67 | Palm Springs Weekend 24.8 l 4.1 13,890 11/18/67 | Adventures of a Young Man | 21.2 39.3 11,870
ii/;z/g; | Call M; Bwana 23.4 ‘ 44.3 | 13,100 11/25/67 | The Thrill of it All 26.7 | 46.2 | 14,950
B e adc/lnder | o | 10660 12/ 2/67 | Brass Bottle 255 | 436 | 14,280
12/ 1/67 | Horizontal Lieutenant 229 | 402 | 12,820 Rojgoiy | Mol 4t Prgsiiom Ml ) S5 [NEIE || e
12/ 8/67 | Tickle Me 26.6 435 14,900 12/16/67 | White Christmas (4th run) 25.2 42.7 14,110
12/15/67 | Wall For Noise 19.9 35.8 11,140 12/23/67 | Wild Seed *
igﬁ;% lE’scape Frfom East Berlin 19*4 1P - 12/30/67 | Something Wild 20.9 36.0 11,700
ortrait of a Mobster . 5. b F
1/ 5/68 | Music Man Il (R) 16.7 | 27.3 9,350 Bis s Bt b I ot
1/12/68 | A Shot in the Dark 25.4 | 404 | 14,220 1/13/68 | Saratoga Trunk 23z | 382 | 12,99
1/19/68 | 633d Squadron 22.9 38.5 | 12,820 1/20/68 | Captain Newman, M.D. 23.7 37.6 13,270
All ratings by night of week. *No ratings were taken between Dec. 19 and Dec. 24, 1967.
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BY LEONARD STERN AS TOLD TO MORRIS GELMAN

Leonard Stern, vice president in
charge of production for and a
partner in Talent Associates Ltd.,

| is first and foremost a writer. He

began his carcer some 20 years ago
wiiting special material for Milton

| Berle; worked on such NBC radio

' Costello;

shows as Take It or Leave It, The
Dinah Shore Show and Abbott and
and wrote the screen

| plays for many of the Ma and Pa

\ Kettle and Abbott

S

and Costello
movies. He devoted 10 years of his
life writing such major T1 comedy
programs as The Honevmooners,
and Sgt. Bilko for CBS-TV and
the Steve Allen Show for NBC-TV.
In 1962, he created his own series,
I'm Dickens, He’s Fenster. More
recently he created The Hero and
Run, Buddy, Run. Currently he’s

| creator-executive producer of He

and She and executive producer of

: Get Smart. In the following inter-

il s SN

view, Mr. Stern talks about the
writer and his changing velation-

| ship with television.

When [ started writing for televi-
sion comedy, the writing budget on
a show was somewhere between
20% and 259, of the total budget.
All that 1s changed. Today it sel-

dom exceeds 49,. What happened
was an erosion ot values.

The initial personalities on tele-
vision were comedians. They knew

they needed writers. I think every

comedian thought in his own mind
that he could replace the director
or the producer it necessary, but
knew he could not do without writ-
ers.

This made for a very strange
wedding—a marriage without the
benefit of sex. Gleason, Berle, Sid
Ceasar had four, six, eight writers.
Bob Hope, I think, had 12.

Then the time came when all of
the comedians had been seen and
were not in demand any more. Hol-
lywood entered the television pic-
ture and brought in the soft “come-
dianless” situation comedy. They
hired an actor who, because his
background was not essentially
comedy, did not have the same
demands as a Gleason. He would
accept a script that was modest in
comedy content and usually writ-
ten by one or two men. Slowly the
budgets came down until there
were today’s fixed low prices.

The average half-hour comedy
show has a budget of $3,500 per
week. On comedy shows of yester-

www americanradiohistorv com

day writing budgets were $10,000
to $15,000 per show.

When the period of solt comedy
began—around 1959—it was not
unusual for a producer to say to a
man such as Doc Simon or Larry
Gelbart or myself: “We don’t want
another one of those shows with all
those jokes. We want comedyv with-
out jokes.”

I think what they meant to say
was that they didn’t want jokes
that didn't fit the character or the
story. But as a result of their dic-
tum all they got, with one or two
notable exceptions, was unfunny
comedy. As Neil Simon has proven
in his plays, there’s no reason why
you can’t establish a definitive
character and still have him say
very, very funny things.

But at this time, there was no
climate, believe it or not, for a Neil
Simon in television. As a result
there was an exodus ol established
comedy writers from the medium.
Those who left discovered an ac
ceptable arena for their talents on
Broadway and in the motion pic-
ture industry. Beyond additional
prestige, they received one unantic-
ipated, magnificent benefit from
the switch—they did not have to

Continued on page 88

MARCH 1968

59


www.americanradiohistory.com

licanrad kcom


www.americanradiohistory.com

ATTACK OF NERVES HITS DRUG ACCOUNTS

Under mounting pressure from
Washington, the advertisers
of home remedies face major
changes in their selling
strategy. And television’s
stake is immense—more than
$240 million in billings.

To say that the drug industry is in need ol a
tranquilizer is not only to make a bad joke but to
understate the case. Never beltore in the history ol this
neurotically secretive business have so many people
been so upset. The culprit, in the eyes ot the drug
people, is the U. S. Food and Drug Administration
and its energetic head, Dr. James L. Goddard. Hi:
recent announcement that FDA would move to stop
the sale of some 200 “ineffective” over-the-counter
drug items increased that tense, headachy fecling in
the business. The same feeling could spread to TV.

Over the years the pharmaceuticals indusiry has
had its disputes with Washington over the actual
safety and efficacy of products, and the claims that are
made for them. But observers agree that the pressure
is on as never before and is intensified by a new
Johnson administration emphasis on protecting the
consumer. Since over-the-counter drug products con-
stitute television’s third largest product category (af-
ter foods and cosmetics) with Television Bureau of
Advertising esimated Dbillings of $243.4 million in
1966, the issue isn’t exactly academic to the television
and advertising communities.

In fact, if federal restrictions on drugs and cigar-
rettes (some people see similar advertising problems
in the two fields) accelerate (o the point where adver-
tising is no longer possible, then television would
experience close to a half-billion-dollar depression.

Nothing quite that melodramatic is going to hap-
pen in the drug field. Essentially, what the FDA is
doing is taking action on a scientific review now being
completed by nongovernment experts at the National
Academy of Sciences on the usefulness of approx-
imately 3,000 drugs that FDA had itself approved
between 1938 and 1962 when the sole criterion was
safety. The emphasis now is on effectiveness as well.

Depending on how the individual drug product is
rated, the FDA will see that it is taken oft the market
within a month: give a company six months or longer
to present new clinical evidence: (elete exaggerated
claims, or relabel in the case of elfective products. 1t’s
thought that few of these drugs are in the over-the-
counter category. So advertising expenditures should
not be altected drastically.

What will he aflecied is the way in which these
products will be presented to the public both in their
labeling and in their advertising. It's likely that fewe:
sweeping claims will be made and it’s likely that lor
every claim made there will he at least one qualihca-
tion. Indeed, one drug-company executive complains
that things are already so complicated it is dithculc to
say anything substantive about a product. Drug adver-
tsing, he believes, will tend to go the wav ol cigaretie
advertising—ingratiating, friendly, cute—"just a mlh-
meter longer on mindlessness.”

But drug advertising, especially on television, which
gets most of the money, has been changing anyway. It
depends on what historian you talk to, but the begin-
ning of the change can be traced to those Excedrin
slice-of-life spots, or to the day in September 1964,
when Miles Laboratories assigned Jack Tinker &
Partners the Alka-Seltzer account.

Television drug advertising began to change and
today can no longer be considered the worst advertis-
ing on the air. That distunction, say advertuising agency
professionals, can now be awarded o the soap-
detergent crowd.

When Tinker took Alka-Seltzer as its first account
(before that, Tinker had been a think tank in the
Interpublic complex) the analgesic’s share of market
was going down. Its image was that of an old, staid
proprietary whose advertising had revolved for 15
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THREE-STAGE
EVOLUTION IN DRUG
COMMERCIALS

Many people think that some of
the best advertising in the drug
field comes out ol the Tinker ad-
vertising shop for Atka-Seltzer.
When the agency took over the
account late in 1964 it had to make
a decision abeut the friendly ani-
mated character, Speedy, who'd
been around for about 15 years.
“He was revered in his day, but
Speedy grew old,” explained a
Tinker executive. “We retired him.”
Agency and client sought a more
contemporary look and came up
with classic paunches and the
classic line, “No matter what shape
your stomach’s in. . . . Now run-
ing on the air is the equally classic
“stomach talk” commercial, which
separates the sell from the stomach
to make the point you may wani
pepperoni pizza but your stomach
may have entirely diflerent ideas
about it. A debate ensues and the
viewer gets the impression that
Alka-Seltzer can resolve (he prob-
lem. Alka-Selizer's spending is
nearly 1009, TV, and the agency
is aware that there are a lot of
other commercials around. “We
have to be different, we must stand
out,” says one of its executives.
They generally do.

TELEVISION MAGAZINF
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years around an irritating little animated creatur
called Speedy. (Got it: Speedy, as in fast, fast?)

Tinker's first recommendation was to kill Speedy
In its first commercials, recalls Ted Mingo, accoun
executive and Tinker partner, the agency and clien
avoided an emphasis on the strong reason-why com
petitive claim so typical of the drug field. For the mos
part, they strove to get attention. “We didn’t sa
much, except Alka-Seltzer was OK, hardly a hard sell.”

As the campaign developed, the commercials re
tained the same look and feel-—modern, conte
porary, interesting and amusing. But each had
message. Reportedly, the campaign has been so su
cessful that Alka-Selizer's sales and share of mark
have riscen significantly. This was done with a medi
expenditure that was almost 1009, TV.

It is also ol some historical interest 10 note that tl
Alka-Seltzer campaign was started well belore ther
were any significant FDA or Federal Trade Commi
sion scares about the propriety ot drug advertisi
claims. “If we had elected to, we could have done
hard-sell story because we have a good story to tell,
says Mingo.

The decision not to go in that direction had a
immense impact on the entire field. But an executi
for another large drug agency traces the beginnings
the change in drug advertising to Foote, Cone & Bel
ing’s introduction of Contac, the first excursion b
Smith, Kline, French into over-the-counter drugs.

“They had come up with a time-release col
capsule,” says this executive, “and almost from th
beginning took the point of view that you don’t hav
to be so bloody serious. Another thing they did tha
was new at the time was to emphasize the product an
to a great degree ignore the symptoms.”

This executive thinks that the original Excedri
testimonial campaign also represented a departur
even though testimonial-type drug advertising wa
hardly new. But he says that by using real people wit
a hidden-camera technique, the agency and clie
avoided “the hard-boiled, P&G look.” Excedrin esta
lished itself very quickly and its success made the dru
industry rethink its advertising approaches. Wit
Alka-Seltzer’s success it was clear that some chang
were in order. Reactions ranged from Bayer’s use
music and a more contemporary look to a hilariot
Geritol spoof of itself and Anacin’s continued use ¢
reason-why claims.

