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25 UIIF TELEVISION ON A LOSS-PAVED ROAD TO PROFIT
UHF TV has entered an era of rising expectation despite an industry
balance sheet that shows it losing inereasing amounts of money. As
UIIE stations invest for the long pull, hopes are raised by expanding
markets and new faith in the audience power of independent programs.

30 CAN TV KEEP PACE WITII TIIE NEW PERMISSIVENESS?
Television, which has always paid homage to the moral tone of the
family living room, is wondering just what that moral tone is.
Increasing amounts of sex on the tube are getting past the blue
pencils and many .see it as television cateching up with society.

32 NAB CODE AUTHORITY: REFEREE WITHOUT PORTFOLIO
The code authority of the National Association of Broadcasters is no czar
of TV advertising ; networks are fussier about standards. Some agencies
think the code is o voice against legitimate competition. As sponsor peace-
maker, the code must fight to keep from being evervbody’s patsy.

34 TIIERE’S A SIHAKEUP IN PROGRAMING UNDER THE SUN
Daytime network television pays heed to a new warning : Beware the U-shaped
profile. That’s an audience heavy on the oldsters and youngsters, light on
the 18-t0-35 set. With increased attention to demographices and a new challenge
to soap opera, CBS squints into the sun and sees competition.

38 TIIAT MOST UNUSUAL NAME OF THE GAME
Universal Television and NBC-TV will spend some $400,000 a week,
($10 mithon the first season) producing the most expensive weekly
series in the history of television. It’s called The Name of 1he Game,
a 90-minute program that’s loaded with logistical inmovation.

41 TIIE CASE-BY-CASE HISTORY OF NETWORK-PLAYED FILMS
TELEVISION publishes the partieulars on movies that played on network
air in 1967 and the first quarter of 1968. It’s a continuation of data
carried in our September 1967 issue, going back to 1961, I'rom rating to
network play date and syndicator the information is all there.

DEPARTMENTS
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14 Cioseup

16 Focus on Iinance

22 Jctters

58 J'oens on Commereials
60 T ncounter

84 "P'¢lestatus

68 Editorials
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Color it red,
green or blue
but above all—
color it true!

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

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

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

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

being designed.

PROFESSIONAL

PRODUCTS
% LABORATORIES

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

www americanradiohistorv com
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|I: Michigan: home-town TV put to the test.

Washington: a rigged quiz show in the House.
Hollywood: a sampler of the next TV season.

MUSKEGON, MICH.:

Sitting at the bar ot the West State
Press Club in the Occidental hotel,
lipping your mug of Olde Personal
Choice to fight the spring chill
blowing off Lake Michigan, you
can watch one-year-old channel 54
WMKG (TV), the town’s only local
TV station, struggle spiritedly for
its life.

The market long has been served
by three big outside VHI’s, net-
work-affiliated; four local radio sta-
tions, and a daily newspaper.
Wwmke has a full-time staft ol six,
including two- salesmen, plus eight
part-timers.

Thanks to the huge 18-foot win-
dow behind the bar you can see
every clinical detail as this do-it-
yourself commercial- TV adventure
feeds upon free films, studio discus-
sion programs, parades, polka danc-
ing and high-school sports—and
battles just as bravely to turn a
buck and crack the radio-sized op-
erating nut ($11,200 per month,
including salaries of $6,000) .

As ol March 1968 wmke finally
made it (total billings $11,400),
slipping ofl in April ($9,000), but
climbing back into the black in
May (nut trimmed to $11,000; bil-
ling trend at mid-month, $11,500) .

Some of the mug lippers may
view the scene beyond the studio
glass with the same impersonal yet
impassioned attachment as attend-
ed gentlemen’s cockfights of a few
generations ago. There is enough
ol wMke’s blood on the floor to
whet such appetites.

But for most onlookers the home-
town pluck of this scruppy litle
operation evokes nothing but pure
empathy. Every agony as well as
every victory.

WMKG took the air April 3, 1967.
Some $150,000 got it there.

‘The licensee, Muskegon Telecast-
ing Co., headed by manager and
part owner A, E. (Andy) Jackson,

TELEVISION MAGAZINE

| is made up chiefly ol local busi-

ness and prolessional people. Ot
the nine stockholders only one is
an outlander, Edna N. Jjohnson,
executive vice president ol Fen-
sholt Advertising, a Chicago agency
specializing in industrial accounts.
WMKG has a used l-kw RCA
transmitter, rebuilt by Townsend
Associates. The RCA slot antenna
on the small tower atop the hotel
burps the ERP’s up to 17.4 kw
visual and 3.5 kw aural, just
enough to push the grade B out
over the lush Michigan landscape
to about 160,000 people. UHF-set
conversion in the area early last
year was but 289, wWMKG recalls,
but today it’s approaching 509.
Muskegon also is served by chan-
nel 13 wzzm-tv Grand Rapids

(ABC), channel 3 wkzo-tv Grand |

Rapids-Kalamazoo  (CBS)  and
channel 8 woop-tv Grand Rapids
(NBC) . Muskegon also has a local
cable system feeding 2,000 homes.
On it WMKG comes in on channel 6.

WMKG leases most of its studio
gear (3900 a month) from wzzm-
Tv, including the three Sarkes Tar-
zian live studio cameras which
wzm-1v uses briefly twice daily to
feed inserts for its news shows. A
new equipment addition: a Dage-
built VTR leased (token amount)
from wjan (1v) Canton Obhio,
which now has Ampex gear.

Wwnmke’s all-glass enclosed studio
mcasures 25 by 40 feet. One wall
edges busy Third Street, another
the hotel’s entrance corridor, the
third the press club’s bar and the
fourth the control room, a tight 15
by 20 feet.

WnkG normally takes the air ar
5:30 p.m. each day, runs for about
five hours, largely local live. Occa-
sional free films provide fills as the
studio is reset for another live
cvent.

Nightly bingo 9:30-10:15 p.m.
makes a strong package vehicle,

wWWW americanradiohistorvy com

draws people into local stores to
pick up a minimum of 10,000 new
bingo cards each week. Three $5
vatue prizes nightly seem to build
interest as well as any big Lag
Vegas-type trip trade-out prize, says
Jackson. Five sponsors pay 3100 a
week each for the hingo show.

7 p.m.

On week nights at 7 the
Muskegon

one-hour live I-’iring

Line provides sometimes emotion- |

al discussion of local issues by key
people with points of view varied
enough to produce the expected
sparks. The part-time moderator,
Robert Vandam, lines up all the
people after issues and format are
set by Jackson. Vandam gets $25
per show, works in public relations
lor the local gas company day-
times.

This program is lollowed for an
hour at 8 p.m. by another show
with sometimes even greater im-
pact, Tait at Eight. Mood lighting,
dramatic staging envelope part-
time host James Tait, an ultra-
liberal type who spars with tele-
phone contenders. Ex-actor Tait,
who sported a beard long before it
was mod, gets $10 per show which
helps buy cobwebs for his local
antique shop, his usual bread ma-
chine.

Full-time Barbara Kaylor puts

on a weekly half-hour women’s |

show, Dimension, with the aplomb
of a veteran. Never before in
broadcasting, she formerly was a
raw-materials buyer at the Bruns-
wick Corp. [actory. In other hours
at wMKG she is secretary, traffic
chief, receptionist, telephone an-
swerer and artist. The last is a vital
function since Muskegon has no
local consumer advertising agency
and wMKG must produce all com-
mercials.

Chief engineer Jack Maciejewski
is seen on camera frquently too,
chiefly for news. His small hurdles
in frequent role-changing: remem-
bering to use his air name of Jack
Leroy and putting on a tie
WnKG’s program director is Rich-
ard Caris, who functions chiefly as
a director and trains the part-time
cameramen. Caris once was in 2
broadcasting class taught by Jack-
son at Muskegon County Commu-
nity College.

Starting last fall wmke began air-
ing a heavy live schedule of local
sports, chiefly high-school events
such as football and basketball, but
also including hockey from the

new downtown sports arena. For |-

the school remotes microwave relay
gear is perched atop temporary
scaffolding. Each event takes a
crew of six. T'wo cameras are used

-
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We produce and broadcast more kid shows

————
than any other TV station around. And we
do it well. For instance, our Bozo Show has
e — —

3:.clowns, aringmaster, a13-piece band and
a live studio audience of 200 hollering-kids. TELEVISION 'CHICAGO

There’s no TV station like our TV station.

www americanradiohistorv com -— —
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for foothall, one for basketball. Ra-
dio-style commentary helps make
up lor the lack of zoom lens close-
ups.

There are no rights fees charged
by the schools. Total program cost
averages: football, $225 per game;
basketball, $150. Revenue f{rom
lootball averaged about $800 per
game; basketball, between $500
and $600. Based on the high local
interest, Jackson expects this next
season to be even better.

Would you believe a gold mine
in parades? Jackson does. Parades
in a town the size of Muskegon
mean total community involve-
ment and interest, Jackson notes.
So this summer with his new tape
machine he is packaging seven of
the biggest parades into seven live
coverage events plus eight replays.
Merchants and others who ordinar-
ily wouldn’t buy time are buying.
I'or $450 each sponsor gets a 30-sec-
ond message in each of the 15
programs.

WMKG 1s Jackson’s dream that
hometown-style UHF can pull it
off, without networks, without ex-
pensive syndication filkins or mov-

ies. But he did finally buy one

show, Adventures in Paradise, from
20th Century-Fox for about $25
per airing, slotted it nightly at 6
p-m. as of May 1.

Jackson is convinced that UHF,
FCC coverage contours notwith-
standing, is strictly a back-of-the-set
loop antenna market, particularly
in areas already served by V’s. But
with 159, addition of all-channel
sets annually, the only way things
can go for UHF 1s up, he says.

Undercapitalization is the death
trap in UHF, Jackson will admit,
for survival is the name of the
game. But he has a solution: Ex-
pand the FCC limit on multiple
holdings to 20 outlets, thereby en-
couraging the really big-money
companies to add outlets—most
likely U’s—in smaller markets.

As he helped to board up the
studio window broken by a brick,
tossed apparently by a viewer who
choked up over some Tait at Eight
point a {ew nights earlier, Jackson
appeared assuaged somewhat by
the fact “‘the regional money, su-
permarkets, pop and and stuff like
that, is now beginning to come in.”

He continued with his usual en-
thusiasm: “The potential is there
for hundreds of stations like this in
small and medium arkets all over
the country. But you have to make
1t run. You can’t let up.”

LARRY CHRISTOPHER

www.americanradiohistorv.com

WASHINGTON:
“By reason ol a slight departure
from the script by other members
of the committee . . " began Rep-
resentative  Hastings Keith  (R.
Mass.) shortly after the hearing
opened. His choice of words
seemed apt enough. The House
Investigations Subcommittee wag
assembled to inquire into charges
that the CBS-owned wBBM-Tv Chj.
cago had staged a marijuana party
and called 1t news.

Whatever the instigation of the
pot party, it couldn’t have been |
more staged than the hearings. |
Committee members stuck to their
lines (committee counsel read
some of his) and players entered |
on cue. In the main these consisted |
of the CBS command chain from
corporate President Frank Stanton
down to the young station
newsman John Mlissett, immediate- |
ly responsible for the marijuana |
program project.

The play unraveled slowly. After |
two days the audience was sure it |
had seen the authors’ grand design,
but was left wondering if it had
witnessed the climax. Perhaps what
remained would be something
more than epilogue. |

Further passage of time will give
critics a’ chance to decide whether
they were watching bad Victorian
drama or good comedy of the ab-
surd. Inded the dialogue wavered
between extremes of morality, ab-
surdity, and righteous indignation. }

On the surface it seemed to con-
cern the protagonist chasing and
antagonist chased. Throughout
the wesM-Tv pot intrigue the Inves-
tigations Subcommittee has ap-
peared something like a head-
strong hunter with a brand new
steel trap. It's out to get the ram-
paging grizzly broadcaster and
tolerating no interference from
that no-account game warden, the
FCC. When the House committee
hunters John Moss (D-Calif.) and.
John Dingell (D-Mich.) took

secret testimony in the case before l

the open hearing they refused to
allow an FCC representative to at-

tend, even though the commission 1

had been conducting its own inqul-
ry in the matter. It’s all very well
for the Commerce Committee and
Investigations Subcommittee to
point to their duty as chaperones of
FCC behavior but it is rather €x-
traordinary for them to be tracking
the same game simultaneously and
refusing cooperation. It sp.eakys
very poorly of the commissions
competence, even intimates that 1ts
sympathies may lie with the grizzly.

Things have come to a soITYy
pass among the House Commerce

|
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 What the RayAnthony Show
IS made of.

e

Great music, fast action, girls, guests, and
more girls, tempc variety — one of the most
colorful and fast-moving shows you'll ever see.

A weekly series of one hour color spectacu-
lars. Each featuring from four to six well-known
stars with Ray.

Names like Brenda Lee, Jacky Mason,
Wayne Newton, and Anita Bryant.

Produced and directed by Milton Lehr, in
association with 21st Century Productions, the
Ray Anthony Show was filmed in swinging color
at the Hilton Plaza in Miami.

If you're after snap, crackle, and pop call or
write Jim Hodge, Sales Manager, 21st Century
Productions, 474 James Robertson Parkway,
Nashville, Tennessee. Area code 615, 244-5000.

2 i CENTURY PRODUCTIONS

ALREADY SOLD: Boston —New York —Los Angeles— Detroit

www americanradiohistorv com
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pancl, the broadcasting busincess
and the FCC. A rianglie, which in
more peaccful days might bear the
frutt ol creative tension, has its
uselulness dissipated in a state ol
acrimony and mistrust. It is sad 10
say that these righteous men ol the
Commerce Committee, who seem
to be bursting with good intentions
(though sometimes pufled up to
uncommon dimensions with indig-
nation) may be doing more harm
to television journalism than good,
even if they should eventually satis-
ly people that a TV newsman
asked some young folks to get to-
gether and smoke some pot in
[lront of his camera, or that the
FCC was lax in its Investigation.

At the hearing the subcommittee
spent much of its time loading its
new steel jaws with bait, drawing
denials and explanations from CBS
personnel. Then it called Malcolm
Spector, a graduate student, who
swore he had been asked by the
CBS newsman to arrange a marvi-
juana session and that he had de-
clined. Newsman Missett denied
the charge. Instead of snapping
shut decisively on the CBS paw,
the trap closed rather paintully on
the leg ol all investigative report-
ing on TV, il not maiming at least
reinforcing that primitive instinct
to steer clear of the same sort of
snare in the future.

Some of the Commerce Commit-
tee members went to great lengths
to exact [rom their CBS witnesses
an acknowledgement that no charg-
es had been made against them bv
the committee, but the comment of
other committeemen secemed to un-
dermine the effort. When J. J.
(Jake) Pickle (D-Tex.) said *. . .
your station, your reporter, actual-
ly attended a place where an act of
illegality il not criminality was tak-
ing place and you chose to partici-
pate in it,” it sounded very much
like a charge.

One exchange between the CBS
Inc. president and Representative

Dingell on the subject of what had |

happened to the pot program’s un-
used film footage returned to the
“charge” issue.

Dr. Stanton: “I don’t know why
you are so sensitive about this. I
didn’t say you were charging me.”
Mr. Dingell: “It appears to me
that you are sensitive. I think we
can inquire into these matlters
without questions being raised as
to my sensitivity. I assure you I
have none.” (Does the playwright
here seek comic relief through am-
higuity?)

A second act seemed sure to fol-

TELEVISION MAGAZINE

low but 1ELEvVIsSION's deadlines
prevented a review. It was expect-
ed the FCC would be called before
the House panel and more public
embarrassment, real or manufac-
tured, scemed in store for the com-
mission and CBS.

All the nonsense about charges |

aside, it was clear that Representa-
tives Moss and Dingell thought
they had some damaging informa-
tion on CBS and, with the approv-
al of the committee chairman,
Harley Staggers (D-W. Va.), they
would play it out in any manner
they thought appropriate. At least
two members of the committee
could not forbear suggesting to re-
porters belorchand that they had
collected data on the matter that
assured the propriety of the invest-
gation and the impropriety of the
investigated.

Perhaps Dingell and Moss hope
the outcome will be greater con-
gressional and public sympathy for
legislation they have introduced
which, among other things, would
prohibit network ownership of any
programs (including news) other
than those to be shown on their
owned stations.