To tell their hard-sell or soft-sell stories, over-th
counter drug advertisers have traditionally leane
heavily on TV. Well over 809, of drug-compai
budgets are invested in the medium. Increases i
television spending in the past several years have bee
enormous. In 1958, according to TVB data, total T
drug expenditures amounted to $98.2 million, wi
$44.6 million in spot and $53.6 million in networ
Five years later, in 1962, total TV spending had ris
to $155 million and in 1966, the last fully report
year, television drug advertising hit $243.4 million.

It is worth noting, however, that pharmaceuti
companies have increasingly tended to put more
their TV dollars in network. Advertising in spot t
vision nearly doubled, 1966 over 1958, but in t
same period network TV reccived $162.8 million

Continued on pag
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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
dreams are finally made of. It’s the logical medium  color film do what you want it to do. And you know, even
for the bright excitement, the spark that first came to  though they have been working with film all their lves,
your mind. Color film does the tricks you want. It they still haven’t found its limits. The best salesman
-onveys, 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
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Park B r()a(lcasting Pioneers . . .

RICHMOND, VIRGINIA

[}
A [ B 4
e iR A T e N4 B A

A P

THE SOUTH’S FIRST TELEVISION STATION

First in
Every Area

A CAROLINA

WTVR-TV, RICHMOND, VA. With thousands of regular

viewers even beyond its “B” contour, WTVR-TV 6 continues to
chalk up new audience records year after year—and has since its
pioneer air date 4-15-48.

WIJHL-TV, JOHNSON CITY, TENN. The Tri-Cities market in
Eastern Tennessee and Western Virginia has rapidly emerged as
a key distribution factor in the South, helped in its growth by this
pioncer station since 10-26-53.

WNCT-TV, GREENVILLE, N. C. The transition from mule to
tractor and- country lane to super highway has been accelerated by

this great area station—always “First From the Capital to the
Coast” in North Carolina since 12-22-53.

WDEF-TV, CHATTANOOGA, TENN. A new tall tower and
new picture power now launch this pioneer station into a new era

of service to a burgeoning, bright metropolis, consistent with its
dedication to be persuasive and pervasive since 4-15-54.

JP@EZZEBROADCASTING, INC.

Roy H.Pask

BROADCASTING OF VIRGINIA, Inc.

CBS

It took bold men with real faith in television’s’
future to step up and plunk down hard-earned in
vestment dollars and to sustain the inevitable losses
in TV station operation during the early days. Such
were the rugged individuals who, without big corpo-
ration resources, took the risks to make what are
now the Park Broadcasting stations “first in every’
area.

The four Park TV stations aggregate over 62
vears of pace-setting service, with WTVR, Rich-
mond, attaining its 20th birthday this April 15th.
Few stations can match that record for uninter-
rupted leadership. '

WTVR still identifies itself with the traditional®
covered wagon slide (now in color) and the sloganit
“The South’s First Television Station.” As at the
other Park television stations, every ID is a “hom-
ing device” for viewers who have found they can
rely on the familiar identification as their source of
consistent leadership in service and entertainment.

Park Broadcasting stations were pioneer.
in each of their markets and all are affil-
iated with the television’s best sales
rep—Blair—and the nation’s top net-2%
work—CBS. .

wwWw americanradiohistorv com
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V's 106 pioneers raked in 569, of $1.29-billion revenue of all 608 stations in 1966

ICH REWARDS OF PIONEERING
-om page 30
tharkets through ownership with local radio com-
anies. In most cases TV entry was less a plunge than

e dipping of a wary toe.

When television turned the corner in 1951 it turned
. in such a hurry that interested bystanders have
jever caught up with the success of those original
Ltrepreneurs. It was coincidence that the medium
rould blossom into runaway profitability at about the
nime time that the FCC freeze ended. In 1951 the
wriginal 108 stations more than doubled their re-
‘enues of the previous year, taking in $145.4 million.
In 1966—the last accounting period for which official
parket revenues are available—the very same stations
tminus the two that turned noncommercial) grossed
735 million. Their pretax profits of $297.5 million
‘mounted to an astounding 409 of sales (see chart,
age 29).

Examined from another vantage, the original 106 in
1966 were gathering to themselves 789, of all the
evenues in the 62 markets where they operate. The
ime 106, representing only 179, of the 603 stations

‘porting to the FCC in 1966, accounted for 569, of

1e $1.29 billion broadcast revenues reported by all of
nem. And in considering the good lortune of the
lloneering operations it would be folly to segregate
1e original 106 from the later TV acquisitions with

hich they are now associated. When the [reeze ended

1 1952, 53 of the 108 stations then on the air had
een licensed to 19 groups that had been smart
mnough to get their television plans moving in more
1an one market. Today the 106 commercial outlets
hiat remain of the pioneer group are held by 66
gwnerships that now control a total of 201 stations.

- Fortunes bestowed on television’s early explorers

‘ave not been confined to the sale of time and
irograming or the compensation from networks lor

tlaying the afhliate role. Not all ol the pioneering

nanagements stayed around to watch television grow

b its present size. When they left, they left with

Yandsome sums.

§ Forty-four of the original properties have been
awolved in $368-million worth of station transfer
eals. This total includes the value of other AM, FM
nd TV properties that changed hands at the same
me so that there is some overlap, especially from the
‘hopping multiple-station transfers of recent years,
cluding the well-publicized Transcontinent and
»oodwill sales. On the other hand, it represents only
najor ownership changes in any given property.

Of course ownership changes did not generally

lean defection from an industry as soon as it prom-

d a handsome capital gain, although there were

ch cases. More frequently it meant that the strongest

perators were using the profits already achieved to
hift into more advantageous market positions, trad-

g up, as it became known. It was a sort of musical

airs, but chairs were never removed from the game;

fact they were added. The government, which

stopped the music in 1948, began playing again in
1952 with a grand orchestration called the Sixth
Report and Order, which showed 2,053 channel as-
signments for 1,291 communities. The VHF sector of
this allocation table would be quickly saturated and
would flourish immediately. The far more numerous
UHF opportunities, for a variety of reasons, including
the scarcity of UHF receivers, were destined to lan-
guish until a later date when UHF progress would be
marked by fits and starts.

When those who had accepted rough-hewn benches
before the music stopped found them transformed
almost miraculously into catbird seats during the
silence, it was little wonder they were almost beside
themselves with the excitement of getting the game
going again. There was bound to be a lirtle pushing
and shoving, but it would still be a grand party. Who
would sit with whose network, who would occupy the
new choice seats?

For all the trading that was done within the pio-
neer station list—the 44 stations in that group that
have changed hands have experienced 113 different
ownerships, an average of 2.5 each—there are 62 that
remain in their original owners’ hands. Analysis of
these untouched originals shows that 10 are network
owned, 14 are the single-station holdings of newspaper
publishers, 10 are members of station groups with
newspaper backgrounds or interests, 19 are held by
group-TV operators without newspaper afhliations,
and the remaining nine are held by miscellaneous
operators who have only one TV station each. These
62 stations are spread out in 42 different markets. A
large degree of major-market concentration would not
be surprising among these that stuck it out from start
to present since one can’t trade up from the top. But
in only four cases—New York with four original
licensees and Chicago, Detroit and Cincinnati with
three each—are there markets with as many as three
original operators. Concentration of station owner-
ship was a natural course for the industry to follow
and it was not so surprising that the beginners became
the past masters of the art. By 1953, only a half year
after the new allocation table was issued, the number
ol group-TV owners had already doubled to 38 and
that select company operated 104 of the 129 stations
then on the air.

Things went from good to better tor the fortunates.
By January 1955, there were 62 group operators con-
trolling 165 stations and by 1961, 260 of the 555
operating stations had come into the hands of mul-
tistation owners. By that time all TV stations were
drinking total revenues of $792 million. Many of the
pioneers stood at the center ol that decacde of concen-
tration (see group owner listing, page 46) as many
would stand at the center of the next decade that
would be characterized by broad business diversifica-
tion, made possible by television profits that could no
longer be turned back into the medium. For there was
another built-in stop for everybody’s music, the FCC’s
multiple-ownership rules that limited a group to
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R1CIT REWARDS OF PIONEERINC
fron page 67
seven I'V stations
VHLI band.
Pionecring in television did not mean getting used
to a whole new concept of regulation by the FCC or
getting to know the ways around the houses of Con-
gress. Radio had already done that. A\ review of
broadcast history of the late 1940’s bears so much
resemblance 1o that of the late 1960’s that a natural
ho-hum is suppressed by amazement at the remarkable
similarity. The FCC, no less concerned then than now
with the problem of broadcast concentration, had
proposed a set of rules no less arbitrary than those
currently in effect. 1f no controlling station interests
were held, nine or 10 minority interests would be
allowed. If five stations were controlled by a single
entity, no minority interests could be held. In
between those poles lay a sliding scale of controlling-
minority stipulations. On the freedom ol expression
[ront, members of Congress were up in arms over (wo
FCC rulings; one the 1946 Scott decision, which had
suggested that an atheist might have the right to
broadcast a reply to religious programing, that the
issue might be treated as a controversial topic of
public importance. The other was known as the Port
Huron case in which the commission had decided that
a broadcaster could not censor the comments of a
politician speaking on his facilities even though he
suspecied those comments were libelous. The House
select committee investigating the FCC, in a pose as
modern as it is ancient, charged the commission with

only five ol which could be in the

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

WILX-T

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 coverage
with less overlap.

WILX-TV
1048 Michigan National Tower

Lansing, Michigan 48933
A’;:‘g?g TELEVISION BALES, INC.

BATTLE CREEK  ANN ARBE
. c

JACKSON

exceeding its authority, invading the legislative f
and embarking on a dangerous and mischievous lj
of reasoning.

Pioneering didn't mean readjusting to the reg
tors, it meant divining the future before the fut
arrived, first calculating that television couldn't |
and then calculating how soon it would win, And
meant realizing that television would be a union
husiness and show business on a scale that radio |
never dreamed of.

A television network president, in an extravagan
lengthy memo to his management in 1951, pushed
a tull-scale camp‘ugn into the talent field. Calling
tention to doubts in the company about the televisi
network’s future, he wrote: “Fear that once embar
imto show business one need swallow the entire held
unjustihed.” He suggested that management’s decisi
to have the network break even that year, at
expense of new talent and program development, h
been responsible for an interim decline in TV 4
sales.

While pushing for a greater investment in progra
ing he acknowledged that the network had be
lorcing the television growth pattern, that “the ti
table ol inexorability and the time-table of [the n
work] did not happen to coincide.”

He did not last as the network’s president, but |
position in the hot seat was the network counterp
of what station pioneering had been all about. If
had been overlv enthusiastic, his instincts were righ
Getting there first would be all important. Even
little risk was gomo to go a long way. E

s

SIS

Luncheon? Deseért the
madding crowds. Just a few
blocks away on East 65th is
| an oasis of elegant serenity . . |
| famed for superb cuisine

and service. Here, luncheon
is a memorable event.

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

Open Sat. and Sun.
for Lunch and Dinner

&

One of the great restaurants
of the world

VOI/IN

30 East 65th Street

65
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Rank Taylor Hobson
Varotal V lenses

now fit all
major TV cameras

Hurray!

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

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

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

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

How did you do it?

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

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

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

Hmmm. Sounds like something | should
look in on.

Fine. Why not look in on us at the N A B
Show, Booth 251.
L
While you're there, we’ll show you the
newest thing in color T.V. monitors and in
color title card and transparency scan-
ners. And we have another electronic
device on display that takes unusable
color film and applies calibrated gamma
correction to make the film acceptable
for T.V. use.
ALBION OPTICAL COMPANY

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

Rank Taylor Hobson
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The old TV law Jmtﬁ(%rams were watched as a matter of habit has gone down the drain

MIXED-UP SEASON

from page 55 ,

this data about the 1967-68 season?
Have they learned any lessons, and
what shifts in the business do they
read out of it?

To two ol the three network
programing bosses the year showed
the first clear break in the old idea
of habit television viewing. This is
what CBS’s Dann called “one of
the most exciting factors in 20
years as a programing executive.”
Leonard Goldberg, ABC-TV vice
president in charge of programing,
agrees with Dann’s assessment that
emergence of viewer selectivity was
the most significant development
of the television year.

Pick and choose

“Depending on the particular
bill of fare you had to offer in a
given week, you could be first in
the ratings one week and third the
next,” says Goldberg, “because the
viewer was aware of everything that
was available and made choices.

“They used to say you put a
show on at some spot in the time
schedule and it won't get seen.
That's bunk now. There isn’t any
place you can put a show on that
it won't be seen, it you communi-
cate about it.”

Says Dann: “This year there was
an absolute abandonment of view-
ing patterns. Historically, in Sep-
tember the audience made up their

minds as to what they would see

and with few exceptions they stuck
with it. For the first time, in this
season, there was a full range of
selectivity as to the kind of pro-
graming and the viewer showed
unbelievable flexibility in deter-
mining for himself what he was to
see in any given time pcriod, any
night.”

He adds: “Before, the threat to

doing any kind of a special was
that you couldn’t get viewers to
change their patterns. Today they
automatically consult the TV Guide
or newspaper to see what's on'that
night. Whether they stay in and
watch television or go out may
depend on what’s on, not which
night of the week it is.”

Goldberg, too, says one import-
ant factor was that “we told the
alternatives hetter than ever to get
the viewer into the habit of looking
up to see what was on TV (hat
night.”

Almost everyone in the business
agrees with Goldberg’'s contention
that the “movies were the big back-
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breakers of regular viewing hab-
its.”

Rich, formerly a member of the
Mirisch-Rich production organiza-
tion and now vice president in
charge of media services at Leo
Burnett, Chicago, says that the old
viewing habits don’t hold up as
much any more because “television
has gotten to be like a wife after
you've been married a few years:
You're so used to her now that you
tend to forget her day in and day
out, although you may not love her
any less. With television you know
if you're busy and miss four epi-
sodes of Family Affair, the world
won't come to an end. But if
there’s a movie you want to see,
you know it has to be that night.”

Dann notes that even within the
scheduled format of a regular mov-
ie night, the viewer must exercise
great selectivity from week to week.
“‘Never On Sunday’ is quite a bit
different from ‘The King and I')”
he points out.

Most of the programing experts
feel that the selectivity trend has
been most pronounced among
younger adult audiences. “It’s the
younger viewer who the movie ap-
peals to and who is willing to be
selective,” says J. Walter Thomp-
son Vice President Robert E.
Buchanan. “The more established
shows—Lucy, Ed Sullivan, Red
Skelton, Beverly Hillbillies—have
hard-core audiences that aren’t too
willing to experiment.”

Mouies helped specials

Charles Barry, executive vice
president and director of the
TV/radio department at Young &
Rubicam, agrees that to some ex-
tent, at least, the movies created
their own audiences. “I don’t think
the regular shows—the Green Acres
and Red Skeltons—have been
hurt,” he said. “It's just that in
sheer numbers, the moyies have
overwhelmed the ratings.”

Most feel that it was the movies’
opening up of the viewing patterns
and youth appeal that permitted
this season’s massive wave of suc-
cessful specials. While everyone
agrees that specials were a major
success of the year, most also fecl
they peaked out.

“They overproduced them,” says
Richard A. R. Pinkham, senior
vice president in charge of media
and programing at Ted Bates &
Co. “I think you'll see a gradual
decline in specials after this year.”

ABC's Goldberg says: *“They're

WWW americanradiohistorvy.com

going to turn around next vy
then come down very sharply
seasons ahead.” On the average,
added, ‘“there isn’t an econo
advantage to them and you ca
kid the viewer, there just aren’t
special subjects each season. T,
nessece Ernie Ford in a variety sh
1s not a special. We'll be better
when we shake out the extra one

His feelings are more or |
echoed by the other two netw
programing bosses. CBS’s Dang
says: “Specials will hold up i
you're doing a CBS Playhouse ory
Sol Hurok Presents, but they won'
stay if a Salute to Spring ory
Jerome Kern Festival is given g
show. of its own. You don’t alway
have to succeed, but you've got to
have your standards high, or the
audience will go back to its olg
habits.”

Not so many specials

Mort Werner, NBC-TV vice
president, programs, says it's diff
cult to generalize on specials be
cause they were so diverse. “I think!
Fred Astaire’s first show in eigr('
years is a special,” he said, “but it’s
something very different from The
Wonderful World of Horses.”” He
believes “there may be slightly few-
er specials next season, but primar
ily because there may be fewer
time periods available with m
S0-minute shows.”

Buchanan of J. Walter Thomp-
son sees a shift developing in ¢
way specials will be produced.
“The networks won’t make
many,” he says. “They’ll wait fi
us [an advertiser] to come in wi
an idea we’re willing to buy ti
for; then they’ll make it availabl

Another marked impact of m
ies that became apparent this §
son, according to almost all of t
observers, 1s a demand for strong
more contemporary material
regular TV programing, fro
comedy shows to dramas.

“Not only are the movi
creating a hell of an appetite f
long drama on television, they'
obviously creating sophistication
the audience,” says Producer
vid Susskind. *“After they've se
‘Hud,” ‘The Hustler,, or °
Apartment,’ they won’t settle f
something out of the old Kr
Theater. They'll want modern §
ries, modern ideas and confli
The audience’s taste is bel
notched up and I think it's V!
good for television.”

Former producer Rich
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here are put-offs as well as put-ons in |

I making program decisions. In reach- |
ing either point, the smart program- |

mers of local schedules remember two things: |
A. Some program changes are inevitable I
for every Fall line-up. !

B. A hot availability can be bought by only |
one station per market. |

If hot, off-net U.N.C.L.E. is still available in |
your market, perhaps you better |
consider the put-on instead of @ |
the put-off. We have a long list |
of reasons (and stations) to prove MG I
|

I

I

I

I

I

I

|

. TELEVISION
our pomt. New York, Chicago, Culver City, Atlanta, Dallas, Toronto

What to do “till the

next book comes in.
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Movies, with their more adult

MIXED-UP SEASON

from page 70

“You could see the changes taking
place this season, some ol the
groups in the medium doing things
nobody would have had the cour-
age to do four or five years ago,
getting more contemporary, and
comedy programs like The Smoth-
ers Brothers taking a stand. It's
inevitable that il you're showing
films like ‘Tom Jones’ on televi-
sion, no matter how badly they're
cut, they're giving the audience a
dose of sophistication.”

Goldberg strongly agrees: “This
is one of the reasons for the great
success of movies on television.
They are so desirable not only be-
cause of their level of production
values, but because the young
adult is being offered material not
before available on TV. It's con-
temporary material, and it's spur-
ring me to come up with more
contemporary material.

“Someone asked me the other
dav: “What about sex on TV? 1
said: “What sex?’ There is no sex
on TV. Have you ever seen Ben
Gazzara—a handsome, normal look-
ing man—in bed on TV? No. But
there’'s no question morals have
changed in the past five or six years
and television will start to reflect
that change.”

Growing viewer maturity

Says CBS’s Dann: “When ‘The
Birds’ can draw a larger audience
than Nancy Sinatra with her father
and Dean Martin, or ‘Dear
Friends’ [the CBS Playhouse spe-
cial] can beat the competition,
there is a certain satisfaction that
the maturity of viewers s
growing.”

Despite the somewhat publicity-
conscious tone of the arguments
over censorship of some social
satire and double entendre on The
Smothers Brothers, the network
programing heads say there is no
question that it and some of (he
material in the Laugh-In are
clearly indicative of an important
trend growing this season. Says
Dann: “The major change in pro-
graming content is social satirc.
The Carol Burnett Show is chang-
ing. You're geting it on Jonathan
Winters. Of course it reallv dates
back to the days of Will Rogers
and Tred Allen, but we're going
to get more of it now bhecause
we've got young comedians coming
along with the versatility to play
sketches using conventional come-

TELEVISION MAGAZINE

themes, arc helping sophisticate the TV audience

dy techniques laid over satire. The
days of the Borscht Belt comedian
are over. There are none coming
up.
“This type of thing is very diffi-
cult to handle for network execu-
tives because it does hit vulnerable
people in vulnerable places. But
we try to be liberal, and our only
standards for judging are: Is it
funny and in good taste—not who
does 1t offend?”

One agency man says this type of
program trend can be risky too;
that three advertisers pulled out of
The Smothers Brothers because ol
audience letters they'd received.

Says Goldberg: “I don’t like to
say controversial in regard to shows
like that—I like to say contem-
porary. But there's no question
that this is the sort of thing young
adults are going to, and we're
going to try to do some.”

TV's fads

Werner somewhat reluctantly
agrees: “Sure, there wi!l be more
contemporary programing. TV is
like hula hoops. Another [ad start-
ed this season.” Werner remains
reluctant because, he says, “being
topical depends on whimsy, and it’s

the hardest thing to do. We
learned that with That Was The
Week That 1Was. We always

thought we were on the right track
with it, but we also thought it was
never as good as it should be. But
everyone will continue to try to
find people who can do that sort ol
thing. Much of it is style more than
content. The style fits Rowan and
Martin. Ed Sullivan shouldn’t try
to do it.”