It seemed more likely that the
effect of their hunt would he the
discouragement of investigative re-
porting as mentioned above. The
most interesting testimony to come
out of the first two days of the
hearings concerned that very prob-
lem. CBS’s Dr. Stanton thought it
wouldn’t be surprising “if manv
broadcast licensees, viewing
nature of these proceedings, should
conclude that investigatory report-
ing of the type here involved is
too hazardous to undertake.”

While Moss and Dingell seemed
principally concerned with the
staging allegations, their colleagues
were as outraged that a TV news
unit would film a pot party rather
than turn the potheads over to the
police on the spot. On this issue
Stanton said: “In this particular
case, I stand by what we did, and T
would do it again.” Representative
Paul Rogers (D-Fla) replied:
“Then T think this committee is
going to have to make some judg-
ments itself on public policy.”

As the proceeding moved on. it
promised more pot luck for CRS,
tough luck for TV journalism.

JOHN GARDINER

HOLLYWOOD: _
The local chapter of The National

Academy of Television Arts and
Sciences does a conscientious job of
trying to provide meaningful activ-
ities for its members. Things often
don’t work out right, but it’s not

www americanradiohistorv com
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for lack of trying. Still rememb
with shudders by those that au
cd is a marathon evening last
ruary when 16 bewildered pe
appeared on a panel 1o talk inq
around but never about the
called “billion-dollar businmess”
sports on television, while |
dreds of invited Scouts and sun
other kids milled about, screannieg
for more hot dogs, climbed oy
one another for soda pop ang
mundated the dais in search e_ll
autographs as Governor Reagan'.

son, Mike, tried endlessly 1o ey

plain how powerboat racing ca

enrich the lives ol TV viewers. l-

At a more recent meeting, how
cver, things worked out consider
ably hetter. Members were given
chance to screen scenes from th
new shows for the 1968-69 networl
scason and meet the producern
They heard about formats of the
programs and about job opportu
nities.

But more than just an orderl |
glimpse of new programs, tht
meeting provided a panorami |
view of Hollywood’s TV program |
ing canvas. It was like going up fo
a whirly-bird ride and in om
eveful seeing the fertile fields lyin
next to the blighted areas.

Following are capsulec sum
maries of a Hollywood sncak pre
view:

ABC-TV is bringing in eigli|
new shows, six of them on flm
Mod Squad tries to relate to what'
happening today, to open up Com
munications between police dt
partment and young pcople. Firs
show ha: a twist opening, is heav
on melodrama with Negro boy o
“squad” out of a background tha
involved something like 180 peopl
who used to sleep in one roor
pitted against rich white kid fror
Beverly Hills who would like to bl
with it but hasn’t suffered enough-i

Ugliest Girl in Town, accordin!
to series creator Bob Kaufman,
really “Holden Caulfield who ge*
dressed up as Charley's Aunt an:
meets Georgy Girl.” Less colorfu
lv, it's a contemporary love story 1
the framework of farce comedy.

Land of the Guants is scienC'J
fiction out of the Irwin Allen sp:
ciality shop, laced with clever sp¥
cial effects, spiced with scary stll!'
served cliff-hanger style to kids. N
giants, of course, only giant-prol{

|

!

with giant costs, a thermos bott
I1 feet high, a pistol six-feet long,"
fire hydrant lffeet high (wond
how big the dog must be that sur
ly will be attracted to the
drant?) .

Here Come the Brides is hum
Screen Gems style. That m
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Serendipity
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That’s the plus you get with every
Reeves Color “@ideofilm* tape-to-
film transfer. It"s that little extra
that makes the difference. True
blues, real reds, white whites, and
all. Excellent color rendition and
absolutely consistent quality that
assures you of exact, uniform re-
production in every market,.
Everything that you’ve come to
expect from Reeves.

Especially the unique Reeves
crew, committed to making your
job the finest. They’ve got 35
years experience preparing
broadcast materials. They’re ded-
icated.

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

REEVES

SOUND STUD'!I1OS

A DIVISION OF REEVES BROADCASTING CORPORATION

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

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

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

www americanradiohistorv. com

*TM Reeves Sound Studios
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It started with a series of letters. A
British soldier at the front during World

Doctor Dolittle’s prescription War I wrote them to his children, It

ended with the musical film, ““Doctor

for influenCing animals Dolittle,” based on a book that resulted

from that wartime correspondence.

and Winning Oscars From book to box office, ‘“Doctor
Dolittle” has made people happy. For

the principal person is a carefree coun-
try doctor who learns to speak 400
animal languages. And then involves
himself in the lives of his animal
friends, whom he likes more than peo-
ple. To children, the movie has been a &



www.americanradiohistory.com

;

-l
S A

antasy so real that household pets
iave taken on a new esteem. To chil-
[ren’s parents, it’s been a daydream
hat repeats itself because of the
:nduring popularity of the movie’s
nusical score.

It was Leslie Bricusse who trans-
lated the book into a screenplay and
then wrote the lyrics and music for the
film’s 14 songs. His 18 months of labor
garnered him numerous honors, but

‘‘none as prestigious as his Oscar for

i
!

‘the song, ““Talk to the Animals.”
' BMI is proud. For Mr. Bricusse is

£

¥

I
]

one of the more than 14,000 people
whose music we license—among them
the winners of eight Academy Awards
in the past eight years. “Talk to the
Animals,” which details the advan-
tages and pleasures of speaking the
400 animal languages in which the
doctor was expert, joins such previous
BMI Oscar winners as ““Never on
Sunday,” Best Motion Picture Song of
1960; “Lawrence of Arabia,”” Best
Original Score of 1962; “Tom Jones,”
Best Original Score of 1963; “Mary
Poppins,” Best Original Score of 1964;

“Chim Chim Cheree,” Best Motion
Picture Song of 1964 ; and “Born Free,”
Best Original Score and also Best Mo-
tion Picture Song of 1966.

The best movie music is that which
walks out of the theater with the audi-
ence. On occasion, it’s the melody
people whistle coming in. Whether
going or coming, it’s hard to miss hear-
ing songs written by BMI-affiliated
writers. They and their
talent are part of the
BMI success story.

B8ROADCAST MUSIC INC.

All the worlds of music for all of today’s audience.
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jrom page 8

don’t expect Ile and She, but then
why knock a winning lormula?
This is 100 she's agamst essentially
four he's. Girls are brought [rom
New England 1o mate with Wash-
ington state lumberjacks in post-
Civil War times. The boys won't
marry without sampling, and the
girls—as they were wont in those
pre-Barnard  days—hold out for
marriage.

The Ouwlcasts 1s a western that
teams a former slave owner with a
former slave, and they distrust and
hate cach other as Culp and Cosby
never did. Together they fight
common objects of hostility. The
opening plot has them becoming
bounty hunters in the course ol
which they ride into the sunset
towards the next episode, Don
Murray, as a bitter Southerner,
looks as uncomlortable as he did
with a monkey on his back in “A
Hatful of Rain.”

Journey to the Unknown will be
filmed in London, which raises
runawav il hackles of Hollywood
labor, but the series, a straight sus-
pense anthology with contem-
porary setting, rcally belongs to
Hammer Films ol England so the
program really hasn't run away.
Joan Harrison. who produced
Hitchcock stull for TV, is handling
the show, and she’s a good one,

That's Life is a musical comedy
series starring Bobbv Morse. Tt mav
be produced in a Broadway theater
everv weck. Morse, a tremendous
performer given proper setting.
was the big reason why “How to
Succeed in Business 7 really
succeeded. It remains to be seen
whether enough quality material
can be turned out regularly to sus-
tain such an ambitious format.

Don Rickles Show is a game
show where pcople will win money
for knowing a lot about VIP’s and
withstanding a lot from the insult-
ing comedian. Cronies of Rickles,
such as Dean Martin, will show up
for weckly dosages of masochism.

CBS-TV is introducing six new
shows, all on film, with one to be
done on location in Hawaii. May-
berry RFFD is pure American corn
but beautifully canned. It is, to be
sure, a continuation of the Andy
Griffith Show with most of the same
characters. Tt’s tried, practiced and
proved. A gambling man would say
this is the best bet, not necessarily
because of a track record but be-
cause the hands on the reins seem
$0 sure,

Blondic is an unadulterated
comic strip, no camp intended. “Is
daddy dumb?” Cookie asks Blon-

TELLVISION MAGAZINE
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dic. Of course he’s dumb; he's
probably the dumbest thing cver
on tclevision. Blondie explains
that he's dumb but lovable. It’s the
movie series updated from 1930
suburbia 1o maybe the 1950's, but
iU's still not ol today or of anything
but grossly caricatured people.

Lancer is the family name of a
loppish, broad-chasing cowboy, his
two-fisted, chip-on-shoulder broth-
er and the dominecring, self-
centered patriarch who also com-
mands an  immense spread of
western land. It's Bonanza out of
Big  Valley headed for High
Chaparral. Strong interrelation-
ships send the first stanza ofl to a
solid start.

Hawaii Five-O was made as a
[eature Ailm so what amounts to a
pilot is full ol expensive-looking
production values and important
guest perlormers. It appears to be
fast-moving, hard-hitting, slick and
salable, beautifully photographed
in Hawaii, and that’s got to be a
plus on color screens.

Doris Day Show was sold with-
out a pilot, but it sounds as if there
won’t be too many surprises for
those who have scen her movie
cpics with Rock Tludson out of
Universal. Miss Day will play a
widow with two children in a big
city who returns to her former
home on a ranch in the Southwest.
There she’ll come upon windmills
of human injustice and battle them
with all the feminine fervor she
has displayed on the big screen.

Two Good Guys is an attempt to
re-establish the two-man comedv
team. “It's a comedy of losers so
there’ll be
tion,” reassures executive producer
Leonard Stern. The pilot, which
was taped in January, as an expe-

dient to save time and money, is.

not generally available. Bob Den-
ver and Herb Edelman, who play a
cab driver and cafe owner, the
good guys of the title, keep grab-
bing for pie in sky and keep wind-
ing up with pie on their faces. It
will be filmed three-camera style
hefore a live audience.

NBC-TV is taking the wraps off
seven new scries, six on film and
all produced in Hollywood. The
New Adventures of Huck Finn has
flesh-and-blood  performers  in
Huck, Tom Sawyer and Becky
Thatcher but the rest are animated
cells out of Hanna-Barbera shop.
It’s the first weekly TV series to
combine live-action performance
with animation, and already there
are other such projects on what are
literallv the drawing boards. In a
sense the pilot for this was H-B’s
Jack and the Beanstalk special for

www americanradiohistorv com

plenty of identifica- |

siime network.

The Outsider is Universal (Vorl
Premiere spinolt created and pr
duced by that Run for Your Lj
man, Roy Huggins. Genre is hard
boiled, hard-headed privale eve
who's always the vicum of hafd['|
times. He keeps a coltee pot in the
refrigerator, drinks milk out of j
carton, goes liis own individuulistic,
way like Harper and Philip Map
lowe Dbefore him. Huggins knows
the drill well, having started as 4
pot-hoiler of detective stories. ,

The Name of the Game is anoth-
er World Premiere oflspring, but
a rcally big one: 90 minutes, three
scparate  production units, two
fistfulls of production money every!
week (see separate story, page 38) |

Julia is to half-hour comedy |
what Name of the Game is to long |
er form—most interesting, poten
tially most significant new show of
new scason. Beautiful Diahann
Carroll plays a nurse, a widow with
a young son. Comedy specialist Hal
Kanter is producer-director-writer
and has mighty clever lines in the
opener. One that now has bccome
a classic in Hollywood has Miss
Carroll phoning a doctor, played
by Lloyd Nolan, for a job. She
warns him she’s Negro. “IHave you |1
always been Negro,” the doctor m-
quires, ““or are you just trying to be
fashionable?”

Adam 12 is Jack Webb’s attempt
to diversify away from the staccato
pace of Dragnet. The opening
show has a brilliantly photograph-
ed car chase that chills and thrills.
Everything afterwards has to he
anticlimatic.  Marty Milner of
Route 66 is back behind the wheel
of a car. This one is a police car
with Milner as veteran cop break-
ing in rookie partner during week-
to-week action that will focus on
several stories in each segment in:
stead of just one.

The Ghost and Mys. Muir once
starred Rex Harrison and Gene
Tiernev in a 1947 movie version.
For a half-hour series on television,
Hope Lange and Edward Mulhare
are teamed. She's a widow with
kids (widows are in this year) ; he's
the ghost of a sea captain whose
howl is bigger than his haunt.

The Beautiful Phyllis Diller
Show hasn't gone into production
yet. With a title like this it’s one
laugh ahead. Already, Bob Finkel,
who sometimes slapped the editort:
al no on Jerry Lewis this seasom, =
will supervise. The format is vari- &
ety with Miss Diller greeting guest
performers on an NBC-TV sound *|
stage in Burbank. L

Prediction: Critics will call it @
retread season. MORRIS GELMAN
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Already licensed to WCBS-TV New York,
WBBM-TV Chicago, KMOX-TV St. louis, WCAU-TV
Philadelphia, KTLA los Angeles, KTVB Boise,
WAST Albany, WIAR-TV Providence, WNAC-TV
Boston, WMAR-TV Baltimore, KBTV Denver, WTV)
Miami, KROD-TV El Paso, WDAF-TV Kansas City,
KARD-TV Wichita, KMTV Omaha, KTTS-TV
Springfield, WIBW-TV Topeka, KCPX-TV Salt
take City, WKY-TV Oklahoma City, KGMB-TV
Honolulu, WALB-TV Albany, WIJHG-TV Panama
City, KTVE Monroe, WAII-TV Atlanta, WMT-TV
B, Cedar Rapids, KOVR Stockton, KGO-TV San
: B AR rancisco, WWTV Detroit and KFMB-TV San Diego.
Produced by Jackie BorneH .. distributed exclusively by Screen Gema()

We've just finished taping "The Ella
Fitzgerald Show" —the fourth in the "'Screen
Gems Presents” series of six hour-long
color specials. This one stars Ella and
the incomparable Duke Ellington making.

beautiful music together. .. as only they
can.

Other shows in the series—already
completed—include “'The Jane Morgan Show,"
"“The Polly Bergen Show™ and *‘The Julie
london Show.” Still in the works—"The
Shirley Bassey-Noel Harrison Show'" and *The
Cordon MacRae-Barbara McNair Show.”

WWW.americanradiohistorv.com
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FRANK PACE JR. The hirst task fac-

ing the chairman of the Corp. for
Public Broadcasting will be to break
loose from an economy-minded, elec-
tion-year Congress at least token funds
to show that the lawmakers tangibly
endorse the public-broadcasting idea.
Il Congress {fails to vote the $9 million
that the President has asked for CPB’s
introductory year, Pace thinks the psy-
chological impact may set the move-
ment back as much as “hve to 10
years.” Until Congress makes a com-
mitment, Pace is holding his cards
extremely close to his vest. Currently
the corporation has only one [ull-time
employe, a secretary in the New York
ofhce ol the International Executive
Service Corps, of which Pace has been
president since 1964. (1ESC has been
described as the businessmen’s Peace
Corps, and. when taking the job, Pace
said he would stay with the organiza-
tion until it was well established.) A
native ol Little Rock, Ark, Pace
finished high school at 14 and was
accepted at Harvard, but his mother
decided not to push him too last. He
attended the Hill School in Pottstown,
Pa., lor two years Dbefore entering
Princeton. After Harvard Law School,
he rerurned to Arkansas in 1936 to be-
come an assistant district attorney and
then general attorney in the state’s
revenue department. After a World
War IT tour with the Air Transport
Command. he began his government
career as a special assistant to Attor-
ney General Tom Clark. In 1948 he
was named assistant director of the
Bureau ol the Budget and a year later
its director. President Truman ap-
pointed him secretary ol the Army in
1950, and with the change of adminis-
trations in 1953, he joined General
Dynamics Corp. as an executive vice
president, later becoming  president
and chairman ol the board. He lelt
General Dynamics in 1963, alter a
period of corporate turmoil. Now he
sits on the boards of 11 corporations,
mcluding Colgate-Palmolive Co. and
I'ime Inc. Since leaving Washington
he and his wile have lived in Green-
wich, Conn., where he avidly plays goll
(six handicap) and squash raquets. If
Congress appropriates funds this year,
only the first step will have heen taken
to establish public broadcasting. The
next Congress will decide the major
question:  how millions in federal
funds will flow to CPB without politi-
cal control of programing.