Producer Williain Dozier says: “I
think if these shows continue to be
permitted to be saucy and contro-
versial, it is a very good way to
bring back the young audiences,
and it also is relatively inexpensive.
That kind of show costs a lot less
than an hour film program.”

Werner sees two trends estab-
lished this season that have at least
in part brought around this sort of
programing: (1) the tendency to
go cither to long-format, expensive
movie-like series programing or to
live programs such as Burnett, The
Smothers Brothers, Rowan and
Martin and Jonathan Winters, and
(2) a return (o0 an audience prefer-
ence for reality.

“People are more interested in
dramatic stories,” says Werner. “A
few years ago there was a trend
away from the realism of Doctor
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Kildare to something like Th
Man from U.N.C.L.E. Now i
back to the Doctor Kildare style
only now it’s in the form of Iron
side. The audience wants realistig
portrayals of people.”
Dann sees the same thing in the
current season: “In general, pro
graming is staying much more with
reality than fantasy. There’s a de-
cline of bland drama and a rise of
social satire. Even situation come-
dies are seeming more like Family
Affair than The Munsters.”
Werner has been a champion o
the long-format show and, o
course, this was the year that saw
more of them than ever on the air,
It also saw the airing of eight
“World Premiere” movies made es:
pecially for NBC by Universal Pic
tures, and the other two networks
jumped on the bandwagon (o have
similar ones made.
Almost everyone agrees that the
current season proved the trend and
it will continue to grow. ‘“There
can’t help but be a trend awa
from the half-hour comedy whe
they're up against a movie ever
night of the week [as will be the
case next fall],” says Pinkham of
Ted Bates. “About the only place
there’s room [or new, short formats
is in variety-comedy programing
and maybe game shows. The audi
ence is not only willing to watcl
the 90-minute shows, it is now ex
pecting them. I think this wil
make CBS continue Cimarro
Strip next year, which otherwise 18
an ‘ifty” show.”

More long-format shows

Producer Dozier (whose half-hout
Batman is being dropped by ABC
at the end of the season) says: “M
personal belief is that within a ver
few years 909, of network televi
sion will be movies, variety pro
grams, news and sports.” He 1
going back into feature filming.

One of the few major dissenter
from the long-format theory i
ABC’s Goldberg: “I don’t thin
the length of the program has an
thing to do with its success an
entertainment value. It's tale
and the production behind it
Cowboy In Africa were two hou
long, it would still be boring.
Mission: Impossible were a hal
hour, it would still be exciting.
don’t think the viewer pays al
attention to how'long a program i
Il he sits down and likes it, he
stay to watch.” ‘

But, counters Dann: “It's goi
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We'll be on hand during the 46th Annual NAB
Convention to meet personally with television and
radio station personnel . . . to discuss what's new in
audience research and how you can best use our

services to map out a profitable selling effort
in the months ahead.
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HOMES (000)

' (@) MEN 1000

) 3 2005 2386 1599
) 33 726 961 605
362 3472 525 3153
3 40 1784 2540 1536
3 50 3802 5552 3423
) 46 1592 2085 1290
{37 1599 20609 1296 |
3 B 489 7649 4689
;13 2586 3705 2388
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[rom page 72

to be increasingly difhicult with
film competition to come up with
Mission: Impossible-style feature
shows. Motion pictures normally
tell the story so much better in
their form. Variety and comedy are
much more suited to the standard
TV format.”

Werner sees (clevision series and
the movics growing ever more simi-
lar: “There’s obviously a new type
of series developing. This season’s
Ironside is recally like a movie.
Next season, with The Name of
the Game, we'll have three estab-
lished stars making eight or nine
quality films each under the over-
all umbrella of a series title. There
is this growing similarity between
episodes of a continuing series and
a movie. In the movie houses, look
at the James Bond or Matt Heln
movies—they’re really a series. Or
remember the old days when they
had  something called  ‘Andy
Hardy’ or the “Thin Man’ movies?”

All' three network programers
see the croding ol an abrupt “sec-
ond-season” change this year as in-
dicative ol shifts in seasonal pro-
grams, but they also agree that
they’ll never be able to entirely do
away with the traditional (all and
winter reblocking of lineups.

“It’s true we made the decision
to take ofl Dundee and the
Culhane the earliest in the history
ol the company [the end of Sep-
tember],” says CBS’s Dann. “We
did it not just because the initial
ratings were poor, but the next
eight segments weren’t good. We
signed Winters in September, so he
had 90 days of adequate prepara-
tion belore going on. Despite the
Winters show success, 1 think the
networks are finding the second
season a very costly, unproductive
period, since by and large the sec-
ond-season replacements are [all
rejects. Bui the buying pattern in

TELEVISION

cycles will always kecp us in a fall
and mid-season replacement pat-
tern.”

Werner points out: “There’s a
difference between phasing out a
program whenever it has run its
course during the year and having
to jerk a complete disaster like
Dundee or our 90 Bristol Court.
Program changing happens on the
basts ol [ailure.

“l would project ahead that
you’ll see some change in program-
ing timing, but I'm not sure what
it will be.”

Says Goldberg: “The second sea-
son was very good for us, but you
will see it less and less. Economics
will dictate that most programs run
all year. Programs are so expensive
now that you're going to see less ol
the 13-week format. Production
companies can’t afford to live with
it. And you won’t see wholesale
switching. When a show should be
changed, it will be. You may sce
shows phase in and out during
seasons and you may see shows
originate in summer.”

One programer propounds what
he says would be a “marvelous but
impossible” solution for mid-season
changes. “You know that every
year some show is not going to
make it and will have to be re-
placed, so at the end of the season,
I'd take off some show like a topi-
cal comedy while it was still really
hot, despite all the howls you'd get.
Then I'd announce that it would
be back on the air next Jan. 3.
That way your writers would have
a full seven months to come up
with a great series of shows and
you'd be guaranteed something
good to fill whatever hole you
had.” But, the programer adds
with resignation, you’d never be
allowed to take off a highly success-
ful show like that and consequent-
ly must let it run down to its
natural death.

Among all the analysis and Mon-
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day-morning quarterbacking of the
1967-68 season, there is more bitter
criticism than average.

Pinkham (who called it “the sea-
son of hitless wonders™) says that
to him he finds much more inter-
esting than any programing trends
“something that should worry the
networks: In the 30 major markets
where you have {ull competition,
the independents are growing [in
audience] at the rate of 209, a year.
This means that a lot of the audi-
ence would rather watch reruns of
a three-year-old Gunsmoke than
what all three of the networks have
to ofter.”

Rich, who complained that there
was “not a damn thing new” this
season, said that the most interest-
ing thing to him in returning to an
agency from production was that
“not only is the audience being
bored by all this me-too-ism among
the networks, but even the adver-
tisers are getting bored, too. In the
old days TV was a very exciting
thing to them. Now boredom has
set n.”

Football fan

Susskind, although acknowledg-
ing that “as a selective viewer 1
found some of the specials excit-
ing—the public affairs and news
specials, some of the drama pro-
ductions like ‘St. Joan’ and a beau-
tiful  thing like the Sinatra-Ella
Fitzgerald special—the only real
fun for me in front of my set was
weekend football games. The only
big innovations were in the photo-
graphy of sports. The way ABC
covers stuff is great . . . what TV
is all about.” But, he adds, he
could find little in prime time that
was “what TV is all about.”

The gripes make a few more
historical footnotes, along with the
oddities of the season (ABC's set-
ting of some sort of record for the
all-time  super-special with its
highlv applauded four-hour $2-mil-
lion Africa project on Sept. 10; the
hatching of, and egg-laying by, the
long-talked-about Public Broadcast-
ing Laboratory on the noncom-
merical television network) and
some of the statistics (TV homes in
the U. S. up to a new record 56
million, from 54.9 million in Sep-
tember 1966; color-television pene-
tration at year’'s end up to 259, of
all households, from 179, the year
hefore; average daily viewing time
up 10 minutes to a new record of
five hours. 12 minutes per house-
hold) .

In all, as the programing boys
used to say around Coliseum Pro-
ductions: “Sic transit gloria.” END
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You wince at the wasted staff time when you have to spike a
story. The cost of that time must be included in the price of
your newspaper or magazine if you are going to stay in
business.

You've paid for the effort, but you still have to spike some
stories because they don’t quite measure up or something
better pushes them aside. That’s how you maintain that
invisible ingredient called “quality” in your publication.

We produce medical products for doctors to prescribe. We
“spike” many, many more prospects in the laboratory than
ever get on the pharmacist’s shelf.

Medicines that are to work and cure disease have to fight
their way past our “spike.” We have no choice but to reject
those that don’t measure up no matter what the research cost.
That’s how we maintain that invisible ingredient called
“quality” in our products.

oD

LEDERLE LABORATORIES

A Division of American Cyanamid Company, Pearl River, N. Y.
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The long-term picture for over-the-counter drug sales remains very bright

DRUGS ON TV

from page 64

drug money, according to TVB,
while spot received only half that—
$80.6- million.

Of course, different drug prod-
ucts and different drug brands
spend in various ways. TV's largest
drug category is headache remedies
(including the growing tension-
relief field), which spent a total of
$68.8 million in spot and network
in 1966. The next largest category
is cold remedies ($49 million) fol-
lowed by indigestion remedies
($41.2 million) .

The drug category with the larg-

st percentage growth is weight-
reducing aids. They went from a
TV investment of $2.2 million in
1958 to $15.9 million in 1966. This
is one area of drug television spend-
ing where spot gets a larger share
of the TV dollar than network
($10 million spot; $5.9 million net-
work in 1966) .

By brand, the big spenders are
Anacin ($15.8 million), Bayer as-
pirin  ($12.6 million—3$2 million
spot, $10.6 million network),
Dristan tablets and capsules (over
$7 million, most of it in network),
Contac capsules ($2.6 million spot,
$5 million network), Alka-Seltzer
($9 million spot, $10 million net-
work), and One-A-Day vitamin
tablets ($3 million spot, $4.8 mil-
lion network).

The above are TVB figures for
1966. Data for the first nine
months of 1967 indicate that drug
spending will be down slightly.
The last quarter of the year, how-
ever, 1is traditionally a heavy-
spending time for the pharmaceu-
ticals so there may be a gain (as
there has been since TVB began

3 Mas
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keeping records of TV spending) .

In the first nine months of 1967,
some brands fell well below their
spending for the comparable period
of 1966. But some increased. Block
Drug’s BC tablets (which recently
tried to work out a piggyback ar-
rangement with another company,
Ex-Lax) ' reduced its TV spend-
ing by more than half in the
nine-month period.

Contac decreased its spot spend-
ing 419, in that period but in-
creased its network spending 99,.
Making spot television seem even
worse in 1967, Tums reduced its
spot budget but invested $1 million
in network in the first nine months
for a 3339, increase. And Bayer
aspirin for children went almost
completely network in 1967. It re-
duced spot but because of the net-
work expenditure, raised its total
TV spending by 309.