TELFVISION MAGAZINE
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HOMAS ], McDERMOTT L his

year's holder of the Gold Key award of

the Station Representatives Associa
tion and former president of the Inter
national Radio and Television iety
was once described by an associate in
advertising “as a real human being
In its inarticulate way this was meamt
to be the profoundest of accolades.
Incontestably, McDermott, senior vice
president of N.W. \ver & Son and
director of media and programing ser-
vices in the New York office, is a real
human being. He began his carcer in
advertising as a combination radio de
partment, accountant and buyer with
IN.W. Ayer in 1933, In the ensuing
lyears he was to grow with radio and
then with TV. He thinks that enc of
| the things that has happened in recent
ftimes is that “media departments and
fmedia activities of agencies have as
Ssumed far more imporiant roles. The
lcalim-: of the young people in media
today is much higher and they're bet
ter trained. For example, the media
department is no longer the first siep
out of the mail room. Most of the good
media people coming in today arc
coming in with some degree of market.
ing sophistication.” McDermott was
named 4 vice president of Ayer in 1954
and was appointed national manager
of radio-TV in 1966. He became senior
vice president and a member of the
board of directors in April of 1967.
McDermott lives with his wife Helen
in Manhattan and in his off hours gets
1o the theater frequently. He's a
former boat owner who's still inter
ested in sailing and scveral times 2
year tries o get away on bird-shooting
expeditions. “And [ get a substantial
degree of reluxation and information
from my television viewing.”

DINM \.!.\ CARROILI

I'he star of
Julia, one ol NB( new  programs
next season, differs from her un
S('lcd COllnlef'I‘Jl':S n !'f\‘(’:"'.] Il'I'I[)()‘
tant  respects:  She s inelhgent

she can sing and she is 2 Negro. Miss
Carroll, real-life mother of a 71/ -year
old girl, 1s 10 play the widow of u Vit
uam casualty who is left 1o bring up
pre-teen bhoy. [ulie will be the hrst
“comedy-tdrama’ to have a Negro as its
star. (Bill Cosby has been co-star of an
adventure series, [ Spy: other Nogroes
have starred in regularly scheduled va
riety shows or as second leads or sup
porting players in series.) Miss Carroll
docsn’t think of the program as some
sort of militane, forward step ins the
avil-rights movement, contiining a
message eich week to the white com
munity. “l don't see doing that week
to week.” Rather, she hopes ihe series
will show Negro and white “how alike
we are.” Miss Carvoll v a native ol
New York City, daughter of a Bronx
subway conductor. As long as she can
rememiyer, she wanted 10 be a singer
and this led to her acceptance at the
High Schiool ol Music and Arte and,

WWW.americanradiohistorv.com

after graduaton, 1o New York Hniven
ity Some naghrclub appearinees and
then some 1V gruest spots led o a role
in o Broadway musicnl House ol
Flowers.” She was later to win o Lony
award for her part in "No Strings

She appeared ou the NDanny Kaye
Show and  Che Judy Cuariend
and other variety prograns helore turn
g dramanic tor the old Naked Cin
eries which was 1o win her an Frumy
nomination. She went on (o motion

Show

pictures with “Porgy and Bess.” “Pari
Blues.” "Hurty Sundown” and "“The
Split.” In a recent conversation, Miss

Carroll was in the paintul process of
resetiling hersell and her daughter in a
new house in Southern California, She
thinks she'll miss the night life of New
York and she's “not really looking
lorward o bhecoming Calilorman,
but Fil make the roost ol i What
about the chuige, she was asked, that
Julia iy not a real retlection ol Negro
lite in that it is basically middle clays?

I don’t know ol any I'V program usat
is o veal retlection ol white life, or
anyone's life,” she veplied. “it's enter
tainmeri,

JUNE 1068
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Service issues given major credit
for TV stocks’ continuing climb

Television stocks continued their
strong rally into May, with the
Television index of selected stocks
up 4.49,, more than twice the rise
in the Standard & Poor Industrial
average lor the same period.

Several categories made their
healthiest gains in months—includ-
ing service stocks, up 11.39, tele-
vision with other major interests
up 14.19,, CATV up 11.39 and
television stocks up 9.39,.

The over-all average, in lact,
would have been up more except
for the onlv moderate (1.9%,) in-
crease ol the manulacturing stocks,
which heavily weight the total
market average because of the
large number of shares outstanding
in the bigger corporations.

Wall Street observers laid the
rally to awareness of the turn-
around in television advertising.
They cited in particular the sud-
den advances in stocks ol publicly
held advertising agencies after a
long period of decline and the

healthy gains shown by group
broadcasters.
The networks showed smaller

advances. ABC rose 39, as it
confirmed previously reported ex-
pectations of a plan to authorize
two-million shares of preferred
stock which could be used for ac-
quisitions or capital investments.
This supplants the previously
dropped plan to offer $75 million
worth of convertible subordinated
debentures.

ABC also issued a statement
showing first-quarter earnings of 49
cents a share before extraordinary
items. That compared (o 86 cents a
share in the comparable 1967 peri-
od. Net earnings including capital
and nonrecurring gains were $1.17,
compared 1o 83 cents the year be-
fore.

CBS was up 59, as it reported
first-quarter sales and earnings up
over the same period in 1967 and
Board Chairman William S. Paley
predicted that the year’s sales could
amount to more than $1 billion.

TLELEVISION MAGAZINE

Sales and earnings for the quarter
increased  49,; per-share income
was 53 cents, compared 1o 51 cents
in the 1967 quarter.

Capital Cities was up 189 as it
reported a 109 jump in its first-
(uarter net income. Per-share earn-
ings were 57 cents, compared to 41
cents the year before and 36 cents
in 1966.

Corinthian made a 319, jump
which, like a similar 229, increase
in the price ol Taft stock, Wall
Street observers laid to the optimis-
tic broadcasting outlook triggering
a comeback [rom underpricing ol
the stocks.

Cox rose 109 despite a report ol
slightly depressed. earnings for the
first quarter. Per-share earnings
were 51 cents, compared to 56 cents
in the 1967 period.

Metromedia gained 149, as it re-
ported new records for gross reve-
nue and net income in the first
quarter. Income hurtled up 1409,
with per-share earnings of 50 cents
compared to 23 cents in the first 13
weeks of 1967.

Scripps-Howard also went up
149, although it reported a slight
earnings decrease on a rise in rev-
enue during the first 12 weeks ol
the year. Income per share was 40
cents, compared to 43 cents iIn
1967. Sonderling stock leaped 489,
apparently because of its proposal
to buy a second television station,
wAsT (TV) Albany, N.Y. Sales ol the
ABC afhliate by the Glen Alden
Corp. would be for $8 million.
Wometco was up 109 as it report-
ed record sales and earnings for the
first 12 weeks ol the year.

In CATV stocks, Teleprompter
reported record first-quarter in-
come, but its stock price increased
only 19/. Earnings for the first
three months of the year were re-
ported at 23 cents, compared to 14
cents in 1967. Teleprompter also
was awarded 30-year CATV fran-
chises for systems in West Palm
Beach and neighboring Lake
Worlth, both Florida.

WWW.americanradiohistorv.com

Vikoa also reported record sales
and earnings for the first quarter,
fts stock went up 59 as the CATV
system owner and equipment man-
ulacturer reported per-share earn-
ings for the period ot 23 cents,
compared 1o 13 cents in 1967

In the te.evision-with-other-ma-
jor-interest category, Avco gained
59, as it bought Embassy Pictures
for $40 million. Cowles Communi-
cations went up 119, as it reported
hrst-quarter losses down from a
year ago and the company presi-
dent predicted the group station
owner and publishing firm would
turn a prohit lor the year, Per-share
losses in the first three mnonths of
this year were 16 cents, compared
to 21 cents in 1967.

Fuqua was up 119, as it reported
hirst-quarter earnings up a record
25097. Per-share income was 42
cents, up from 29 cents in 1967.
Stockholders in the Atlanta-hased
company also approved a 2-for-1
stock split which was effective May
23 and plans were outlined for
summer acquisition of the Ceniral
Bank & Trust Co. of Denver.

Gannett increased 179 as it re-
ported record first-quarter income
ol 28 cents a share, up [rom 22
cents the year helore. LIN Broad-
casting was up 139 as its annual
report showed record income last
year ol 77 cents a share, as com-
pared to 71 cents a share in 1966.

The Outlet Co. rose 249, even
though it reported an earnings de-
crease on record high revenue for
the fiscal year. Per-share earnings
for the year ended Jan. 31 were
$1.36, compared to $1.48 the year
before.

Storer registered only a 29, gain
despite a first-quarter report that
earnings shot up 1099, in the three
months ended March 31. Per-share
income was $1.02 compared to 49
cents in 1967. Among the signifi-
cant factors in the earnings gain
was a profit shown by its Northeast
Airlines subsidiary.

Time Inc. was the only group
broadcaster to drop in value dur-
ing the month. Its stock price was
down 59, as the publishing and
broadcasting complex reported
first-quarter income off despite rec
ord revenues, Per-share income for
the three months ended March 31
was 42 cents compared with 47
cents in the same 1967 period.

Programing stocks were up a
average of 8.79,. Disney climbe
159, as it reported record gro
revenues for the first half of th
fiscal year. Per-share earnings fo
the six months ended March 3
were $1.05, down from the $1.16
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FOCUS ON FINANCE
from page 16
the year helore hecause ol an ex-
traordinary nontaxable life-
insurance item ol 21 cents 4 share
included in the 1967 hgure.
Filmways was up 129, although
it reported earnings flor the six
months ended I'eb. 29 down to 72
cents a share from 99 cents in the
period a year carlier. Filmways also
announced acquisition of Plato En-
terprises Inc, a Cleveland firm
which operates clubs for college
students. Price was 10,000 shares of
Filmways common stock with
provision for up to 40,000 addi-

tional shares, depending on future
earnings.

MCA was up 19, as it reported
the highest quarterly carnings in
history. Per-share income for the
period ended March 31 was 99
cents, compared with 90 cents in
the same 1967 period.

MGM was the only programing
stock to decline in value. Despite a
report ol the highest earnings in its
history for the first 28 weeks ol the
year, MGM stock was off 29, as
liguor magnate Edgar Brontman
once again battled to wrest control
ol the production company [rom
President Robert O'Brien. MGM’s

Ghe Felyer SHabions
ADIO

WKZO KALAMAZOO-BATTLE CREEK
WIEF  GRAND RAPIDS

WIFM  GRAND RAPIDS-KALAMAZOO
WWAM/WWTV.FM  CADILLAC

TELEVISION
WKIO-TV  GRAND RAPIDS-KALAMAZOD
WWIV/ CADILLAC.TRAVERSE CITY
/wwur-w SAULT STE. MARIE
uom.rv/ LINCOLN. NEDRASKA
KOIN-TY' 'GRAND ISLAND, NES.
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*$1,214,015,000 in Consumer Spendable

Income 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 limitations of
source material and methods.

WWIV/WWUP-TV

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE

Avery-Knodel, Inc,, Exclusive National Representatives

o
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carnings for the period ended
March 14 were $1.60 per share,
compared to $1.36 the year before,

Trans-Lux almost doubled in
value—shooting up a startling
969,—because of the various mer-
ger rumors, first that of a possible
take-over by McGraw-Hill and
then of discussions with Common-
wealth United Corp., to purchase
the entertainment division of
Trans-Lux. At the same time,
Trans-I.ux reported record gross
revenues and earnings last year.
Per-share earnings for 1967 werc 93
cents, compared to 72 cents in 1966.

Walter Reade Organization in-
creased 369, apparently on the
basis of the favorable reviews given
the New York opening of the mam-
moth two-part Russian movie “War
and Peace,” which it is distributing.

In the service stocks, John Blair

was up 279, as it reported first- |

quarter revenues up 10%, but carn-
ings down slightly. Per-share in-
come for the period ended March
31 was 18 cents compared to 5l
cents the year before.

Comsat gained 129, as it re
ported record operating revenues
for the first quarter. Per-share in-
come for the period ended March
31 was 18 cents compared to 12
cents in 1967, General Artists
climbed 339, as merger rumors con-
cerning it circulated on

carnings increases for 1967; per-
share income was 92 cents, com-
pared to 76 cents in 1966.

Among the manufacturing stocks,
Admiral was down 89 as its board
chairman told the company’s an-
nual meeting that color-television
set sales in recent weeks were be-
hind 1967 levels despite heavy sales
during the early weeks of the year.
At the same time, Motorola was up
129, as it reported a 519, gain in
first-quarter earnings. Per-share in-
come lor the quarter was $1.24,
compared to 82 cents in 1967.

RCA, parent company of NBC,
slipped 897, although  President
Robert W. Sarnoff forecast record
sales for the year at the company's
annual stockholders’ meeting. First-
quarter income was up 59, despite
a slight decrease in sales during the
period. Zenith lost 139, although it
reported record sales and earnings
for the first quarter—the seventh
straight such quarterly gain. Per-
share income for the period was 65
cents, compared to 59 cents re
ported in 1967.

3M Co. jumped 179, on its rec
ord first-quarter sales and earnings.
Per-share earnings were 66 cents
compared to 57 cents the year be-
fore. END

Wall |
Street. It also reported substantial |
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The Television stock index ason
A monthly summary of marker movement in the shaves
I ol 68 companies associated with television, compiled ]
I by Roth, Gerard & Co.
l Appror. Total Waricet
Lx- Closing Closing Change from Apil 1! 1968 Shares Out Capitalization
chunge May 13 Vpril 11 Points % High Low (000 (000}
Broadcasting
ABC N 57 5514 + 134 + 3 64 14 1,682 $2466, 900
CDs N 5675 537 214 5 54 44 213,300 1,319,400
Capital Citles N 6834 hH8 - 10 - 18 74 43 2 746 137,800
Corinthian N 33ls 2554 + 7% £31 35 23 3.381 113, 100
Cox N 5615 51l 4% +10 55 14 2 860 160,400
Gross [elecasting 0 3 28 + 3 - 11 34 28 100 12,100
LIN Droadcasting (6] 21, 19 + 24 +13 23 16 789 17,000
Metromedia N 6924 31 + 84 =14 70 48 2,204 160,000
Reeves Broadeasting A 1394 i1 + 2 +17 15 10 1,800 24,4900
Seripps-Howard 0 20914 254, R¥A 14 31 24 2,589 75,700
Sonderling A 4415 30 -1414 +48 44 24, 800 353670
Talt N 41 3374 - 734 +22 42 30 3,363 138,700
Wometco N 24 2134 + 2l +10 24 18 3,339 80;100
Total 51,572 $2, 5,800
Broadcasting with other major interests*
Aveo N 4874 465, 21 -5 65 37 14,075 704,200
Bartell Media A 10 10 12 1] 2,106 21,100
Boston Herald-Traveler [¢] 521y 50 + + 6 53 48 565 240,700
Chris-Craft N 3515 31y b +12 44 27 1,663 58,400
Cowles Communications N 1483 13 + +11 17 13 2,941 42,300
Fuqua N 3945 35%% + +11 41 38 2,270 84,700
Gannett o} 2914 25 + +17 27 23 3,061 29,600
Genera! Tire N 2875 2654 + + 8 32 24 16,719 182,800
Gray Communications O 1237 ] + +42 15 ] 475 5,100
Meredith Publishing N 3054 2674 + +14 31 23 .662 81,500
The Qutlet Co. N 2814 22%/ + +24 20 20 1,056 29,800
Rollins A 5614 50 =+ 4-14 58 43 4,061 2249, 100
Rust Craflt (ireeting A 3334 307 + + 4 a5 29 727 24,500
Storer N 47 46 + + 2 54 36 4,180 196, 500
Time Ine. N 96! 10074 - -5 104 86 6,560 630,600
Total 75,536 $3,315,700
CATV
Ameco A 8% 83 } Y + 6 13 8 1,200 10,700
Entron [¢] 5 544 Y — 5 8 4 617 3,100
[L&I3 American A 15 1125 + 334 +29 14 10 2,637 39,600
Teleprompter A 31lg 315 % + 1 40 24 994 31,300
Vikoa A 1534 15 34 + 5 19 13 1,359 21,400
Total 6,807 $106,100
Programing
Columbia Pictures N 35% 317 + 4 - 13 34 24 4477 160, 100
Disney N 5H8% 5074 + 77 -15 60 42 4,230 248,000
Filmways A 244 221, + 284 +12 25 17 913 22 600
Four Star International (6] 5%, + Y + 4 10 5 666 1,000
Gulf & Western N 501% 435 - By +15 86 39 11,620 582,500
MCA N 70 6714 2% b4 74 52 4,707 320,500
MGM N 161g 471 - 3 - 2 50 38 5,706 267,700
Screen Gems A 313 285y + 3% -1 32 238 1,036 128,100
Trans-Lux A 6235 317%% 308, +96 69 22 718 14,900
20t Century-Fox N 345, 3214 284 7 37 25 7,035 243,600
Walter Reade Organization (8] 914 7 + 2lg +36 11 7 1,583 15,000
Warner-Seven Arts A 363, 3334 + 234 + 8 ] 20 3,746 136,300
Wrather Corp. (6] 61y 544 + 1 + 19 8 4 1,753 11,0060
Total 39,620 $1,610,800
Service
John Blair 0] 203, 2314 + 6% +27 3 20 1,080 31,900
Comsat N 638y Sty - 634 +12 65 41 10,000 632, 500
Doyle Dane l3ernbach 6] 3544 32 + 3Y +10 41 21 1,994 70,300
Foote, Cone & Belding N 17 144 + 23 -+ 19 19 13 2,146 3,500
General Artists [e] 19y 144 + 431 +33 26 10 600 11,600
Grey Advertising [e] 1674 15 + 1% 13 20 12 1,201 20, 300
MPO Videotronics A 13% 11 + 2% +26 15 11 516 7,200
Movielab A 149 1274 + 1% 15 17 13 1,398 20,600
Nielsen (o] 33L4 2814 + 54 +19 40 27 5,130 171,900
Ogilvy & Mather [¢] 1814 144 + 14 +30 20 14 1,087 20,100
Papert, Koenig, Lois A 6234 494 + 134 +34 9 5 791 5,000
Total 25,943 $1,027,900
Manufacturing
Admiral N 2114 23 - 1% — 8 25 17 5,062 106,900
Ampex N 31Y% 3115 + % + 1 37 27 9,565 301,300
General Electric N 91y G254 - 13 -1 100 85 91,068 8,310,000
Magnavox N 5154 50 + 134 + 3 56 37 15,410 795,500
' 3M N 1074 2 + 1544 +17 108 81 33, 166 5,717,600
Motorola N 143Y% 128 +15Y +12 147 Y7 6,117 876,300
Nationa! Video A 174 1914 — 21 11 25 i7 2,781 {7,600
RCA N 51%% H3 — 1% — 3 B3 45 62, 165 3,216,400
Reeves Industries A 57%% 474 + 1 +21 8 5 3,327 19,500
Westinghouse N 724 7515 — 34y — 4 78 60 37,571 2,714,500
Zenith N 5654 6534 — 8% -13 66 5l 18,849 1,007,300
[ Total 305,681 $23,203,400
Grand Total 505,159 $31,839,700
Standard & Poor Industrial Average 107 .43 105.37 +2.06 + 2 108.41 85.31

N-New York Stock Exehange
A-American Stock Exchange
O-Over the counter

www americanradiohistorv com

* Principal vevenues from nonbroudecast sources.
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What could be bigger than Life?
Consider this alternative:

The television stations represented
by Peters, Griffin, Woodward
deliver more circulation in their
combined effective

coverage areas than Life.

And Look. And Reader’s Digest.
And McCall’s. Combined.

One other thing magazines can’t do
that Spot TV can.

With television you can demonstrate
your product through sight, sound,
motion and color.

Some alternative.

Want to add life to your advertising
with Spot Television?

ﬁ .

WWW.americanradiohistorv.com

QJE'II‘JEJRS,Q RIFIFIN, @ OODWARD, e,

Ploneer station representatives since 1932

SOURCES: Estimates of TV circulation from Salesa Man-
agement Maguzine 8/67 and American Rescarch Bureawn.
Maguzine oirculation from their most recent reports on
file 1osth Toleviston Burean of Advertiving.
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Put the middle
of the mitten...
in the palm of
your hand

WILX-TV

®

WILX-TV
N

LANSING
{ ]

BATTLE CREEK  anN ARBOR
A

0}-'

]
JACKSON &

1. More efficient distribution
of circulation.

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

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

N

WILX-TV

w

1048 Michigan National Tower

Lansing, Michigan 48933
A’;Tg:ag TELEVISION SALES, INC.

-~

. Gets you more complete coverage
with less overlap.

65

“Business
deserves
consumer

confidence”

Fifty-four years ago, American business, in an effort to clevate the
ethical tone of advertising and selling through self-regulation, created
the first Better Business Bureau. Today 126 BBBs across the nation
serve husiness in the publie interest.

Responding with business to the current “consumerized’” atmosphere,
the BBBs have recently launched a national expansion program and
activated their Resenrch and Education Foundation.

Briefly, the uims are: to provide expanded service by individual
Bureaus; to inform the public in the ways of better buymanship; to
provide a network of loeal community councils throughout the country
to act as sounding boards of changing consumer attitudes and opinion;
to research the findings of the Bureaus' 3% million annual consumer
contacts, and arrive at accuratle statements of consumer needs and
desires; to report these analyzed results to business as a basis fov self-
action; and, through the newly-established BBB Washington Office of
National Affairs, to provide government with authentie data in matters
of consumer intevest, @

To learn move, call the munayer of your nenrest BBB. BBB

Association of Better Business Burenus International,
Chrysler Building, New York, N. Y. 10017.

FTELEVISION MACAZINE

WWWamericanradiohistorv.com

Computers
Your articie in the April TELEy
stoN, “What Computers Are Rea
Doing To TV,” uid much to plac
a complex and fast-changing suls
ject in perspective for this some
what confused brain and, I a
sure, for thousands of others.

It is the most thorough, well re
searched and Dbest organized artic
of its kind to date . . . Congratula
tions.

Robert Hutton [r.,
vice president,
Edward Petry & Co.,
New York

Congratulations on an informativ
articie about computers in telev
sion. To your accurate comment
about -data processing at Katz,
can only add that we are a long
way from the millenium, but we
are optimistic about the computer’s
value as a sales tool.

Kenneth Donnelion,

director, corporate information,
The Katz Agency,

New York

Pioneers

Your March TELEVISION article o
the pioneering eflorts of televisio
undoubtedly will prove a most va
uable document flor all ol us i
broadcasting. 1 congratulate yot
on an excellent roundup.

An appraisal of the growth of
all-channel television would mak
an excellent companion piece. AR
article  documenting the history
and  growth of UHF television
would be immensely helplul.
Havrold V. Lauth,

Kaiser Broadcasting,

Oakland

(A UHF status report begins page
25, this issue.—Ed.)

Earnings up

Your feature FOCGUS ON FINANCE
comained a reference to '(‘OX .
Broadcasting in  the May 1ssu€

which was substantially in error.
We did not report @ drop 1

earnings last year, but rather a

substantial increase. As per our an-

nual report, income was $2.62 per

share as compared to $2.12 per

share the previous year,

Clifford M. Kotland [r.,

vice president

secretary lreasurer,

Gox Broadcasting.

Atlanta

%
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DISTINCTIVELY DETROIT

e\

Y
b M.

Photograph courtesy of Michigan Consolidated Gas Company

‘STEP OF THE DANCE." Gracing the front of Detroit's ultra-modern Michigan
Consolidated Gas Company building, this breath-taking 16-foot-high bronze sculpture
is a Motor City landmark. Created by the world-renowned sculptor Giacomo Manzu,
the dancing lady was cast at the Modern Artistic Foundry in Milan, ltaly.

Just as Detroiters regard this graceful dancer as distinctive of Detroit, so they have regarded The
WWJ Stations as distinctively Detroit for 47 years. Why ? Because of programming that reflects the
city’s own interest in local news, sports, entertainment, public affairs, and community service. And,
because of WWJ’s home-ownership by The Detroit News. When you ask a Detroiter which radio and
TV stations are distinctively Detroit, he'll instinctively tell you "WWJ.”

WWJ asi WWJI-TV

OWNED AND OPERATED 8Y THE DETROIT NEWS. AFFILIATED WITH NBC.
NATIONAL TELEVISION REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « NATIONAL RADIO REPRESENTATIVES: McGAVREN-GUILD-PGW RADIO, INC.

WWW americanradiohistorv com —
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®
Spiked!
You wince at the wasted staff time when you have tospikea
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.

LEDERLE LABORATORIES :

A Division of American Cyanamid Company, Pear! River, N. Y.

WwWWwW americanradiohistorv com


www.americanradiohistory.com

TELEVISION

E 1968 VOL. XXV NO. 6

IF television, which lost more
1ey last year than the year he-
w and is likely to lose more this
iz than last, must have a secret.
|y else would everyone he call-
w1t a success? Of late, the more
1ey it loses the healthicr it

.
HF TV, the ultra-high-fre-
imcy channels numbered 14 to
that expansive range of the
yctrum - containing  connnercial
vision’s only pockets of hard-
poverty, has been undergoing
msive reclamation.  Increasing
s arc, oddly, the signal ol new
it potential, under-thesurface
es that require heavy initial
stinent before they're reatized.
i all the problems tacing this
dium, whose potential has heen
far ahcad of fulfillment. the
nity to acquire  popular  pro-
ming leads the list. But not lar

UHF: now a solid base

behind, and intumately connected,
has been the shortage of television
scts that can receive UHIEF signals.
The receiver problem, thanks to
former FCC Chairman  Newton
Minow and Congress, is well on the
way to extinction (sce chart, page
23) . Federal legislation has forced
sct makers to build receivers with
all-channel  capability. A natural
attrition and replacement of old
VHF-only receivers  (channels 2
through 13) assures eventual UK
penetration parity with VHF.

Now therc are UHTF-cquipped
sets 1momore than 27 nullion ol the
56 million television homes in the
U. S, and halt the country tuncs in
a UHF signal at least once aweek.
There is no question rhat the in-
clination to graly a UHFT license or
a bunch of them and light the
stations up has increased I pro-
portion to the expanding circula-
tion ot UHF sets.

UHF has passed through periods
ol overspeculation, ol premature
imvestinent. Its history s littered
with forleited construction permits,
properties sold hetore thev ever

By John Gardine

www americanradiohistorv com

generated a  commercial minute,
channel squatters and channel
prolligates, those who spent too
much too soon and left television
altogether, poorer and wiser. As
recently as a year ago publisher
Hlarcourt, Brace & World laid
down its fistful of five UHF con-
struction permits, said the stakes
and the chance ol failure were
both too high. Citing “the peculiar
dominance of networks over pro-
graming” and predicting a dim fu-
ture for UHF, the publishing com-
pany said a detailed study had
dampened its earlier enthusiasm.

Despite such delections UHF has
quite clearly entered a period of
sober investment, free of starry-
cyed expectation. Its most attrac-
tive big-city permits have fhltered
down into the hands of those with
money enough to carry them
through five-ycar and 10-year de-
velopment plans. Get rich quiick is
out. Kaiser Broadcasting, U.S. Com-
munications, Metromedia and oth-
ers with a will for the long pull
are .

In scveral markets UHF is no

for growth

JUNE 1968
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longer the station too far up 1t
spectrum to worry about. It is ¢
added market factor whose share
the billings increasingly reflects
audience it demonstrates in the ra
ing books. And while the ratin
numbers may be relatively smal
they are growing. As UHF gains o
Main Street it gains on Madiso
Avenue. It is not a brave new
medium but a struggling and de
termined appendage of an old on
It will have arrived when it ha
completely shed the image of a
appendage.

This is not the story of the per |
fectly viable UHF stations in th
handful of markets where no VH ]
competition exists, but of the U |
in the so-called mixed markets that |
generally must wage independent |
program battle against network.
afhiliated stations in the VHF range,

Anywhere U's tried to settle |
things were tough. In the biggest &
markets there were already inde |
pendent stations with VHF advan-
tages. In many cases these more '
fortunate V’s had a lock on the |
best syndicated program series or a
corner on the feature-film market
Even if the product were available ¢
the U’s might not be able to afford |
it. In medium-size markets where
U's came to town as the fourth "
station their lot was a slightly big:
ger share of a smaller pie, not
always enough to sustain them.

Even in a market where only one,
VHF channel existed a newcomer
U could have problems. In Austin,
Tex., where KHFI-TV (ch. 42)
bucked the established V owned by |
President Johnson’s family, it took
three years for the new station to
gain a primary network afhliation, .
the right of first refusal on NBG
TV’s programs. Before that the V¥
had first-choice pick of all three
networks; the U took the leftovers.

Network affiliation is of enor-#
mous importance. A UHF station !
that gets 1t is guaranteed not only
survival but probably health. A U™
without it may suffer chronic pro--
gram anemia unless it has the dol-*
lars,of a major corporation behind
it to buy or produce shows of s}
own. And affiliation offers fast re-"
lief from other ailments. In Char-
lotte, N.C., the penetration of UHF
sets has almost doubled to 76, over:
the last year since wees-tv (ch. 18)° !
picked up a primary afhliation®
with ABC-TV and is no longer
forced to pick over the three-
network discards of the two V’s i
town. In the course of the sam
year the station more than triple
the number of homes it W
reaching in prime time. Now It
predicts that it will draw oné
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~wrter of the $10 million in TV
‘Ings that it projects for the

The Growth of UHF TV

Lirlotte market in 1969, With 1085 1"9"24 198 198 198 1985
. 1ation came audien_ce shares of Operating commercial
* and sales to national adver-  yHF stations 93 92 94 120 120 148
ies increased sixteen fold. The
sager of a less-fortunate South- Authorized commercial
I station moans he can’t get na-  yye's not on air 64 64 64 78 131 158
tal advertisers to give him a
iad look unless he shows thqm Total UHE stations
reaching 89, of the homes in 5, thorized 157 156 158 198 251 307*
: narket. “We could quote them
sst-per-thousand homes of 75 Operating commercial
is and they still wouldn't buy  yyF stations 487 486 492 493 495 505
He’s got the fourth station in - _ —
\ a UHF barely holding its 1725205 op2'iehanms!eeeive looisation
, depending on local sponsors
more than 809 of its revenues,  Compiled by Broadcasting and Television Magazines and FCC.
v profitability targeted five
s hence and the prospect of )
cher U entering the market. Growth of UHF audiences
ut UHF is llghtmg up stations Nielsen Station Index
'ss the land and a new spurt has UHF . . ) .
- station weekly cumulative audience estimates
warred in the last year. From Niel MNA kets with table UHF station)
i7 1966 to May 1967 the number ~ (Nielsen markets with a reportable UHF station
operatmg U S remained Estimated percentage of metro households
hanged at 120. Since then 28 teached during average week*
= been added to the list. There Market Fall 1966 Fall 1967 Spring 1968
another 158 authorized for op-  goston - 2% 30
ion, many of them on the verge ‘
umping into competition. The Chicago " 17 20
nbers of failures and false starts  patroit 25 39 a4
UHF have taken the glamour
and put science into market Houston f 30 32
ry. The new have gone to pijwaukee 27 35 46
s0l on the old. Even the most
imistic of current UHF opera- Philadelphia 3 36 43
» know the difference between o, antonio. Tex 10 12 10
cing a market and waiting until B
ripe. One of the most impor- Washington 20 5 a3
t elements 1s timing. There MAY  +if more than one reportable UHF station, data are o
ca_great distance between going P3sed on station with highest cume estimate.
nthe air and attacking a market N.B.: Data subject to qualifications described
gressively; just staying above the in the respective NSI Reports.
mimum on-air time prescribed PrE— — .
the 1 1 .
[enainf,i?,[ vgrths[}fifngng:csﬂ; A seven-year financial record of UHF stations*
audience with a full schedule of  (in miltions of dottars)
izh-priced fare. The minimum re-
jirement for a station is 12 hours 1960 1961 1962 1963 1964 1965 AELL
week; after three years it must be o2
rrying 28 hours a week. 49.7
Kaiser Broadcasting’s Richard
ock, one of the most successful of 30.8
i the scramblers beating on TV’s
sor with a UHF knocker, admits
! ¢'s forced into a holding action in ~ "°ve"e
bs Angeles, a market already su- LI b
ersaturated with ‘television sig-
als. Kaiser has about 18 hours a  Expenses
eek going on the Los Angeles
atlet now, will increase to 30
durs a week by June, staying a
ep ahead of the minimum stand-
rd. 499
- Block expects the combined
‘taiser  UHF properties to be 67
- dowing a profit in four more jncome (1oss) 0.3 (0.6) 0.9 0.2 2.7 ©.2) (.9)
ears. This year they will gross
* lose to $9 million, $5 million more  No.of stations reporting 76 81 83 86 92 100 114
" han least year. Stations that went ; : =
{ |in the air by 1967 will be proﬁ[a. *Source: FCC annual industry reports
JUNE 1968
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Circulation of UHF Receivers In 69 Television Markets ble by 1970. Detroit, Cleveland a
Philadelphia will be Kaiser’s ¢

liest payout markets. Elsewhere the |

Total. TV UHF UHF : .
households projected  Per _ projected  Per growing pains areé more acute. I |
In ADI TVholus;holdstent TV households Cent Boston the grOll])'S WKBG-TV, a ]OIM .“
n Area o ) g
Market Dominant Influence*  In Metro Area venture with the DBoston Gl‘ObQ