On the other hand, Compoz in-
creased its spot spending astronomi.
cally. Tt spent $58,000 in spot in
1966, but by September 1967, it
had spent nearly $1 million in
spot.

And spot continues to get new
products, some of which, like Lev-
er’s Stendin, fall by the wayside,
and some of which get so big they
go network.

Often, it’s just a matter of which
direction to market the product.
Sterling Drug’s Cope, for example,
got known as a relief of menstrual
pain and didn’t get very far on the
market. Now, reportedly, its virtues
as a tension reliever are being
stressed, and it’s doing much better.
Another double-duty drug prod-
uct is Comeback, marketed on the
West Coast by Revlon (there is
often a blurring of lines between

Copyright, TELEVISION Mugazine, March 1968
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the beauty and health-aids fields).
Comeback is both an analgesic and
a pepper-upper.

Advertising agency drug experts
and pharmaceutical house execu-
tives are reluctant to talk on the
record about anything, but one
subject, second only to government
in emotional overtones, is the cost
of television. “With costs getting
higher in television,” says one
agency man, “some of the major
companies are running serious tests
of print. Others are making their
money go further with smaller mes-
sage units, such as two 15’s pig-
gybacked. There’s no question that
television’s costs have forced us all
to look around at other media,
especially radio.”

Lower ad-sale ratios

Because of the profit squeeze,
this executive says, the normally
high advertising-to-sales ratio that
is typical of the pharmaceutical
field has fallen significantly. “The
ratio used to be up around 309, to
389, but now most brands are in
the 20’s. They have no choice.”

Most people in the drug field,
however, feel that a profit squeeze
in such a high-profit field will have
little effect on actual expenditures.
The feeling is that unless there is
an unforeseen breakthrough in a
product (such as a real cold cure),
or a big advance in geriatrics, or an

increase in health-oriented toilet
goods, spending will rise only
slightly.

But the long-term picture for
sales in the over-the-counter drug
field remains very bright. Many
executives think Medicaid and
Medicare will be stimulants to sales
and that people are becoming
more health minded and are
willing to spend more money, not
only to cure illness but to prevent
1t.

One breakthrough that is worth
watching is Measurin, a Chese-
brough-Ponds analgesic that was
initially challenged by the FDA on
technical grounds and is now on
the market. Measurin is said to be
a boon to arthritis sufferers because
it can put more aspirin in the
blood stream safely (it has 10
grams of aspirin) .

By allowing Measurin on the
market, FDA ﬁaves open the possi-
bility of licensing other 10-gram
aspirins, opening up a whole new
ball game in the analgesics field.
Thus, unwittingly, does the gov-
ernment stimulate competition. END
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B 1968 Broadcasting Yearbook
| 51 separate directories in a single volume

The most complete and most authoritative source
of facts about the business of broadcasting
| ever published.

33rd annual edition—off the press
in January—600 pages, ,
51 directories, indexed tabbed |
for instant reference. j

VR |

Arranged according to five major index-tabbed groups, here's the treasury of individual directories you'll find
in the giant 1968 Broadcasting Yearbook—the one-book library of television and radio information.

i 1. TV Station Directory 16. Network Executives 29. FM Frequencies, 39. Major Awards, Citations ]
2. TV Call Letters 17. Regional TY Networks Channels 40. RTNDA News Directors

3. TV Channels 18. Regiona! Radio Networks 30. Cari‘bbean. Mexican 41. Radio-TV Schools

4. TV Allocations 19. Canadian TV Stations Stations 42. Radio-TV News Services

§. Advertising Agencies 20. Canadian TV Channels 31. Canadian AM by 43. Foreian L
| b, AM & FM Radio Directory 21. Experimental TV Stations Frequency ’ Prog':ms anguage
| 7. AM Station Call Letters 22. Community Antenna TV 32. Canadian FM by 44. Country & West
8. AM Radio by Frequencies 23. TV Applications Pending Frequency ' Sf:':?o;z estern

9. Equipment Directory 24. Transfers of TV 33. College Radio Stations . '
| - . 45, N P

10. Broadcast Product Guide Ownership 34. Canadian Board of °9'°- "°9”"“""9 ' i
! 11. NAB Television Code 25. Newspaper Ownership Governors 46. Associations, Societies ‘[
| 12. NAB Radio Code of TV . 35. International Radio 47. Government Agencies
| 13. Program Producers, 26. Group TV Ow‘nershnp Stations 48. Radio-TV Atorneys
| Distributors 27. EM Conimgr<igll Call 36. Frequency Measuring 49. Consulting Engineers

14. Talent Agents, Managers Lotters . licati 50. F .
. 15, Radio & TV 28. FM Educational Call 37. Station Applications . Farm Directors

Representatives Letters 38. FCC Rules & Regqulations 51. Major Trends, Events i
Plus original reference material I }

not available elsewhere, including USE THIS FORM TO ORDER

the dimensions of broadcastmg
(key facts about television
and radio), extent of broadcast

Broadeastin
1968Yearhoo

editorializing, program data (who Please send ................ copies @ $10.00 to '
listens, watches, and at what

times), broadcast time sales 1935 Name Position

th;ough 1966, books and ' '

reference works published [

during the year. (el - a il

[ Business Address
1 Home Address

City State Zip

—— — —— ——— T W T S — — S S w— — —

|
|
|
|
|
!
|
|
[J Payment enclosed =
|
|
|
|
|
|
|
|
I

q
]
|
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The Norelco “Little Shaver”

This is the new Norelco
IPCP-70 Portable Color Tele-
lvision Camera. We call it the
[Little Shaver’ for short.

Like its big brother, the
|PC-70, which is used on the
|majority of top network live

and taped shows, itemploys
the exclusive Norelco 3-
Plumbicon™ tube system
that provides the truest
color, highest resolution
and maximum sensitivity
available today.

The ““Little Shaver”
goes where the action is.

Sports. News and documen-
taries. Political events . ..
just about anywhere a man
can go.

The ““Little Shaver’ is
fully compatible with the
camera control unit of the
PC-70 studio camera. Thus,
present PC-70 owners have
an even greater advantage
in that they can have the ver-
satility of the PCP-70 with

no further expense for con-
trol equipment.

Instantly accepted by
all the major networks, the
Norelco PCP-70 is the port-
able that gives you the

www americanradiohistorv com

PHILIPS BROADCAST
/Vore/co EQUIPMENT CORP.

does everything its big brother,
the PC-70, can do
...and gets around a lot more.

world's best color television
picture.

If you want faithful
color reproduction in a port-

able camera, you want the

“Little Shaver.” For a live

demonstration and techni-
cal data, call or write.

*Registered trade mark for television camera tubes.

299 Route 17, Paramus, N.J. 07652 » 201/262-7300

e
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| disaster in a china shop.

FOCUS ON

CONMIM EE%@UDE)

Iy. Odd Job returns home and hangs up
bowler, his “Goldfinger” trademnark.

2). He begins to cough. Voice over:
“Even for a guy who can take

care of himself, a cough can get the
upper hand.” Delicate Chinese bric-a-
brac is in jeopardy. The trouble

starts. A chop to the table, and down
goes the lamp.

7). Out comes inscrutable wife. Voice
over: ‘“‘But, fortunately there’s a cough
medicine made to help keep coughs
like this under control. Vicks Formula 44.
Formula 44 has extra strength. It

controls the real cause of your coughing,
your cough reflex.”

4). Odd Job gets instant relief.

Voice Over: “With a cough suppressant
that’s effective as codein, but not

narcotic. Vicks Formula +4 Cough
Mixture.”

5). Wife looks with horror on the damage,
Voice over: “It just might keep a

cough from breaking up your home.”
6) . This 20-second spot for Vicks
Formula 44 Cough Discs frequently
follows the Cough Mixture

commercial. Odd Job’s cough threatens
Voice over:
“And for coughs away from home
Formula 44 Cough Discs.”

take

TELEVISION MAGAZINE

- mon cough.

_ creative supervisor at B&B,

. vertising, but it claims to be the

- enough.

How a super couth
helps to sell
Vick’s Formula 44H

“Odd Job” won notoriety as the |
oriental villain in “Goldfinger,”
one of James Bond’s more spectac-
ular cinematic campaigns against
international crime. Now on the
side of right, Odd Job (real name:
Harold Sakada) has been enlisted
in Vick Chemical’s war on the com-

Benton & Bowles created this
60-second spot for Vick's Formula
44 Cough Mixture to run through |
the colds season, mid-September to |
the end of March. It falls into a
class of new, slightly humorous,
soft-sell advertising of proprietary |
drugs, a school of drug advertising
pioneered by Contac and Alka-
Seltzer (see page 64).

According to Stuart

Trott,
what
this commercial did for Formula
44 was to give it a basic visibility.
“It was a way of visualizing the |
disease for people. Literally mak-|
ing a physical extension of the
cough to the guy’s entire body,” he
explains. Odd Job’s cough is
manifested in a series of violent
and immvoluntary karate chops, as]|
much a reflex as a cough itself.
The destruction he does to his
home underlines the sense of the
body being out of control. What
has been done in this commercial,
according to Trott, “is set up a
super cough against which the
strengths of our product can be
played.”

Vick is not the only company to
use karate as a gimmick in its ad-

i —

only company that has used it
meaningfully. Hai Karate, a brand
of men’s toiletries, has nsed karate
in its commerials to bring atten-
tion to its product. But it's not the
same, claims Vick’s account execu- |1
tive, Dan Wilkes. “In ours it has
meaning. It’s the hyperbole of the i
cough.”

Not ‘everyone [ollowed James
Bond very closely, and not every-
body saw Odd Job in “Goldfinger.”
Recognition of Odd Job is an assel
to the conmercial, says the agencv,
but it is not vital to the Formula 44
message. The oriental couple and
the karate gestures were substance
Nor did the agency feel
that Odd Job had retained an
image as a heavy. “You didn’t
come out of that movie hating Odd
Job,” says Wilkes. “l1 don’t think
we would have wanted a guy who
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ad achieved a reputation as a bad
uy.”

i, Benton & Bowles got the account

year ago last July when Vick

ecided to dissolve its house agen-

. Morse International. Drug ad-
artising traditionally has heen a
'rious and conservative business.
ick, like many ol the drug pro-
aicers, origihinally held the philoso-
hry that you could do anvthing in
e television medium and have
a audience. For eight vears Vick
It that diagrams of the *“cough
ontrol center” were doing the job.
Then MNorse was disbanded, Vick
as coming to i1ealize that the ad-
ertising climate had changed. The
dent recognized, according to
Tilkes, “that you could not just
ome on with a slide and sell vour
roduct.” As he explains it, people
ere not hearing the Formula 44
1€55ag€ any more.

When Benton & Bowles got the
zcount it had some mopping up
y do with half-finished projects
1e new agencv inherited from
Torse. BRB made several versions
[ the karate campaign and rested
rem regionally for some time be-
yre the commercial’s national -
‘oduction last October.

The spot is aimed at what Trou
alls “sutferers,” that is, “people
ho take their coughs seriously.”
here was originally some hesita-
on about this commercial. Tt was
nown that “sufferers” don’t take
1eir colds lightlv, and the agency
2ared that the habitual proprie-
ary drug user might resent levity
1 the commercial. “The use of
1edicines is [raught with irrational
nd emotional motivations,” Wilkes
ays. “The heavy user of propric-
ary drues is the kind ol person we
1ave yet to define. He has the kind
of mental set that is somewhat ir-

ational.” Wilkes savs that research- |

|

irs are busy now trving to come up
lvith a definition that will be useful
n future advertising.

Benton & Bowles subjected this
tommercial to three tests, includ-
ng one that employed a theater

echnique, and claims that the spot
! ‘performed  magnificently.” In
! “hecking viewer recall, the agency
" discovered that it didn’t get anv
" playback on copy points, but the
commercial left a solid impression
* of strength and brand registration.

The spot was produced on the
‘West Coast hv MPO. Gene Bassin
was the producer at B&B. Produc-
ition costs were approximately $40.-
000, considerably more than Vick
was used to paying at its house
agencv. The break-away furniture
was a big item of expense.

|

1

| :1pproval

But the biggest obstacle, Trott
admits, is still lolk remedics. Vick’s
Formula 44 has as its major com-
petitors, it seems, such things as
camphor bags and grandma’s home
brew. END

Making the simple
decision is

not always easy
by Granger Tripp

As the agency man neared the end
ol the commercial he was present-
ing, his voice seemed 10 combine
the characteristics of  Alexander
Scourby, Bob Landers and Marian
Anderson. He read the final line:

“Get it at vour dcaler’s now.
Music up and out.”
He sat down and everyone

turned expectantly to the client.
There was a long pause. The client
spoke:

“Music up and out?”

“Well, yes, sir, the music does go
oul, sir, but on a very positive note.
In a very persuasive manner.”

“I see.”

There was another pause, as
weeks of work. carcers and reputa-
tions hung in the balance. Tt was a
scene [amiliar to the television
commercial business. A simple
business decision, you might say,
but surely the role of the man who
must decide is not one to envy.

Once upon a time, il we are to
believe the yarns of early advertis-
ing, things were a lot less compli-
cated. The owner of the [actory
looked at an ad: If he liked it, it
ran; if he didn’t, it didn’t.

Today the client, in many cases,
is just one step in a ladder of
that may run from a
iunior assistant brand manager to
the president of the company.
Whatever his position on the lad-
der, there is alwavs someone higher
up (including ultimately the com-
pany’s stockholders) ready to com-
vlain il he spends his budget fool-
ishly.

So there sits the client with the
eager agency in front of him and
his corporate organization behind
him, each waiting for just the right
words about this storyboard that
has been so fluently presented for
his approval.

No wonder he is temnted to start
with the smallest detail. “You say
the music goes onut, eh?”

“Yes, sir. Has to, sir. End of the

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

www.americanradiohistorv.com

commercial, sir”, the agency man
replied.

He really isn’t quite as dull-
witted as that, but perhaps he can-
not be blamed for dealing first with
a tiny fact instead of that one large
and Irightening question: Is the
commercial good or bad?

Since I have never been a client,
it is gratuitious to offer suggestions
1o those who fill that position with
skill and judgment. On the other
hand, perhaps it would be useful
to list some of the things a typical
presenter hopes to learn from his
presentation.

He would like, of course, instant
applause and the command: “Go
shoot it.”

But il he has anv sense at all, he
knows bv now that he is not apt to
hear those words very often. The
presenter should know, too, that
the combined effect ol picture,
words and music is never easy to
grasp. He ought to be readv to
explain, re-present, reread as often
as necessary 1o make the commer-
cial clear.

Of course. it does no harm to
clear away minor technical obsta-
cles right at the start. but often the
conversation immediately follow-
ing the presentation of an impor-
tant  commercial will get side-
tracked on technicalities, details
that will surely require an hour or
two ol exploration but that are
admittedlv not insoluble.

The best kind ol responsc grows
out of the client’s area of greatest
competence. If he's a marketing
man, he can judge the idea in that
context; if he's a lawyer, he should
weigh its legal merits. The hard
part is stopping there, in separat-
ing the comment bhased on one’s
area ol expertise from the reaction
that moves into the domain of
writer, producer or art director.

Too olten in both agencies and
clients alike, the pictures that will
appear on the screen receive less
discussion than the words, al-

though everyone admits that the |

pictures carry more of the weight.
The client—who will by now be
leading the discussion—can help by
making sure the video receives its
share of the attention: How would
it look on a home screen, with no
words at all? Would it carry any
kind of message?

If the pictures work, it's time to
look at the words. The temptation
here is always to add a few more.
This is dangerous. If anything,
most sound tracks can be improved
by taking words ont.

Again, it is tempting to fall back
upon details. Are the exact words

Continued on page 86
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Prine-time network movies hit

MOVIES TAKE OVER

[rom page 56

introduced 1ts Wednesday movie in
the second season ol last year, and,
with many ol its affiliates com-
mitted (0 other programing, it had
a poor lineup. Only I51 stations
reported during the second (wo
wecks ot January 1967, compared
to 196 stations reporting during
the same period this year. The
Wednesday movie has pulled itself
up to a 21.0 rating and a 35 share
this year. With the produced-for-
television specials included in the
average, the movie rating drops to
20.6.

CBS's Thursday and  Friday-
night movies did well last season
and are doing Dbetter this vyear.
Thursday night averaged a 20.5
rating and a 36 share in the fall of
1966 and a 22.6 rating and a 38

share 1in the lall of 1967. Friday
averaged w 21.3 rating and a 39
share last scason; the same night

averaged 23.8 and 12 this season.

In a studv made by Nielsen ol
viewing from the second Septem-
ber rating period this vear through
December, researchers found that
the average rating of all prime-time
programs follows TV’s seasonal pat-
tern from a 17 at the end ol Sep-
tember, maintaining an average rat-
ing of I8 through October and
November and a 19 lor December.
Feature films, however, reached

Bolshoi’, ‘Wednesday Night .. )"

TELEVISION MAGAZINE

their audience peak in October

their peak in early October with a
26 average for the first rating peri-
od. They tapered to a 24 at the end
of October and to a 22 at the end
ol November. By the last raiing
period in December the average
rating for a leature film was 20,
only one rating point above the
average lor all programs. The pre-
dictable swing of the graph demon-
strates the ellects of Irontloading
(scheduling block busters early in
the season) and viewer latigue.
Some attractive titles and second-
season promotion are e\pecled to
rejuvenate the movie ratings early
this year.

The networks know the number
ol movie viewers lor the first half
ol the season, vet very little is
known ol the categories ol humani-
ty into which these viewers lall.
Nielsen did a briel study of audi-
ence composition comparing the
two weeks ending Oct. 8, 1967, with
the two wecks ending Oct. 22, 1967,
to answer the question: What kind
of people watch feature hlms?
Nielson wanted to determine
whether the same people were hab-
itually viewing movie atter movie

regardless of film (vpe, or whether

a western draws a markedly differ-
ent audience from a drama or

comedy.

It learned that numbers-of view-
ers change from week to week by
’ especially

sex and age, among

N

March

‘Tuesday Night at the

Al

TELEVISION Magazine.
“This week we can waich ‘Monday Night at the Bolshoi’,

Copyeight, 1968
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with New Year spurt expected

adults. For example, the Friday-
night movie during the first two-
week period ran a suspense-type
one week and a mysterv-type the
next. Women between 35 and 49
constituted 99 of the audience for
those (wo films, and women over 50
made up 1597 of the audience. The
two Iriday-night movies in the sec-
ond test period were comedies, and
the number ol women in the audi-
ence increased significantly, The
35-t0-19 group made up 139, of the
audience during the second test
period, and the women over 50
increased to 1997,

Nielsen’s feature-film analysis of
last October served to conhrm, too,
the success ol movies this season.
All six  network movies were
among the top-15 household-rated
programs lor the two wecks ending
Oct. 22,

Movie-vicwer profile

Much more is known about last
scason’s movie viewer. In a snecial
report just completed and released
to TELEVISION, Nielsen studied the
viewing population between Octo-
ber 1966 and April 1967 to learn
what kind of person tunes in the
network feature films. The speci-
men on the slide is of no small
interest: More often than not, it’s a
she and unrder 35. Women rep-
resented 449, of the movie audi-
ence last season, while thev rep-
resented only 389, of the audience
for an average evening program;
399, were under 35, while 30%

were 50 or over and 319, were
3549,

The sccond largest group of
movie viewers arc men, who made
up 339, of the movie audience last
season. Trailing hehind were chil-

dren. 119, and teen-agers, 1297,
Good news to advertisers: Mov-
ies appeal (o the higher-income
groups. In 237 of the households
with incomes of $10.000 or more,
somebodv was watching the aver-
age network movie last year. The
average audience among house-
holds with income between $5,000
and $9,999 drovs ro 2297 In house-

holds where the m(‘ome is under
©5,000, the average audience sinks:

to 1597,

A large percentage of these well-
heeled women live in metropolitan
areas. In Nielsen “A” counties—the
most urban citegory—viewing is
relatively high, with an average
awdlience of 229, for a feature film.
An average of 209, of the house-
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THiIS SPACE CONTRIBUTED 8Y THE PUBLISHER AS A PUBL fc servl CE.

What

do Diana Ross
and

Slie Supremes
and
LawrenceWelb

fave in

Common?
Us.

They're in “Crusade '68 So is Eddie Albert. Eva Gabor.
Bob Newhart. Stiller and Meara. “Crusade '68” is our
new half-hour color film, sparkling with music. ..

.comedy. ..variety. ... ... It's all-out entertainment.

(Is this any way to get facts about cancer
across to your viewers? You bet your life it is!)

. . \ .
Its all yours . . .. ... for April. Book it early I'1 111
Also available:
10, 20, 60-second spots in color, starring Lawrence Welk, Lemmon and Rock Hudson; Arthur Godfrey and Louis
astronaut Walter Schirra, the Flintstones. | Armstrong; Leslie Uggams; George C. Scott and Julie
And for radio: Script and recorded materials. Humor- Harris; Frank Sinatra— and lots more.
ous spots. On-the-scene actuality spots. Celebrity spots For “Crusade '68” and our other star-packed mate-
. featuring Joanne Woodward and Paul Newman; Jack rials, contact our Unit in your city or
®

American Cancer Society+219 E. 42 St.«N.Y, N.Y. 10017
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Your Blair Man Knows...