T ———————————————— 12 some signal difficuity becauge

- =

535,300 ' 2720y 46 o400 54 Of its tower height. Start-up costs
Atlanta ' , ' 2 e p
Austin, Tex. 96.700 68.600 71 54.600 8l were higher than anticipated and |
Bakersfield, Calif. 81,400 80,200 98 80,200 ¢ last month the Globe was on the |
Baltimore 634,700 362,000 57 322,200 57 verge of reducing its intercst in the
Binghamton, N. Y. 130,800 115,400 88 87,600 23 station.
Birmingham, Ala. 392,200 226,800 58 141,000 e ) |
Boston 1,426,900 | 830,200 58 620,800 60 Kaiser is not the only major
Buffalo, N. Y. 557,300 339,600 61 260,800 65 group operator on the UHF scene.
Champaign-Decatur-Spring- U. S. Communications, a sulm(hary

field, 11. 233.200 220,500 95 “eocoo oy  ©f AVC Corp,, with a flagship oper |
Champaign metro __ B ' ation in Philadelphia, picked upa |
Decatur-Springfield metro 86,700 99 A "
Charlotte, N. C. 377, 00 202,800 54 78,900 76 string of five U’s from Overmyer §
Chicago 2,417,500 | 1.532,500 63 | 1,380,900 63 Communications  Co. Overmyer
Cincinnati lggg.ggg %;‘.ggg ZZ g;;ggg 6:72 found itself overcommitted 10 a |
Cleveland ,209, , ' 1: tel
Columbia, S. C. 127300 97100 76 67.500 95 failing fourth telev1§10n netw_ork |
Columbus, Ohio 420,900 273,700 65 178,700 69 and let the five channel assign. |
Dallas-Ft. Worth 782,800 415,400 53 361,400 57 ments go along with its network |
am | e p e o dem |
Detroit 1,336, , , ) o |
Erie. Pa. %.000 88,900 03 72.400 97 UsS. Commumcanons l_ms I)gen |
Evansville. Ind. 143,900 136,400 95 66,900 100 extraordinarily successful in Phila-
Flint-Saginaw-Bay City, Mich. 307,000 210,300 69 161,100 77 delphia. Looking for close 1o $3 |
Ft. Wayne, Ind. 170,000 160,101 94 ligggg g; million in revenues there this year
Fresno, Calif. 234,200 229,700 98 , (a 459 increase over 1967), its.
Greensboro-Winston-Salem- 0 .

High Point, N. C. 291,400 116,500 40 76,007 46 WPHL-TV increased its power to
Greenville-Spartanburg- 4.3-mw last month, a brute-force

Asheville, N. C. 340.600 | 150,200 44 78,700 45 plan to attain signal parity with its
Harrisburg-tancaster-Lebanon- : ATl .

York, Pa. 320,401 ‘ 281,100 88 277,600 88 l\)/HF~ competitors. While ,UHF 15
Hartford-New Haven, Conn. 542,300 421,000 78 - = etter able to carry a wide
Hartford metro - 224,000 97 bandwidth color signal than VHF
'r“‘ew Haven metro 610,200 o800 60 ;zgggg gg by virtue of its higher frequency, it

ouston , . . . : g o '
Indianapolis 630,500 387,700 61 165230 54 1S not i‘s flexible as VHF m'cur\lr]lg
Jacksonville, Fla. 246,600 160,800 65 112,000 77 around natural or man-made ob-
Johnstown-Altoona, Pa. 28,600 135,600 59 62,800 66 stacles, arid therefore has never en-
Joplin, Mo.-Pittsburg, Kan. 113,900 55,300 49 24,007 61 joyed the same reach as VHF.
Kansas City, Mo. 507,300 219,400 43 181,600 26 : - :

S. : its

Knoxville, Tenn. 245,300 153,100 62 9,500 86 U S’l Cqmm11n1.cat1011sF puiy
Lexington, Ky. 100,700 91,500 91 43,500 100 second station on in San rancisco,
Los Angeles 3,093,700 2,007,300 65 | 1,749,000 66 KEMO-Tv, in April, celebrating the
Louisvilte, Ky. 355,900 281,900 79 201-500 89 light-up during the National Asso-
Lubbock, Tex. 107,700 62,100 58 34,300 66 D ) -

: ' c ' ; n.
Madison, Wis. 118,500 107,600 91 70,000 98 f)”t.‘o“ Olf Bll oadcfas.ters conyentflq
Miami 545,000 318,400 58 220,300 59 rojected plans for the rest of its
Milwaukee 538,900 441,800 82 375,800 90 list  show wsco-tv  Newport,
Minneapolis-St. Paul 691,500 333,200 48 262,700 53 KY._Cincinna[i going' on next
Monroe, La.-El Dorado, Ark. 112,300 41,000 36 21,100 40 month, wsMO-Tv Atlanta and
Montgomery, Ala. 11, 00 79,900 72 53,600 96 Pittsl hi et 1 If
New Orleans 386,400 236,000 61 188,100 65 WECO-TV Fittsburgh 1n the hrst ha
New York 5,618,3°0 2,918,300 52 2,549,900 52 of 1969 and kjpo-tv Rosenberg, !
Oklahoma City 351,500 161,700 46 98,300 51 Tex.-Houston later the same year,
Peoria, I1I. 160,700 157,900 98 98,200 99 U C. Vi . 1

. 8. C. Vice President Leonarc
Philadelphia 2,031,100 1,452,800 72 | 1,065,000 77 Stev S i € lr )'e v'll‘be
Phoenix 319,400 171,100 54 134,500 54 tevens predicts the group wi
Pittsburgh 956,200 517,600 54 362,200 52 solidly in black ink by 1970. _
Roanoke-Lynchburg, Va. 241,800 103,500 43 44,200 45 The UHF ba[[]eground Slml)lng |
Rockford, 1l 140,200 136,100 97 | 76,900 99 : o . |

o Ve ' ' g in San Francisco is of the most !
St. Louis 816,200 | 445500 55 8000 57 o tr . 'll °"%m e
Salinas-Monterey, Calif. 136,100 68,200 50 53,400 53 interesting anywhere. en tu \
San Antonio, Tex. 307,900 174,900 57 142,700 67 hlstquzms discourse on the UHF |
San Diego 368,300 234,800 64 234,800 64 medium, the microcosm for analy- l
San Francisco 1,337,900 715,500 54 562,900 57 : 1 Llelv -

1337, ' o<, sis will likely be there. A market
Seattle-Tacoma 606,500 307,800 51 254,500 53 Iread Y t'e - VHF‘ <
Stoux Clty, lowa 123,600 72,100 58 24,400 66 alréady supporting tour .
South Bend-Elkhart, Ind, 153,100 148,401 97 115,300 99 tions, three of them network affili-
Springlield-Holyoke, Mass. 179,100 175,000 98 160,500 98 ates and one independent, will sud- |
Tampa-St. Petershurg, Fla. 479,700 357,200 74 259,000 83 denl become a (7

' market of seven

Toledo, Ohlo 277,600 175,400 63 100,600 62 ‘t'v)é ol - US
Topeka, Kan. 99,200 [ 43,900 a4 23,500 49 ~ RCLive comiInercial operaNaiS .
Washington 958,900 612,600 64 525,700 71 Co,mu'lumcallons, whose start there
Wilkes-Barre/Scranton, Pa. 262,107 247,000 94 162,200 99 was dictated by steps already taken
i 1 iy gLann el 42,300 100 by previous-owner Overmyer, finds:
Youngstown, Ohio 125,700 123,700 98 88,900 100 i

itself in competition with the ag:

R ———  TTCSSIVE  Kaiser organization and
* ARB estimates the show-business acumen of John =

TELEVISION MAGAZINE

WwWWwW americanradiohistorv com


www.americanradiohistory.com

(huge’s Metromedia, perhaps the
iost successtul group operator ot
ddependent stations in the coun-
r.
| When Metromedia acquired its
b:h station, KNEw-1v  (then KsaN-
1) San Francisco's channel 32, the
vlustry raised an evebrow at the
yparent faith ot the healthy VHF
Dup in an imminent viable fu-
ive for UHF. But Metromedia
't expecting to pull any fast dol-
s out of the market. Company
{airman  Kluge doesn’t expect
LEW-TV to contribute to company
ofits for five years anvway. Cali-
mnia and San Francisco in partic-
nr represent an unusually poteut
evision market. Although San
incisco ranks somewhere close to
enth in the countrv in terins of
» weekly cumulatve audience
its TV signals. it is fourth in
ms of TV revenues and its
Owth potential is strong.
Kluge is looking 10 vears ahead,
mly commuitted to the principle
At television is simply a market
fc programing. tle wants more
tlets over which the company's
ogram efforts can bhe amortized.
etromedia, investing $15 million
a West Coast facility. production
nter included, 15 now an inde-
ndent program supplier with its
olper Productions and 1s now
anching into feature-hlm produc-
n. Kluge says it there were an-
her way to create a market for
‘etromedia programs, ‘it we could
» this without more outlets, we
ouldn’t be adding them.” He goes
a to warn: “UHF won't be profit-
sle as an industry until licensees
‘e prepared to make a greater in-
stment in programs. It relates
rictly to that. A major market will
Jpport more stations so long as
tey're adding something new.
‘hey will not support a me-tac
2levision station. The competition
7ll be greater but so will the reve-
wes. We have a good deal of pro-
raming available to go in there
San Francisco]. In the long run it's
he software that counts, the pro-
gaming and the management
deas.”
! Metromedia hgures 259, of na-
sional spot-TV dollars are current-
' ly being spent on 36¢7, of television
~ homes. Noting that discrepancy
and forecasting it will become
' more pronounced, the company
deduces that sound marketing ra-
' tionale calls for more even dis-
- tribution and that independent
TV stations will be natural benefi-
ciaries of the reapportionment.
Kluge points to the gradual ero-
sion of network program audience
Continued. on page 55
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ifo TV standards

r he hero-heroine of Gore Vidal's latest novel,
Myra Breckinridge,” is a hermaphrodite who is capa-
le of adjusting whatever way circumstance or whim
iggests. His-her sexual adventures arc indeed bizarve,
elped along. as they are at times. by various mechani-
al contraptions. The hook is a best seller.

In another best-seller, “Couples,” John Updike ren-
ers in exquisite detail the intramural love lives ol an
xperimenting married set in a mythical New England
own. Tume found novel and novelist worthy ol a
over.

“The Beard,” an oft-Broadway play, ends in a
exual indulgence so explicitly performed that few
ritics were able to describe it for their lamily newspa-
iers. It is an act of cunnilingus, to be technical aboul
it. On Broadway, a new folk-rock musical, “Hair,” has
4 scene in which male and female members ol the cast
appear on stage nude and facing the audience.

Serious motion pictures continue to cater to nearly
every taste. ““I'he Graduate,” playing to long lines of
waiting teen-agers around the country, is about a
young man who is seduced by the wile of his father’s
‘business partner. Among the newer imports there is
lesbianism in “The. Fox” and old-fashioned sado-
masochism in “La Belle de Jour,” which is about a
bored housewile who gives mcaning to her life by
b_ecoming a .daytime prostitute. The entire motion-
picture field is so fertile, so to spcak, that those two
titles barely do it justice.

Meanwhile, the subject matier in the woimen’s
magazines today would have raised a blush in the
cheeks of the most jaded voyeur 10 years ago. In
comparison, Hugh Hefuer's Playboy looks just a tiifle
antiquated.

Heretofore verboten four-letter words abound not

T T e e T e ——

By Richard Donnelly

only on the printed page but also in what passes for
polite sociery. Beyond the mini-skirt, there are the
microskirt and the see-through blouse. Five, certainly
10 vears ago, today’s properly dressed secretary would
have been clapped in jail on sight had she dared
appear in public in the accepted costume ot 1968.

These phenomena are described as part of a new
permissivencss in society when they are not attributed
to a veritable revolution in American sexual manners
and morals. Whether trend or revolution. television
has had to respond—negatively, by refusing to admit
the more far-out material, and positively, by adjusting
and making concessions that keep it at least tentative-
ly in touch with the times.

This thankless role of being a sort of progressive
policeman in matters of taste is what makes television
a uniquely difficult medium. To be obvious about it,
television goes into almost all American homes and
can be used effortlessly and indiscriminately by the
very young, the very old, the intensely hip, the naively
square. In contrast, the decision to go out to a movie
involves an cffort and, increasingly, a major expendi-
ture. More important, it is a decision, not a reflex
action.

So responsible people in television approach the
visible and audible and sometimes smellable signs of
the changing times with caution and astonishment (as
do most people over 30). They know that the various
rock groups have had a profound influence on the
young, and they are prepared to make concessions.
3ut how far to yield? To The Fugs, Mothers of
Invention, Pearls Before Swine and others who cel-
cbrate the joys of pot, LSD, indiscriminate love
making?

It is incontestably true that television today is an

Continued on page 62
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\code copes

|

“711611 Jack Tinker & Pariners was preparing its
highly successtul “No Matter What Shape Your Stom-
ach's In” campaign for Alka-Seltzer, & copy writer
provided the line “Alka-Seltzer relieves that burpy
leeling” lor the caption beneath a shot of a street
construction worker with his paunch vibrating atop
an air-hammer handle.

The ad was rejected on the ground that the word
“burpy” had never been used on network television. It
is not quite clear whether the National Association of
Broadcasters code people or network censors, working
as an extension of the NAB code, blue-pencilled the
copy. In any case, the caption was changed to “Alka-
Seltzer relieves that flnttery feeling” and the ad went
on to its long-selling life on television.

The incident illustrates what many advertisers and
agency people say is the only major friction with the
code these days: bickering over petty points, much ol
it through the networks and not even directly involv-
ing the code authority.

The code is now in its 12th edition since the first
version went into effect in March 1952, and the New

York ofhice, which primarily reviews commercials, was.

established in the summer of 1960 following the
quiz-show scandals.

In that time most of the major battles have been
fought and there is a plane of generally harmonious
and stable cooperation among the authority, networks
and advertisers and agencies. In fact, operation of the
code these days rests on a triangle among the author-
ity, networks and agencies.

All agree that the major battles of TV advertising
have been fought in laying down the series of guide-
lines that are now widely accepted and seldom chal-
lenged.

WWW americantacionison o

By Walter Tvoy Spencer

Falling by the wayside in establishing the guides
have been such once-familiar advertising monuments
as the white-coated doctor peddling over-the-counter
preparations “like a doctor’s prescription,” greasy kids
stuff, “invisible” plastic shields and even the idea of
heing the-first-one-in-your-block to own some toy.

Not all the code’s moves are restrictive. Last month
the code board recommended abolishing a blanket
prohibition on certain personal-product commercials.
Specifically in mind were hemorrhoid remedies and
feminine-hygiene products. The change of heart was
attributed to “the changing taste tolerances of the
American public.” Subject to approval of the parent
NAB TV board, which meets this month, these cate-
gories will no longer be out of bounds. But how the
products are presented remains subject to the code-
board’s review.