16th MULTI-SET MARKET . . . The Nielsen
Station Index for Feb. Mor 67 estimates
that 36.7% of Wheeling-Steubenville homes
are equipped with more than one TV set
in operating condition. The Top Twenty
Multi-Set Major Markets ranked WTRF-
TV's Wheeling-Steubenville area 16th, a
higher estimate than credited to Pitts-
burgh, El Paso, Rochester and the Johns-
town-Altoona Markets. What’'s it prove?
We think it's a good indication that the
WTRF-TV audience takes TV seriously, sets
are necessities and viewing is part of an
everyday way of life.

BLAIR TELEVISION

Representative for

WTRF-TV

Color Channel 7 @ NBC
Wheeling, West Virginia

Happiness
/s Helping!

GIVE
UNITED
CEREBRAL

PALSY
\ pa

TELEVISION MAGAZINE

MOVIES TAKE OVER
from page 84
holds in “B” counties (a bit more
suburban) view leature films. In
the bucolic “C” and “D” counties,
movie viewing is down to 199.
The only program type that was
able to match the leature Alm las
season was variety. Both the movies
and the variety shows had an aver-
age of 20.49, households viewing,
with the variety shows appealing to
a lew more men. Situation comedy
came in second as a program Lype,
averaging 19.29, ol TV house-
holds. Films received the least com-
petition from quiz and audience-
participation shows, which averag-
ed only 13.9%,.

Movie categories

Nielsen also surveyed the types
of movies that ran on the networks
last season. General drama was
by tar the most frequent: 66 out of
149 movies. The person that the
general drama appealed to was
usually the same person that
Nielsen data sketched as the aver-
age movie lan: often under 35,
olten upper income, often urban;
the same kind ol people, only more
of them, that watch the regular
network series also in the general-

drama class.

Comedy was the second most fre-
quent movie oftering, with 40 be-
tween October and April of last sea-
son. Funny movies lose a few “C”
county viewers and gain a few “A”
county viewers over the ordinary
situation-comedy series. In addi-
tion, more higher-income house-
holds view the comedy movies than
the comedy series.

Predictably, western movies ap-
peal to more people in rural areas
than other types. Alter drama and
comedy, westerns were the most
recurrent type, though there were
relatively few—only 12 Octlober
1966 through April 1967. They ap-
peal to more lower-income house-
holds than either comedy, drama
or varicty-musical movies.

Variety-musical was the only oth-
er o type of movie big enough to
lump into a major class. There
were 1 last season. While the net-
work variety series seems to have a
strange power over houscholds in
which the lady of the house is over
H0—Ilogging an average 249, for
this group—the same 50-plus house-
hold rates only 149, on a variety-
musical movie.

‘The numbers are moving up.
The ratings are higher every year,
the costs are becoming astronomi-
cal, and more and more man hours
are put into dissecting the movie

www americanradiohistorv com

audience. Nielsen figures tha
75.39, ol the total TV homes wer
reached by movies during the avey
age week last year. That's 41,340,
000 households. The only down
ward trend is in the number g
movies in television's  stockpile,
Such is the price of success.  EN

FOCUSON COMMERCIAL
from page 83
of the marketing strategy echoed in’ ‘
the comunercialr Perhaps not, and
perhaps this is all to the good. g
may well be that che nnportaml'
idea can be conveyed in dilfereng
language, or even in no language
at all.

As he looks at the commercial,
the client will have in mind some
of the same things the writer, art
director and producer considered:
as they created the commercial: the'
kind of programing in which the
commercial will appear; the com-
petition ol surrounding commer
cials and program material; the
inherent interest in his product
[requency ol use, and the part this
particular commercial must play i
the total campaign.

At the same time there are a |
number of things a client should
not have to worry about: matters
ol technique, details ol production,
or how the described eftect is going:
to be achieved.

Every commercial maker hopes
his client will leave him a degree off
flexibility in the production of the =
commercial he  eventually ap
proves. Wonder{ul things can hap: |
pen when dedicated people go to
work, on the set or on location. 1f
they feel they have no room to
mancuaver, if they fear that any
deviation from the approved script
will be a wasted eftort, chances are¥
the client will get back exactly "
what he saw on the storyboard and| X
no more. And that would be a pity:

The more important a decisiony
the more difficult it is, and todays
simple yes or no on a TV commer-
cial can be one of the most impor-
tant corporate decisions a company
can make. It is not easy to commit
thousands ol production dollars
and, perhaps, millions of media
dollars, to a bit of gay [rivolity:
And yet those qualities may well be
exactly what a product requires.

The role of the decision maker:
can’t be easy. But it can indeed be
a creaiive and effective role i sup
porting the life of a corporatio
and by extension the livelihood
the people it employs. It is a ro
that deserves the respect and u
derstanding of us all.
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Won'tyou be late
foryour programing
-meeting, Ira?

GREAT MOMENTS
IN THE HISTORY OF

television

PREPARING THE 1968-69 SCHEDULE
BY GERALD GARDNER

You've gottorelax,
Miss Hudson. I'litel! %
you as soon as we know
if Ben Gazzara's gomg
to live.

"As a joke we told him o
there werethree more =55

You can tputme :
opposite Jackie
Gleason—

""He's afriend of
Sheldon Leonard.

The Newlywed
Game is your
lead-in?

Al | said was,
“Why don't we
cancel The FBI FBI"'

k- Are you the man who
wanted toretire
Lawrence Welk?

Then it's settled.
“ =" Wescrap everything
s and start fresh,

b

MARCH 1968
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People who work 1n television shoud not contnuously denigrate

TV WRITERS
from page 59
repeat themselves week alter week.

In this period we lost such tal-
ents as Neil Simon, Woody Allen,
Larry Gelbart and Nat Hiken,
who is a great comedy stylist. In
addition to the apathy to “big
comedy,” many writers deserted
the field as a protest. As an art
form comedy had been steadily de-
valued by the critics. I a writer did
a good piece ol work—overcame
enormous odds and managed to get
a show on the air—he encountered
a group ol reviewers who usually
disregarded the single eftort in
their broad attack on the medium
and on situation comedy in gen-
eral.

Approbation, the much-needed
pat on the back, all the things a
questioning writer’s ego desired
were not a part of television any
more. 1 do not mean to imply that
all television criticism is not jus-
tified and that writers are eternally
wronged. Far trom that. There’s a
lot ot poor writing Dbeing done.
(Perhaps no more than in any oth-
er medium.) And there are cer-
tainly writers out ol tune with the
times who reluse to recognize
change and, embiitered by their
own lailure, flail out gratuitously
at the critics.

New writers?

It's too late to get back all ol the

talented men who have left the
medium. Of course some are being
seduced or Jured back by olters to
write a special. We're beginning to
see works of Reginald Rose, Rod
Serling and  Tad Mosel, once
again, on television. But, speaking
ol comedy, I don’t think you can
gel a Doc Simon to be head writer
on a weekly show. And there are
lew comedy specials.

I think, too, that with the return
of variety shows, we are going (o
fmd new comedy writers. On a
variety show you can carry a writ-
ing stafl. You can always have two
or three young [ellows that you can
nurture. The budget allows lor it.

You cannot expertment on hall-
hour comedies with a limited writ-
ing budger. The best you can do is
to read outside submissions. We
read every script that comes into
the oflice. [ don’t know how many
others do, but I do know the prac-
tice is Jimited. Occasionally we see
an indication of potential in a
script, but we're always handi-
capped by the lack of resources to
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develop it. We brought one outside
script tor Get Smart and consid-
ered il our reward lor the patiend,
diligent pursuit of every script
that had come in.

Good writing cannot sustain
show by itself. You have 10 have a
star—not necessarily a gifted per-
former as much as a likeable one.
Likeability is probably the prime
[actor in television acceptance. If
you are fortunate to have good
writing plus a tikeable, gilted per-
sonality heading up your show, you
have reached Nirvana.

I don’t think people who work
in the medium should continuous-
ly denigrate television. 1f 1 thouglu
ol television as merely a stepping
stone 1o motion piclures or Lo
Broadway then I'd be totally de-
feating what 1 do with Get Smanrt
and He and She. I'd be indulging
in hypocrisy. I've got to believe in
the medium. I've got to believe in
what we do. The day I don’t, then
I must go elsewhere.

Admittedly, television as a
creative medium does not rate very
high. But this is a result of double
standards on the part ol critics.
There are attempts to open approx-
imately ]00 plays on Broadway
every year. Maybe 25 remain and
five of those are any good. That’s
about 59;. In the publishing field
there are maybe 5,000 books pub-
lished in a year. And il 250 are
acknowledged good (about 59,),
it’s considered an exceptional year,

In television, 1 believe the same
59, good exists. But it's dismissed
or overlooked because of prejudice
against a mass medium. Anything
good on television is less pres-
tigious because of its environment.
Actually, today most Broadway
production is akin to, or an exten-
ston of television. I think many
Broadway comedies would sufler
rather severe critical appraisal il
they were on television. The audi-
ence on Broadway is willing to
accept much less than they would
it their homes.

TV is o compromisc

I agree that what is finally seen
on television is a result ol com-
promise. A weekly show is essen-
tially a committee show. You're
usually not allowed to express your
own opinion, if for no other reason
than more than one person works
on a show. The final statement is a
compromised point of view.

“They won't like it” is an oft-
used phrase in television. Who
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“they” are is never clearly delned. |
must say, though, that 1 have not
encountered  “they” recently. |
have not felt the imposition of
censorship in television as I did in
radio. In lact, there has been a
general broadening of the interpre-
tation of what we can do on televi-
ston with each passing year. It’s
now permissible 1o be derisive and
irreverent if you do it with mis.
chief and charm.

Writers you know, write againsl
somebody or something more than
they write lor somebody or some-
thing. They need to face a negative
force.

When [ was doing I'm Dickens,
He's Fenster there was no “they”
telling us we couldn’t do what we
liked. Mel Tolkin and 1 were au-
tonomous. Whatever we wrote was
filmed. This got a little unnerving.
We were uncomfortable. We need-
ed someone to write against. Carl
Reiner was working next door. So,
we used him. We were much more
effective when we said Carl Reiner
will never let us do this. In a short
time, with the proper amount of
paranoia, we convinced ourselves
Carl was our enemy. . . . All this
unbeknownst to Carl. One day he
came in and said: “let’s have
lunch.” We were so angry with
him, we couldn’t accept.

The half-hour staple

If you truly want to judge a
sertes you have to see at least four
shows in the first 13 weeks. Many
writers know [rom experience that
among the first 13 shows will be
some of the best and some ol the
worst.