The major complaint with the code these days was
voiced independently but in exactly the same terms by
two outspoken agency executives: “It's a hig pain in
the ass.” But both also hasten to add that while being
a discomforting nuisance, it provides no major obsta-
cles.

Both code-authority personnel and agency execu-
tives note that the authority, itself, does relatively
little in the way of screening individual commercials.
The great majority of this work is left to the continui-
ty-acceptance departments of the three networks,
which often—according to the grumbling of some
agency personnel—are far more zealous in extending
interpretations of code standards than the code ad-
ministrators themselves would be.

One of the major functions of the New York code
office now is to serve as an arbiter when an advertiser
complains that his commercial has been cleared by

Continued on page 52
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Race for
Daytime
Dominance
Speeds

Up By Caroline Meyer

TELEVISION MAGAZINE

s the Minneapolis housewile
A sets a drooling preschooler in
front of the tube and turns on The
Beverly Hillbillies, the New York
television executive is getting off a
late-morning train from Fairheld.
Later on, just as he leaves a pre-
luncheon conterence with some of
his colleaguies, the Minneapolis
housewife is dragging out the iron-
ing hoard and tuning in The Hol-
lywood Squares. \While the 1elevi-
sion executive is tossing down a
martini or two at lunch, the house-
wile picks up her 9-year-old at the
dentist and hurries home so's not
to miss the opening of As lhe
World Turns. At 3 p.m, she has
her first chance all day to sit down,
and she does, tuning in The Dat-
ing Game for diversion. Mean-
while it's 4 p.m. in New York, and
our television executive is dictating
a memo to his mini-skirted, mani-
cured, New York secretary. Sub-
ject: the daytime program sched-
ule.

We live in two different worlds,
as the song says. Is it any wonder
mistakes are made? The wonder is
that our television executive friend
has any sensitivity at all to the
program wants and needs of the
daytime viewer. Of late, one net-
work in particular seems to be los-
ing its touch.

Last year was a lean year for all
three networks in daytime. Al
though sales were up, the increase

from 1966 was 409, of the
1965-1966 increase and not enough
to make up for rising costs. CRS
has long been undisputed leader in
daytime and has the greatest ad-
justment to make. The CBS star is
still in ascendancy, but the com-
petition is getting heavy, especially
from NBC. For the first time in
daytime program history, CBS is
worried, and a major programing
overhaul is planned for this fall.

CBS to date has announced a
few of the changes it expects to
make. Candid Camera will be

WwWWwWWw.americanradiohistorv.com

bumped, and, starting at 10 am,
first reruns of The Lucy Show will
be aired. To Tell the Truth will
retire and /louseparty will be re
scheduled at a later time period,
i order to make room for a biock
ol soaps berween noon and 4 p.m,
The rest of its new schedule, the
network hopes, will he worked out
by early June.

Daytime television is a reliable
barometer of the general economy,
Savers of pennies and dimes usuai-
ly cut down in daytime first; as one
ABC sales executive put it: “You
cut your night time and the sales
man in the street knows i1t.” Low
daytime sales in 1967, then, were a
reflection of an unsure economy.
But when daytime sales started o
show some i1mprovement in the

| first quarter of 1968, CBS il
lagged behind.

“They started slipping when the
economy got soft and when the
cconomy got better, they didn't
pick up and NBC did,” a media
man at a top TV agency observes.
“By the third and fourth quarters
of '67, ir became very obvious.’

For many years, daytime was a |
matter of CBS reaching for a mass
audience and doing rather well at

|it, with ABC and NBC tagging
along as best they could. CBS did
| not need to touch its near-perfect

schedule, while the other two net-

works hopped from quiz to soap in
| search of a program that would
| work against the CBS program-
trust. The problems of the two
competing networks were com-
pounded by the fact that constant
reshuffling and replacing of pro-
grams placed strains on viewer loy-
alty. Daytime television is much
more of a habit than night-time
television. Women run their homes
and lives on schedules and dislike
the disruption of routine.

Daytime and prime-time pro-
graming are as difterent as day and
night, mostly because of the homo-
geneous daytime audience. The

|
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viewer is usually a woman, in the
home, alone. The affluent, young
homemaker, age 18 to 35, is the
target audience and the daytime
decision-makers spent a lot of their
time trying to eliminate the older
women and the sprinkling of chil-
dren from the audience.

Daytime is best characterized by
.its limitations, and its limited audi-
:nce means limited advertisers. A
study run by A. C. Nielsen in 1965
showed a relatively stable group ot
product-types supported daytime
elevision. Some 189, of daytime’s
network billings are accounted for
oy toilet requisites, 209, by propri-
ctary medicines, 209, by soaps and

TREND IN RATING AVERAGE
Two weeks ending April 3,

1966

ABC CBS NBC
7-10 am NNS* 49 3.7
10-Noon 5.3 8.1 5.2
Noon-1 pm 5.2 10.8 6.2
1-2 pm 5.0 13.9 6.5
2-3 pm 4.2 12.8 6.3
3-4 pm 6.4 11.2 7.8
4-5 pm 5.3 12.3 7.9
$5-6 pm NNS NNS

*NNS: No network service
Ratings by A. C. Nielsen

cleansers, and 339, by food prod-
ucts. What daytime offers these
advertisers is rates that are low
enough to permit heavy repetition.
Network daytime is extremely
efficient for the right advertiser.

Despite ihe frequent turnover in
programs, daytime has never been
noted for the extravagant or the
experimental. The networks have
busied themselves with updating
old types of programs, such staples
as the serial or audience-
participation show. Rod Erickson,
Kenyon & Eckhart vice president
in charge of TV and radio pro-
graming, describes the evolution:
“The theory of daytime has not
changed since the days of radio.
The profile of the audience at
home has been a woman, lonely.”
Erickson believes the themes of the
soaps came out of radio, and that
the most popular stories have al-
ways been those that proved wom-
en smarter than men. The only
change, says Erickson, is that the
serials have become more contem-
porary (“Now there's no limit—
sterilization, adultery . . .”). And
the more outrageous the soaps be-
come, the better, according to Er-
ickson: “A woman alone can be
shocked a lot more than a woman
in a group who must express some
sort of reaction.”

The serialized daytime drama is
both an asset and a liability to the
networks. It gives them a locked-in
audience of housewives who hate
to miss an episode, but it gives
them a low audience turnover.
The attention levels the serials
provide are basically as high or

TREND IN RATING AVERAGE
Two weeks ending March 31,

1968

ABC CBS NBC
7-10 am NNS* 4.1 4.4
10-Noon 1.4 7.1 6.4
Noon-1 pm 4.4 8.8 8.2
1-2 pm 3.4 14.4 8.2
2-3 pm 6.5 8.4 9.9
3.4 pm 8.2 8.2 9.5
4-S pm 5.8 8.6 8.7

*NNS: No network service
Ratings by A, C. Nielsen

higher than prime-time levels, but
there are more commercials to in-

terrupt.
Those at the networks who con-
cern themselves with the head

count warn against the “U-shaped
profile,” that is, a spectrum of fe-
male viewers strongest amongst
children and old people and
weakest among the 18-35 age
group. Serials have a fairly good
profile with a high rating of 10.4
going to households where the lady
of the house between 35 and 49 are
rated 7.0 by Nielsen and house-
holds with the lady of the house
over 50 are rated 9.8.

In the last few years the serials
have been eclipsed slightly by a
resurgence of quizzes and audience-

participation  shows. Not that
quizzes were ever out of style, but
since the scandals of the late

1950’s, the province of the quiz
show has been daytime TV. What's
more, the quiz show has been mod-
ernized, perhaps even more than
the soap.

Larry White, vice president in
charge of daytime programing at
NBC, is called, with humor, the
“White Knight” by his associates.
He explains the change in style
that has come over the quiz show:
“The direct contest for reward did
have a long history of appeal. Now
the basic appeal of a show is enter-
tainment.” The game, says White,
is just a vehicle for comedy and
personality; the tension has been
loosened on the contest itself. Says
White: “Winning or losing isn’t as
crucial as it used to be.”

There are still shows, like NBC’s
Concentration, where the game’s
the thing, but most of the newer

quizzes carry more conversation
and humor. ABC’s Wedding Party,
tor example, is concerned with the
giving away ol lavish prizes. A
good 15 minutes of the half-hour
game show is spent chatting with
contestants.

Why not, then, abandon the ve.
hicle of the game altogether? The
game seems to provide the extra
measure of escape that some house-
wives crave—ordinary people win-
ning fabulous prizes and enormous
sums of monev., As one media ex-
ecutive explains it: ““The woman
will day after day ‘win at home.’
This flight from reality makes
them tune in.”

And they do tune in, according
to Nielsen, though not in quite the
numbers they do for soaps. Homes
with the lady of the house under
35 rate 5.7. When the lady of the
house is between 35 and 49, the
rating drops to 5.2, but the over-50
households rate 7.9.

Another problem the networks
have had to cope with in the last
lew vears has been the recruiting of
personalitics to host the legions of
game shows. CBS has one or two
vestiges ol its old-time hosts in Art |
Linkletter and Bud Collyer. But |
they are a dying breed. Arthur
Godfrey got older and started talk-
ing about shooting jungle animals |
on safari—few women could relate ‘
to that. Contemporary personali-
ties are tough to come by. The local
training ground, long a source of
supply to the networks, has dried |
up.
ABC solves its problems by using
a type of host characterized by a }
bright smile and a blazer, but not
too much personality. NBC is at-
tempting a compromise, avoiding
what Larry White calls “invisible
men,” by using people like Hugh
Downs and Bill Cullen, strong per- ’
sonalities, but in a much different
tradition than the Godfreys and
the Linkletters.

One of the ironies of daytime is
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that although there is continual
reshaping of programs and sched-
ules, it 1s basically a slow-moving
and conservative medium. Most ex-
perimentation is cautious and lim.
ited. There is no “new season” in
davtime, so viewing maintains
steady levels all year long. Practi-
cally all programing inventiveness,
ol necessity. came out of ABC and
NBC. CBS is just now beginning to
feel the squeese.

Evidence ot toubles at CBS is
not difhicult 1o unearth, and corpo-
rate behavior at the network bears
all the earmarks of impending re-
forms. Two vears ago, Nielsen
ascribed 1o CBS every one ol the
top 10 shows in daytime for the
two weeks ending April 3d. During
the same period in the spring ol
this year, CBS ha: had to share the
top-10 positions with both its com-
petitors, NBC occupying siots num-
ber two, three, tour and seven and
ABC in 10th place.

Just as revealing are the actual
ratings. For the same two Nielsen
reports, CBS lost rating points con-
sistently, especially in midafrer-
noon, with NBC managing to pick
up most of them. Berween 2 p.m.
and 3 p.m., CBS dropped from a
12.8 average in 1966 to an 8.4 in
1968, while NBC rose trom a 6.3 to
a 9.9 in the same hour. ABC is
holding even. picking up points in
the atternoon, but losing them in
the morning and noon hours.

Advertisers long impressed with
CBS’s numbers were getting shrewd-
er about demographics. One ABC
executive put it: “When vou get
four-million homes you get a lot of
o'd broads.” And even more to the
point, an agency media man ex-
plains: “A 45 share with an older
audience and you've got no prob-
lems. But a 35 share with an older
audience, you have lots of prob-
lems.”

CBS's older demographics are an
outgrowth of its success. The long-
er a program runs, the older its
audience grows. Older people tend
to discover a program some time

TELEVISION MAGAZINE

alter it has established itsell with
the younger audience, or even afier
the younger audience has tired of
it. Moreover, CBS has some shows
that have run for so many years
that their viewers have grown old
along with them. And, historically,

TREND IN
NETWORK DAYTIME SALES
(includes weekend daytime)

in milllons

3-network

ABC CBS NBC Total
1964 $ 66.0 $160.4 $102.5 $329.2
1965 $863 S$184.1 $1855 $398S
1966 $124.7 $218.7 $137.1  $480.5
1967 125.2 $236.0 $152.0 $513.2
% increase
1967 over
1966 4% 79% 109% 6.8%

(Sales estimates by leading
national advertisers)

CBS's strength has been 1n its seri-
als, a program-type that has an
older prohle than any other
davtime program format.

Old people are not that net-
work’s only problem. Kids are an-
other. Known bv its detractors as
“America’s babvsitter,” CBS has a
morning schedule with a very lop-
sided-U-shaped profile. From 10
am. to noon, CBS runs a solid
block of strips, old night-time
comedies such as The Beverly Hill-
billies and Dick Van Dyke. (CBS
hasn’'t cornered the market on
these shows—ABC is currently
showing a half-hour of reruns.
NBC has avoided strips alto-
gether.)

Nobody has quite figured out
why shows that worked well for
voung women 1 night time don’t
appeal to the same women in the
morning, but a number of theories
have been hazarded. One problem
may simply be the housewife’s
schedule. These shows may de-
mand more attention than the quiz
or serial, or just more attention
than the housewife is prepared to
give between 10 and 12. Another
theory suggests that the housewife
cannot laugh alone and at 10 in
the morning. Whatever the reason,
children have no trouble watching
midmorning strips as the Nielsen
profiles demonstrate. Nielsen esti-
mates that an average of two-
million youngsters between 2 and 5
vears old are watching the strips,
while only 1,220,000 of their ma-

mas between 18 and 34 are
watching.

CBS’s troubles in daytime have
been reflected in disappointing

www americanradiohistorv com

sales as well. Embittered agengy
men nmtrl.u'n that CBS was over
priced to begin with and gloat over

rumors of increasing dc; aTtures
from the network’s rate card. Oune
media expert esumates CHS dig
counting to he 25%,, 30, and even
40c,. Some of CBS's stronges
shows are controlled by clients, and
the average advertiscr shopping for
a package doesn’t get a crack a
them. “CBS is held up by the Proc
ter & Gamble and American
Home Products shows they have,”
sourgrapes one agency executive,

FIRST
QUARTER
NETWORK DAYTIME SALES
(includes weekend daytime)
in millions

3.-network
ABC CBS NBC Total
1967 $33.2 $61.7 $35.2 §130.1
1968 $£34.9 $58.2 $42.8 §1359
% increase
1968 over
1967 5% —6% 22% $%

(Sales estimates by leading
national advertisers)

“They better hold up because they
are overpriced.”

Until now, CBS had no trouble
commanding high rates, because it
was the network that delivered the
audience, and an ABC sales execu-
tive, speaking of CBS's average
share, admits: “Right now they are
i their 30’s which is still pretty
damn good.”

If CBS has any theories on why
iUs running out of steam, it isn't
telling. But it is working industri-
ously on a fall schedule that will
correct the situation. Without the
seasonal character of prime-time
TV and with the slowness of
change in daytime, one explana-
tion advanced is simple program
fatigue. “You wonder whether this
is just the end of a generation of
daytime programs,” an agency ob-
server remarks. “There is a life
span to every type of program.
Just because this never happened
before in daytime doesn’t mean
daytime programing can't wear
out.”

There can be no doubt, either,
that CBS has met with some inven-
tive counter-programing. ABC has
been the more experimental of the
competition. An exotic variation
on the soap opera, Dark Shadows,
has had some success. Set in Gothic
New England of the 19th century,
the serial deals with witchcraft,
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ot of a poor man’s Nathaniel
lawthorne. Nielsen’s report for
pril this year gave Dark Shadows
: 26 share, although the competi-
on has suggested that a large part
¢ that audience is teen-agers and
ildren.

ABC likes to credit itself with
hving chipped away considerably
CBS's daytime monopoly with its
rongest quiz, The Newlywed
wme. Edwin Vane, director of
iytime programing at ABC, de-
ribes the straits CBS now finds
self in: “Their problems begin at
o'clock. Those problems began
i July 1966.” The Newlyweds pre-
riered that July, and Vane claims
“immediately knocked apart the
hssword rating.” It is true that
BS’s Password went from third

ghest-rated show in April ot 1966
extinction.

ABC has specialized in a kind of
yme show that heavily exploits
1e  personality

of contestants

ather than the game itself. This
enre includes not only The New-
ywed Game, but The Dating
same, The Baby Game and Dream
Touse. The entrance of several of
hese shows into night time has
ielped their daytime ratings, but
‘wone of them has done as well as
FChe Newlywed Game, which, ac-
ording to an agency source, more
han doubled its inherited rating.

An even more drastic change in
he ABC schedule was the develop-
nent this spring of This Morning
(since renamed the Dick Cavett
Show), a midmorning talk show
along the line of NBC's Tonight
and ABC’s Joey Bishop Show.

The format is an unapologetic
steal from the successful late-night
shows; guests and topics are inter-
changeable. There is some industry
debate, however, as to whether this
show isn’t too sophisticated for the
‘housewife audience, especially so

early in the morning. Ratings on
Cavett so tar have not been good,
hut everyone seems to agree that a
show of this sort needs more time
to build. Friend and foe alike are
reserving judgment.

Although ABC has taken the
greater risks in its attempts at new
programing, NBC has gathered the
most strength in the last year. Lar-
ry White, NBC’s expert on the care
and feeding of daytime shows,
notes: “Although we are remaining
apparently consistent with estab-
lished forms in daytime, we are
putting on shows with more appeal
to the modern woman.” NBC has
developed concentrated blocks of
game shows in the morning, soaps
in the carly atternoon and game
shows again in late afternoon.
There is evidence that building
such blocks around a lew successful
programs and establishing strong
lead-ins is even more important in
daytime TV than in prime time.
The daytime viewer, for the most
part, is a single individual. There
are fewer situations of tamily hag-
gling over program selection and
less resulting dial-switching.

Perhaps a more successtul adap-
tion ot the celebrity idea is found
in NBC’s quis, The Hollywood
Squares. Nine celebrity guests an-
swer by proxy for two competing
contestants. The addition ot big-
league personalities to a quis
format has proven a success lor the

network.  Hollywood  Squares
clocked a 3892 share for the
Nielsen’s April 1 report.

The industry waits for CBS to
make its move. If the mechanism
of change hasn’t corroded at a net-
work accustomed to effortless suc-
cess, viewers should be in for some
surprises in the fall. CBS hasn’t
relinquished the winner’s circle to
either NBC or ABC. But the odds
are improving. END
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have the over-all stakes been so high on a weekly television series.
The Name of the Game is money: Some $400,000 a week,
about $10 million the first season, will be spent.

5 The Name of the Game is change: Based on the theory
that entertainment needs variations to stay vital, an anthological

:l The Name of the Game is risk: Probably never before

show—a stab at making a motion picture a week—is being
attempted under the umbrella of a continuing character series.
The Name of the Game is people: Three name stars, three
respected producers, production staffers of substantial back-
ground, guest stars from the motion-picture ranks, more than
40 recognizable writers and directors will provide the founda-
tion for hoped-for quality.

The Name of the Game is logistics: Three alternating
stars, three alternating producers and possibly three alternating
and completely separate production units will work on a leap-
frogging schedule with two in production simultaneously, while
the third concentrates on scripts. It will be a good and valuable
trick if it works.

The Name of the Game is time: Each production unit
charged with turning out but eight series segments over the
next eight or nine months, shooting schedules of 10 to 15 days
for each segment, could be the answer to television’s constant
complaint about the relentless pressure of weekly production.
The Name of the Game is trend-setting: It will strength-
en long-form programing; could lead to production of still more
movies for television, generate variations of the theme such as
sequels to movies.

The Name of the Game is a2 90-minute serics that Universal
Television started producing for NBC-TV last month. Unques-
tionably it’s the most ambitious and significant nciw series project
for next season. Another thing sure—it will be the most expen-
sive weekly series in the history of television. “There’s more
production bucks going into this than for any other weekly
show,” confirms Herbert S. Schlosser, NBC-TV vice president,
programs, West Coast.

Industry sources indicate that Universal and NBC-TV will
spend an average of $400,000 on each episode. The network’s
share of that production nut is believed to be $275,000 a week,
or as much as it pays for The Virginian, another 90-minute
series out of Universal. This means the production company
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will shell out maybe $3 million
over and above what it receives for
the new series from the network.

Actually the production invest-
ment in each episode will vary. It
will depend on the depth and im-
portance of the story. Universal 1s
talking about spending as much as
$1 million on a segment if a major
guest star is involved and il there's
promise of substantial returns from
theatrical release.

And, indeed, plans call for the
theatrical distribution in foreign
countries of some individual seg-
ments. They would be released as
feature films. For Universal owns
the series and, after two runs on
the network, can exercise theatrical
and syndication rights. Presumably
the production company must
work all ancillary outlets possible
il it's to come out ahead in this
undertaking.

“We will have a gigantic invest-
ment on the cume,” reports Uni-
versal vice president Sid Sheinberg,
one of the executive supervisors of
the separate production teams
working on the series. He hints
that perhaps $400,000 a show is a
conservative  estimate.  ‘“These
shows will generally cost what
World Premiere pictures cost,” he
says.

90-minute motion pictures

The reference to World Premi-
ere, the two-hour color motion-pic-
ture-style  productions Universal
started to make specifically for tele-
vision presentation on NBG-TV
two seasons ago (TELEvISION, De-
cember 1966), is ncither coinciden-
tal nor merely a fortuitous figure of
speech. It’s deliberate because
World Premieve in series lorm is
what The Name of the Game is
meant to be.

Universal clearly, emphatically
and understandably, labels its up-
coming series as 90-minute motion
pictures. The network, hedging a
little, although heralding it as “a
breakithrough in television pro-
graming,” explains that the new
project will combine “elements of
motion pictures with the TV series
form.”

NBC-TV’'s Herb Schlosser elabo-
rates on the point. “We would
hope 1o get the quality of World
Premiere productions from these
weekly shows,” e points out. “The
goal is (o achieve World Premiere

TELEVISION MAGAZINE

quality in the 90-minute form.”

Yet the 12 would-be movies, that
Universal has produced under the
promotional = heading ol World
Premiere and NBC-TV so far has
telecast, reportedly all had budgets
ranging from $900,000 to $1.5 mil-
lion and shooting schedules of 28
to 32 days. The conditions for turn-
ing out The Name of the Game
are more circumscribed. To Rich-
ard Irving, onc of the three pro-

«ducers of the new series, the differ-

ence Dbetween movies as theater
goers have come to know them and
longer-form television programs is
not entirely a question of seman-
tics.

“We’ll have more time and mon-
ey and be able to exercise more
care than most television series, but
what we're doing still isn't pure
feature films,” he comments. “Yet,
despite certain limitations, we'll he
taking a big step forward in televi-

’

S10N programing.
[ tel

Imdwidual units

The forward step is apparent in
the concept of The Name of the
Game. Against the background of a
magazine publishing  empire,
pointedly not unlike Tune, Life
and Fortune, Gene Barry, Tony
Franciosa and Robert Stack will
appear on a revolving basis as the
leads of the series. Each will star in
eight episodes and, in a decided
departure from standard oper-
ational procedure in television,
each has an individual production
unit assigned to him.

Richard Irving, who produced
and directed three World Premiere
productions, will supervise the
Gene Barry segments. E. Jack Neu-
man, who co-created and was ex-
ecutive producer of Mr. Novak,is in
charge of the Tony Franciosa seg-
ments. David Victor, producer of
Dy. Kildare and The Man from
U.N.C.LE., heads the production
unit assigned to Robert Stack.

The producers will work autono-
mously, each with his own produc-
tion staff. All will be working si-
multaneously, with two continually
in production and one seeing to
scripts. Here's how this system of
leap-frog was supposed to start off
last month:

On May 14, Richard Irving was
to roll the cameras on ‘“The
Take,” the initial Gene Barry ep-
isode.

On May 21, E. Jack Neuman was
to start production on the first

WWW.americanradiohistorv.com

T'ony Franciosa segment, whig
was to involve a political upheava
in the Caribhean.

On May 28, while Irving's unit
was to have completed filming and
started work on its next script, Da-
vid Victor was to commence pro.
duction on ‘““T'he Monster,” the
first show to star Robert Stack.

Each of the producers was (o be
allowed a minimum of 10 days of
shooting and a maximum of 15
days. The Virginian, by compari-
son, has an eight-day shooting
schedule.

Observes Herly Schlosser: “Obvyi-
ously, you always want more time
than you have—even more than we :l
have. But because we have three
separate units—with these fellows
working simultaneously—we think *
we've licked the time problem.
This marks the first time that three
separate film units have been used ™

in the production of a single
sertes.”
Time, along with talent and

money, has to be one of the key
elements in achieving entertain-
ment success. It always has been
the most elusive for weekly televi-
sion shows to corner. Dick Irving,
for one, has heen working on The
Name of the Game since early Jan-
uary. His first show is scheduled to"
premiere Sept. 20 on the network.
This gives him nine-months lead
time. By April 15 he had six scripts
in the works. “I've had the time to
take the cream of the crop,” he
reported then.

Top budget and topr people
Irving’s tentative schedule calls®
for one production to be filmed in*
May, two in June, one in Julv and
two in August, with the remaining:
two not vet set. “I've done series
with even morc lead time,” he says,!
“but with only eight to make, thei
pressure is reduced.”
David Victor stresses a similari
point: “The big advantage of this
concept is that we can concentrate
on a smaller number of shows.”
Adds Jack Neuman: “We're get-
ting material, time and money and
we have to turn these into a the:
atrical product. It's giving us a
unusual amount of preparatiol
time. Now what we have to do 1
put eight good screen plays to-
gether.”
The Name of the Game's to
budget and ' generous time al
lowance apparently are being comy
Continued on page 4
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The price of feature film races upward and TV stations
continue to love them anyway. A premium is thus placed
on the salary of the witch doctor who can accurately predict
a movie's one-market audience potential without mumbling
so many qualifications that he escapes responsibility

for a local disaster.

Intuition has always been a factor in a station’s feature-film
selection. Solid knowledge of how a movie fared on

a network outing is not positive proof of how it will perform
market by market, but it helps.

Herewith TELEVISION brings its readers up to date on their
film history with a full fact sheet on network-played
features that were aired during 1967 and the first quarter of
1968. It's a continuation of movie data published in our
September 1967 issue. That list covered films that had

made network appearances between September 1961 and
December 1966. '

This time the data has been compiled by NBC Research

and NBC Corporate Planning. Particulars are set down for
the record on 299 films. Information runs from title to

where to get it and includes play date, to the hour, and
how it did, to the rating point. Combined with our earlier
list, the data constitutes the most detailed history of
feature-film performance on the networks ever published.
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Artists | Thin Red Line War | 194 99 | B&W | x 1{68] 3|14 Thu 9p.m. | C
Tickie Me Musical 1965 90 | Color | x 1[67)32) 8] Fri 9p.m. 26.6
Young Dillinger Dramatic | 1965 102 | B&W | x 1(6877 2 1| Thu 9p.m. 21.8
American |
Interntl | Beach Party Comedy {1963 | 101 {Color | x | 1}67{ 9| 8] Fri 9p.m. | C | 19.3
Pictures | Ski Party Comedy 1965 90 | Color | x 67 | 12|27 | Wed 9p.m. A | 20.6
Columbia ‘ -
Screen | Advise and Consent Dramatic | 1962 | 139 | B&W | x 2167 | 4] 28] Fri 9p.m. | C | 14.1
Gems | Baby the Rain Must Fail | Dramatic 1965 { 100 | B&W | x 21671 51 5§ Fri 9p.m. | C | 18.7
" Barabbas Dramatic | 1962 144 1 Colér | x 2167 8]17 Thu 9p.m. | C | 20.0
Because They're Young | Dramatic | 1960 102 | B&W | x 2167 5119 Fri 9p.m. | C | 17.0
Bedford Incident | Dramatic | 1965 102 | B&W | x 116711 1| Wed 9p.m. | A | 17.7
Behold A Pale Horse Dramatic | 1964 118 | B&W | x 1} 67 126 Thu 9p.m. | C | 16.6
2|67 | 61 23] Fri 9p.m. NR
Bridge on the River War 1957 161 | Color 2i{687 3| 10| Sun 8p.m. | A | 20.2
Kwai
Bye Bye Birdie Musical | 1963 112 | Ceolor | x 2167} 31 2| Thu 9p.m. | C | 19.1
Damn the Defiant Dramatic | 1962 101 | Color | x 21671 6| 8 Thu 9p.m. | C | 11.6
Die! Die! My Darling! | Dramatic | 1965 | 97 | Color | x 1167 1127 ] Fri 9p.m. | C | 19.7
¢ 2167 7}113| Thu 9p.m. | 17.0
Fail Safe 1 Dramatic | 1964 { 111 | B&W | x 2167 | 8] 41 Fri Sp.m. | C | 11.5
First Men in the Moon Sci-Fi 1964 | 103 | Color | x 21671 6| 22| Thu 9p.m. [ C [ NR
Five Finger Exercise ' Dramatic | 1962 109 | B&W | x 2167 5126 | Fri 9p.m. | C | 13.7
Genghis Khan Adv 1965 124 | Color | x 21|67 8 3| Thu 9p.m. | C | 15.6
Gidget Goes to Rome Comedy 1963 101 { Color | x 2|67 6] 16 ( Fri 9p.m. { C | 15.7
Good Neighbor Sam Comedy 1964 | 130 | Color | x 2167] 2|10/ Fri 9p.m. { C | 24.5
Hellions Western 1962 87 | Color 1968| 31291} Fri Sp.m. | C | 20.3
Jason and the Adv 1963 [ 104 | Color | x 2|67 7128 Fri 9p.m. | C | 13.7
Argonauts
King Rat War 1965 | 133 | B&W 1:67(12( 3! Sun 9p.m. | A 1 17.5
Long Ships Adv 1964 | 126 | Color | x 1167} 4 7] Fri Sp.m. | C | 22.6
2167 7} 6} Thu 9p.m. 17.0
Love Has Many Faces Dramatic | 1965 105 | Color | x 2167 5|11/ Thu 9p.m..| C | 21.9
Major Dundee Adv 1965 134 [ Color | x | 2| 67 3/16] Thu 9p.m. { C | 17.8
Mlc!:? zrom the Diners Comedy 1963 96 | B&W | x 2|67 5118 Thu 9p.m. | C } 16.0
u
New Interns Dramatic | 1964 123 | B&W | x | 1167|1112 Sun Sp.m. | A | 20.5
Pepe Comedy 1961 157 | Color | x 1|67 2117 Fri 9p.m. | C | 22.7
2167] 7120} Thu Sp.m. 15.0
Raisin in the Sun Dramatic | 1961 | 128 | B&W | x 2167) 4201 Thu 9p.m. [ C | NR
Ride the Wild Surf Dramatic | 1964 101 ] Color | x 1167111 | 22 § Wed Sp.m. | A | 21.1
Sai! a Crooked Ship Comedy 1962 81| B&W | x 2167 5|25 { Thu 9p.m. | C | 15.1
Ship of Fools Dramatic | 1965.§ 150 B&W | x 1168 1128 | Sun 9p.m. | A | 18.7
Ur‘}der the Yum Yum Comedy 1963 110 | Color | x 1{67|10| 8| Sun 9p.m. | A | 25.3
ree i
Underworid U.S.A, Dramatic | 1961 99 | B&W ! x 1167 3|30 ]| Thu 9p.m. | C | 18.8
2167 721 Frl 9p.m. 14.3
Victors War 1963 175 | B&W | x |+ 2167} 3|31/ Fri 9p.m. | C | 19.2
Walk on the Wild Side Dramatic | 1962 | 114 | B&W 1] x 1168} 2| 4| Sun Sp.m. | A | 22.9
Metro-
Goldwyn- | Ade Dramatic | 1961 | 108 {Color | x | 1]67| 4| 5| Wed 9p.m. | A | 17.6
Mayer . 2|67 6|28 Wed 9p.m. 12.1
Adventures of Huckle- Adv 1960 y 107 | Color 11671 929 | Fri 7:30p.m. 12.4
berry Finn—Part | 2168 3{22 ]| Fri 7:30p.m. 14.5
Part i1 116710 6| Fri 7:30p.m. 14.2
2168 | 3|29 Fri 7:30p.m. 8.2
Around the World Sci-Fl 1966 | 110 | Color 1167] 11 24| Frt 9p.m. | C | 19.4
Under the Sea
Bachelor In Paradise Comedy 1961 [ 109 | Color | x 2|67 430 Sun 9p.m. | A | 16.4
Billy Rose’s Jumbo Musical 1963 | 124 | Color | x 2|(67] 7|30 Sun 9p.m. | A | 14.6
Captain Sinbad—Part| | Adv 1963 86 | Color 1{68f 1|12 Fri 7:30p.m.| A {132
Part 1| 1{68| 1|19 Frt 7:30p.m. 15.1
Cat on @ Hot Tin Roof Dramatic | 1958 | 108 | Color 1167 9]28| Thu Sp.m. | C | 32.2
Ctarence the Cross- Comedy 1965 98 | Color 1(67) 9| 8| Fri 7:30p.m. | A | 13.4
Eyed Lion—Part | 2(68| 3| 1| Frl 7:30p.m. 10.7
Part 11 1|61} 9;15! Frl 27:30p.m. 10.1
2(68} 3| 8] Fri 7:30p.m. m
Courtthlhlp of Eddie’s Comedy 1963 | 117 | Color | x 2|67| 528} Sun 9p.m. | A | [
Fether -
il Dangerous Days of Dramatic | 1966 | 100 | Color | x 2|67 6118 | Sun 9p.m. | A
Klowa Jones ] |
Escape from East Berlin | Dramatic | 1962 | 94 xw 1x {1 12 9p.m.
] ﬂlppcr—:lr: =' Dramatic | 1963 90 | Color i :% i i
| ar q
Four Horsemen of Oramatic | 1962 | 183 | | 2 4%
the Apocalypse Ty
| Glass Silpper—Part | Musical 1986 | 94 R ' s
Part 1l 1
=