The hall-hour situation comedy
continues to be a staple. CBS relies
on them and eventually they do
dominate. 1 think everything is cy-
clical. I think that eventually it
will be a risk to commit yourself to
an hour-and-a-half or two-hour
film because as the public becomes
satiated they will hecome more se-
lective in what movies they watch.
\When this happens there will be
panic and a cry ol: “Let’s get into
shorter shows.”

Right now, the longer program
is the form one should follow if
one’s goal is money.

Economics of the business are
becoming frightening. Cost conces-
sions made at the beginming of the
season spiral insidiously and by the
end of the year turn out to be an
enormous financial reversal.

We can’t, however, let economics

e
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UHF PENFTRATI()\T

I'he ultra-high-frequency channels (11-83) hold the
uture promise of TV-facilities growth. Since April
964, when the All Channel Receiver Act went into
fect, UHF has grown substantially, receiving an im-
ortant boost from the large sales ol color sets.

The [ollowing data reports UHF ownership lor 52
thl*’-;lCliV(-" markets as of November 1967, They
vere developed by the Nielsen Station Index [rom NSI
aurrent (lall) and past sample measurements, and spe- |
ific UHF ownership surveys. Ol the 52 listed markets,
18 show a UHF penetration ot 759, or better. An

Estimated percent UHF ownership among all metro
TV households, November 1967 for markets with a

reportable UHF station
report.

Metro Area

Atlanta

Austin, Tex.
Jakersfield, Califl
Binghamton, N.Y.
Birmingham, Ala.
Boston
Champaign, Tl

{ Charloite, N.(

Chicago
Columbia, S.(

Davton Ohio
Detroit
Lrie. Pa.
Evansville
Ky
Flint-S
Mich

aginaw-Bay City

Florence, \la.
Fort Wayne, Ind.
Fresno, Calil.

| Harrisburg, Pa.

ndication of the growth of UHF «andience potential  artford, Conn.
s shown in the average weekly reach data for UHF'

tations in eight “multinetwork area”™ markets.

Houston

Huntsville-Decatur, Ala,

| Jucksonville, Fla.

FHE UHEF MEASUREMENT PROBLEM

Researchers have lound UHF set owneiship is dilli
ult to measure unless a UHF station is active in the
wea. The problem is low UHF awareness on the part

[Knoxville. Tenn
Lafavette. Ind.

Ind.-Henderson,

in NSI November 1967
|

Lancaster-tlarrishurg-Teha-

non-York, Pa.

9, UHI) Metro Area G UHI
10% Lexington. Ky 490-
79 Lima, Ohio 90 -+
10+ Lowisville, Ky 89
86 Madison, Wis. 90+
68 Milwaukee 7
17 Montgomery, Ala. W0+
25 Muneie Marion, Ind. 66
60 New Haven, Conn. 30
52 Parkershurg, W . Va, 76
40 + Peoria, 1l 90+4-
62 Philadelphia 62
59 Rocktord, Til 90-
90 Salishury, Ml 90+

San Antonio, Tex 47
90+ Sioux C'ity, [owa 58
50 | South Bend-Elkhart, Ind. 90-

Springfield-Decatur, 1. 90-
90 Springtield-Holyoke, Mass. 90
90 jyracugse, N.Y 39
90+ Tampa-St. Petelsburg, Fla, 70
90+
90+ Tolelo, Ohio Hl

Washington 653
50 Wilkes-Barre-Seranton, Pa. 90+ |
90+ Yakima Wash 90+
73 | Youngstown, Ohio 90
82 Zanesville, Ohio 90
84
80

>f UHF-owning households. Onlyv extensive question- | Nielsen Station Index UHF station weekly cumula-

ing techniques or actual set inspection appear able to | tive audience estimates for MNA markets with a
reportable UHF station.

provide good estimates. As a result Nielsen leels that
only specific UHF surveys can accurately report ULIF
ownership in markets where no UHF stations are cur-
rently operating.

|

Nielsen cautions that the NSI figures reported in |

this study are sample-base estimates. They are subject
to sampling error and thus should not be regarded as
exact to precise mathematical values.

In the next issue Trrevision will present Papert,
Koenig, lLois/Nielsen Station Index data on Local
Market Multiset Oswnership.

(Note: In the February 1968 “Telestatus,” the color-
TV-ownership listing by Nielsen territorics on page
57 was labeled as being November 1967 estimates. The
hgures listed were February 1968 Nielsen estimates.)

drive out the remaining writing
talents in the business. Buck Hen-

the Carol Burnett Show

I stimuted percentage of

Market

Boston

Chicago

Detroit
ITouston
Milwaukce
Philadelphia
San Antonio, Te
Washington

*If more than one reportable
cume estimate.

**Qct. 20-Nov. 2 and Nov. 10
***Qct. 26-Nov. 22, 1967.
tNo reportable UHF station

metro households reached during everage week*

Fall 1966** Fall 1967+%*

t 26
i 17
25 39
t 30
27 35
33 36
= 10 12
20 25

UHE statvon, duta are based on stalion with highest

-23. 1966,

N.B.: Data subject to qualifications described in the respective NSI leports

that he

© 1y, who helped create Get Smart
for us and who T feel is an excep-
tionally talented man is now writ-
ing major motion pictures. He
might still possibly be working in
television it we had some sort of
sponsorship arrangement. It s
even difficult for us in the business
to hang on to good writers. The
half-hour situation comedy is vul-

nerable to raids by the wealthier
variety shows. We lost our gifted
producer-writer Arnie Rosen he-
" cause of a [abulous offer made by

1
4

couldn’t logically turn down. We
managed to hold on to Arne Sul-
tan, an exceptional writer, by mak-
ing him the producer of He and
She.

One ol the benefits writers have
derived from television is an ad-
vance in status.

We were the social outcasts when
I started in the business. Comedy
writers had no identity. We usually
wrote in tandem or in committee.
On comedv shows we would be the
“boys”; the “fellows”; “Hi, neigh-
bor”; “Hello, pal”; “Hey, Toot-

www americanradiohistorv com

e.” T was known to one comedian
s “Tootsie” lor the three years I
worked for him. My mother visited
me in Calilornia and I introduced
her as “Mrs. Tootsie.” Anything
other than that would have been a
totally foreign name to him.

But here it is 1968 and you lind
it’s the writer who is in charge of
most of the shows. To keep good
writers production companies have
had to elevate them, appropriate
money [rom other budgets. Conse-
quently television has become a
hyphenate’s (producer-writer, pro-
ducer-director) medium. END

MARCH 1968
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EDITORIAL

Why TV must lead
in easing tensions

What TV needs least
in summer 1968

| ] Thoughtiul television broadcasters have for some
time recognized that they bear a special responsibil-
ity in the inhnitely difhcult job of building bridges
to the alienated ghettos ol America’s citics. The
responsibility has heen thrust upon the broadcasters
by the peculiar nature of the medium they operate.
[clevision, more than any other vehicle ol mass com-

|

“spect) among even the poorest in the urban slmm
The pervasiveness ol television was emphasized i
the recent report ol the President’s Commission on
| Civil Disorders which stated, without qualification,
that “relevision 1s the lormal news source most re-
lied ‘upon in the ghetto.” The report cited Census
Bureau hgures that put television sets in 87.797 of

the nation’'s nonwhite homes. .
This means, ol course, that in the cities where ma-
Jor concentrations of Negrocs have clustered the tele-
vision audience is snomﬁ(anllv black. No one can
deny that the proportion ol l\emoes in the audience
exceeds by far the plopomon of Negroes or Negro-
oriented material appearing on all 1l1ose lighted tubes
| in Negro dwellings.
And the (le[ect in communications e\tends in the
other direction, the President’s commission asserted.
“The absence of Negro faces and activities from the
media has an eflect on white audiences .as well as
' black,”" the report said. “If what the white American

reads in the newspapers or sees on television condi-
| tions his expectations ol what is ordinary and nor-

mal in thé lmger socicty, he will neither understand
| nor accept the. black American. By failing to portray
the Negro as a matter of routine and in the context
of the total society, the news media have, we believe,
contributed 1o the Dhlack-white schism in this coun-
try.” In the commission’s view, the schisin threatens
to ‘develop two societies, one black and ‘one white,
living in perpetual tension or hostility.

If indeed that is the course upon which this coun-
try is he ading, its reversal will require the massive
work that the President’s commnission laid ont for all
elements ol govermment and private enterprise. In this
process, the television broadcaster must assume a role
ol leadership, simply because ol the enormous physi-
cal power ol the facilities in his custody.

In recent years a good many broadcasters have be-
gun to hire Negroes when qualified Negroes could be
found. More Negro performers have found their wav
to local and network programs. The quality and ex-
tent of news coverage ol race relations have signifi-
cantly improved. But in the same period Negro ex-
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munication, commands attention (if not always re-

3

| pectations have been rising, and with them Negro
militancy. Communication to and lrom the ghetto has
not kept pace with the ghetto dweller’s insistence to
e heard. Like i1t or not, 1t is the television broad-
caster who controls the main routes by which black
and white can be eventually brought in touch. Keep-
ing those routes open may be the most important as-
signment the broadcaster faces as the summer nears.

[] The one thing that television broadcasters do not
need right now, as they consider ways to ease racial
tensions, is meddling from outside sources that have
proved inexpert and exacerbating in the past. Yet in
at least some cities, broadcasters are lacing exactly
that kind of intervention.

Late last month the Ford Foundation, in one of its
more witless moments, granted $160,000 (o the com-
munications office ol the United Chuch of Christ to
search for racial. discrimination in-southern broadcast-
ing“: Dr. Everett C. Parker, director of the church’s
communications office, said monitoring groups would

tion were found,
“judicial forums.”

This is the same Dr. Parker and the saine organiza-
tion that have heen attempting for 1i€arly four vears
to persuade the FCC to deny™a license renewal to

the church would bring them to

an FCC examiner concluded that the church had
failed “woefully” to prove its case, and he recom-
mended unconditional renewal of the license. Al
lhONOh the. FCC has vet to take final action in the
case, extracts of the examiner’s findings would seem to
give the conmnission little reason to reverse him.

ITere, dmong other observations, is what Examiner
Jay A. Kyle said about a United Church of Christ
monitoring report on which its case against WLBT was
heavily rested:

“The monitoring study is of little, if any,
cance in resolving the issues specified by the com-
mission. Tt has virtually no meaning for the simple
reason that it was not a fair and equitable monitor-
ing study but an arbitrary selection of excerpts from
various programs taken from the week March 1
through March 7, 1964. . The conclusion is here
reached that the monitoring study, upon which most
ol this proceeding has hinged, is worthless.”

Wonder if Dr. Parker attached Examiner Kyle's de-
cision to his application for the Ford grant?

signifi-

be established and that when examples ol discrimina- |

WLBT (Tv) Jackson, Miss., which Dr. Parker's office |
accused of all sorts of racial bias. Last October,
weighing all the evidence taken in a 12-day hearing,



www.americanradiohistory.com