12 .1'. -

l‘—’ﬂﬁ"}r ,

43.5
33.8

35.5
349

29.2
35.0
43.4
1329
32.8
29.8

315

33.6
23.3
34.2
34.7
24.4

28.5
33.1
34.7
41.4
35.7
29.7

29.0
42.2
34.4
37.8
30.7
30.9

34.4
41.9
33.7

35.5
217.7
32.6
41.0

31.4
31.0
39.1
36.5

32.1

Cavalcade
Group V
Cavaicade
Group V
Cavalcade
Group V

Young Adu
Young Adult:

Post 60's/111
Post 60's /il
Post 60°s/
Post 60°'s/1
Post 60°s/H
Post 60°s/i)

Post 60°s/lI
Post 60°s/ll
Post 60°'s/il

Post 60’s/It
Post 60's/t)
Post 60's/ll
Post 60°s/I1
Post 60's/H
Post 60°s/It

Post 60°s/il

Post 60's/H

Post 60's/l1
Post 60°s/lit
Post 60°s/t11

Post 60°s/H1
Post 60's/

Post 60's /il
Post 60’s/iil
Post 60’s/1t
Post 60°’s/1l
Post 60°s/1

Post 60's/!|_. |

Post 60°s/il
Post GO'S/HI I

MGM/7

MGM/7
MGM/?
\
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Dramatic 1167)] 3112/ Sun 9p.m. | A | 19.3 | 31.8 | MGM/7 g&tdr:yn,
] 21671 7|23] Sun 9p.m. 16.0 | 31.6
 Soclety Comedy (1956 | 107 {Color | x | 1|67 1|22|Sun 9p.m.| A | 203|321 | Mmams? Mayer
2{67| 7| 2|sun 9p.m. 14.9 | 30.8 {cont.)
f tal Lleutenant Comedy 1962 90 | Color | x 1]167] 12 1| Fri 9p.m. | C | 229 | 40.2 | MGM/7
ods to Hell Dramatic | 1968 92 | Color | x 1] 68 2121 | Wed 9p.m. | A | 23.6 | 38.1 | MGM/?
iappened at the Musical 1963 | 105 | Color | x 1167] 1| 1] Sun 9p.m. | A | 21.5 | 35.8 | MGM/7
lorld’s Fair 2167{ 71 9] Sun 9p.m. 17.0 | 34.1
.ig Solomons Mines Adv 1950 | 102 | Color | x 2167| 8]13| Sun 9p.m. | A | 18.1 | 36.5 | MGM/7
.sin* Cousins Comedy 1964 9 | Color | x 2{67| 4| 2| sun 9p.m. | A | 20.4 | 35.6 | MGM/7
—Part | Musical 1953 81 | Color 1167 |10)20 | Fri 7:30p.m. | A | 14.0 | 26.7
Pert 1} 1|67({10}27 | Fri 7:30p.m. 13.3 | 25.0
‘Viney Trap Dramatic | 1966 92 | B&W | x 1167111 | 30 ] Thu 9p.m. | C | 22.2 | 36.2 | MGM/7
‘4'tiny on the Bounty Dramatic | 1963 | 185 | Color | x 1167 9| 24| Sun 8p.m. | A | 23.0 { 38.3 | MGM/7
th By Northwest Mystery 1959 { 136 | Color | x 1|67 9|29 Fri 9p.m. [ C | 27.8 | 49.6 | MGM/7
W 4uman Bondage Dramatic | 1964 99 | B&W | x 1167 2126 | Sun 9p.m. | A { 19.6 | 31.7 | MGM/7
2} 67 6125 | Sun 9:30p.m. NR NR
ity Girt Dramatic | 1958 99 | Color | x 116711214 | Thu 9p.m. | C | 19.3 | 32.5 | MGM/7
“-lod of Adjustment Comedy 1962 | 112 | B&W | x 2167 8| 6] Sun Sp.m. | A | 16.9 | 32.7 | MGM/7
. te Dramatic | 1963 135 | Color | x 2|67| 4|16 | Sun 9p.m. | A | 16.8 | 31.1 | MGM/?
‘2drn of the Gun- Western 1967 98 | Color | x 1167 1|29} Sun 9p.m. | A | 22.3 [ 35.9 | MGM/7
ghter 2|67| 8|20 | Sun 9p.m 21.1 | 411
" no Adv 1964 91 | Color | x 1167} 922 Fri 7:30p.m. | A | 12.2 | 25.3 | MGM/7
2168 3)15| Fri 7:30p.m. 123 | 22.3
1 wrpio Letters Dramatic | 1967 98 | Color | x 1167 2} 19 Sun 9p.m. | A | 17.8 | 28.4 | MGM/7
2167 827 | Sun 9p.m. NR NR
L sepman Western 1958 91 | Color | x 1167] 2§12 | Sun 9p.m. | A | 25.7 | 40.3 | MGM/7
2167 9 3| Sun 9p.m. 19.5 | 36.6
L | The Ape Man Adv 1959 82 | Color 11687 2123} Fri 7:30p.m. | A | 12.5 | 22.0
J o Run Dramatic | 1958 98 | Color 3|68 1118 | Thu 9p.m. | C | 17.1 | 26.9
Dramatic | 1963 119 | Color | x 167 1|15 Sun 9p.m. | A | 26.5 | 40.9 | MGM/7
2] 67 4 9| Sun 9p.m. 15.5 | 28.2
a Las Vegas Musical 1964 85 | Color | x 16710 6| Fri 9p.m. | C | 24.2 | 43.4 | MGM/?
f to Hard Times | Dramatic | 1967 | 103 | Color | x 1167112]|10] Sun 9p.m. | A | 20.4 | 32.1 | MGM/7
the Spies Are Mystery 1966 | 110 | Color | x 1168} 1]25] Thu 9p.m. | C | 17.8 | 28.6 | MGM/7
4 Rotls-Royce Comedy 1965 | 122 | Color | x 1167210} 5| Thu 9p.m. { C | 22.3 | 39.1 | MGM/7
Y Cassidy Dramatic | 1965 | 110 | Color | x 11671 91 7{ Thu 9p.m. [ C | 19.8 | 359 | MGM/7
1 in the Kitchen Comedy 1965 93 | Color 1167|1222 | Fri 7:30p.m.| A | NR NR
[}
" 1|67 | 12|29 Fri 7:30p.m. Sustaining
v ith the Gold D tic | 195 | 119 | B&AW 1({67| 2] s]s 9 A | 227 (3710 R -
e Golden ramatic un p.m. ] x
v 2|67} s|2a|sun 9p.m. 13.3 | 241 RrSmRREn
|4 Mrs. Leslie Dramatic | 1954 | 104 | B&W | x 1167| 4]13] Thu 9p.m. | C | 19.6 | 33.2 | Portfollo Il Pammais
2167 7§14 Fri 9p.m. 15.7 | 31.8
a Night's Work Mystery 1961 94 | Color 2167 4] 24| Fri 9p.m. | C | 23.6 | 43.0
Way Home Dramatic | 1963 97 | BaAW 1]67 4 4| Tue 9p.m. | N | 15.9 | 27.7
us Adventures of | Comedy 1965 125 | Color 1167112 17| Sun 9p.m. | A | 14.6 | 25.1
Flanders
her Time, Another | Dramatic | 1958 95 | B&W 1167 4]11] Tue 9p.m. [ N | 15.7 | 26.9
1ing Can Happen Comedy 1952 | 107 | B&W 1167 3] 25] Sat 9p.m. | N | 15.7 | 26.8
‘- rchid Dramatic | 1959 95 | B&W 1167 3| 11] Sat 9p.m. | N | 18.4 | 29.5
i — 21|67 8] 26| Sat 9p.m, NR | NR
ail Musical 1962 103 | Color 2167 4125 ]| Tue 9p.m. | N | 20.6 | 35.6
I Western 1951 94 | Color 2167) 4| 6| Thu 9p.m. | C | 16.1 | 27.2
ket t at Tiffany's Comedy 1961 115 | Color 2167 224 Fri 9p.m. | C | 21.1 | 36.7
ers Dramatic | 1959 | 119 | Color | x 2167 | 4| 22| Sat 9p.m. | N | NR | NR | Portfolio |
a’s Big Night Comedy 1954 86 | Color 1167112] 6 Wed 9p.m. | A | 15.7 | 24.3
Comedy 1960 91 | Color 1167110} 24) Tue 9:10p.m. | N | 21.1 | 37.3
Traitor Dramatic | 1962 | 140 | Color | x 2167 3|23} Thu 9p.m. | C | 12.7 | 32.6 | Portfolio |
i ! Dramatic | 1955 { 104 | B&W | x 2167 5112 Fri 9p.m. | C | 17.4 | 33.2 | Portfollo JI
Dramatic | 1950 97 | B&W 1/167) 211 Sat 9p.m. | N | 17.9 | 29.2
Delinquent Comedy 1957 | 101 | Color 1167 1]20] Fri 9p.m. | C | 26.0 | 44.6
o 2|67 6 1} Thu 9p.m. 18.9 | 35.5
- Comedy 1963 | 109 | Color | x 2|67 4| 29| Sat 9p.m. | N | 21.3 | 37.0 | Portfolio Il
Comedy 1961 92 ] BAW | x 1i{67| 9} 26§ Tue 9p.m. | N | 19.1 | 33.7 | Portfolio il
Dramatic | 1962 93 | Color | x 1{67| 3|17 ] Fri 9p.m. | C | 18.3 | 31.9 | Portfolio Il
2167 6| 15] Thu 9p.m. 15.5 | 32.3
1167} 1| 6] Fri 9p.m. | C | 29.4 | 49.5
2| 67 531 Thu 9p.m. 19.6 | 37.3
11}67 9112 1] Tue 9p.m. | N | 25.5 | 42.6
2167 3|10 Fri 9p.m. | C | 20.7 | 37.4
116712 30| Sun 9p.m. | A | 14,3 | 25.9 | Portfolio 1}
1167{10]| 10 | Tue 9p.m. | N | 25.1 | 41.6
1167] 9|17 Sun 9p.m. | A | 15.5 | 29.5
1167]10] 15| Sun 9p.m. | A | 26.3 | 43.4
2168] 3] 20| Wed 8:30p.m. 12.3 | 20.7
1 6; 1{ 141 Sun 9p.m. | A | 23.0 | 39.3
216 4118 | Tue 9p.m. | N | NR | NR
1167|10]| 29 | Sun 9p.m. | A | 25.4 | 42.0 | Portfolio}ll
67) 2| 1{Wed 9p.m.|A |185 |30.4
4 | 7}19| wed  gp.m. 14.7 | 28.4

=]
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Paramount
(cont)

Sam
Goldwyn

Show
Corp.

Television
Entertain-
nent Corp,

20th
Century-
- Fox

Title

Joker is Wild

Living 1t Up

Love with the Proper
Stranger

Man Who Knew Too
Much

Man Who Shot
Liberty Valance

My Geisha

My Six Loves
New Kind of Love
One Eyed Jacks

' Papa's Delicate

Condition
Paradise Hawaiian
Style

| Pardners
. Pigeon That Took Rome

. Place In the Sun

Pleasure of His
Company
Pony Express

Proud and the Profane

Rat Race

Rear Window

Robinson Crusoe on
Mars

Roman Holiday

Roustabout

Sabrina

Shane
Summer and Smoke

Teachers Pet

Tempest
That Certain Feeling

Top O’ the Morning
Touch of Larceny
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Title

Back Street

Bedtime Story i
Birds
Borgia Stick

Brass Bottle
" Bus Riley’s Back
| inTown
Captain Newman M.D.
Chalk Garden
Come September
Evil of Frankenstein
Fame is the Name
of the Game
Flower Drum Song
Fluffy
For Love or Money |
Forty Pounds of Trouble
Freud
Gathering of Eagles
How | Spent My
Summer Vacation
I’d Rather Be Rich
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No Man is an island
Outsider

Phantom of the Opera
Prescription Murder
Send Me No Flowers

Shadow Over Elveron
Spirat Road

Strange Bedfellows
Stranger on the Run
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Qey .Purr-Ee
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Dramatic { 1963
' Dramatic | 1967
Comedy 1964
Dramatic | 1965 |
» Comedy 1963
Dramatic | 1964.
Comedy 1961
Sci-Fi 1964
| Mystery 1966
Musical 1961
Comedy 1965
Comedy | 1963
Comedy ‘| 1963 |
Dramatic | 1963
Dramatic | 1963
. Dramatic | 1967
Comedy 1964
Comedy 1962
Dramatic | 1966
Dramatic | 1966 1
Dramatic | 1963
Western 1961
| Dramatic | 1964
Western 1962
War 1967
Comedy 1962
Comedy 1964
Mystery 1964 |
Comedy 1964
Comedy | 1965
Dramatic | 1965
Mystery | 1966 |
Dramatic | 1962
Dramatic | 1967
Dramatic | 1962
Mystery 1967
Comedy 1964
Dramatic | 1968
Dramatic | 1962
Comedy 1965
Western 1967
Adv 1963
Comedy 1963
Comedy 1961
Comedy 1965
Comedy 1962
Comedy 1963
Dramatic | 1965
Dramatic | 1963
Comedy 1964
Dramatic | 1965
Western 1967
Dramatic | 1967
Comedy 1965
Dramatic | 1966 |
Dramatic
Comsdy
Dramatic | 1963
Musical 1982
Comedy 1963
Musical 1882
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“If a free society
cannot help

themany
who are poor,
It cannot save

the few
who are rich”

John F. Kennedy, Inaugural Address

Was the duty of business ever greater? Or more urgent? Is there ' :
more you could be doing? And if you don’t, who will2 . B |

The kind of world you live in depends upon the quality
of the personal faith you demonstrate day by day.

Live your faith and help light the world.

Religion In Amerlean Life Q

Published as a public service in cooperation with The Advertising Council ﬂ pr
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Iniversal’s contract players will get work

| ) .
{JAME OF THE GAME
. om page 40

Ined with top people. Under
ving, Neuman and Victor are
ich  top production hands as

loug Benton, Robert F. O'Neill,
Il Cowley; story editor, Dean
largrove; directors Lamont John-
n, Don Taylor, David Lowell
lich, Harvey Hart, Johin New-
nd; writers Richard Alan Sim-
ons, Richard Collins, Sy
ill Cowley; story editor Dean
Alkowitz, Alvin Sapinsley, Wil-
bm Link, Richard Levinson, Eric
arcovici, Art Wallace, Harold
fvingston, Herh NMNeadow. Bill
avidson, senior editor-at-large for
he Saturday Evening Post, and
sie Hyams, free-lance magazine
riter and former Hollvwood cor-
spondent for the now defunct
ew York Herald-Tribune, are
entributing story material based
i their own experiences as ink-
ained wretches. Richard Billings
¢ Time TInc. and David Zeitlin,
brmerly with Life and now under
mtract (o Universal, are serving
technical advisers.

“The associate producers on this
ries are the equivalent of ful-
edged producers on manv others,”
tys Herh Schlosser as a way of
idicating the level of vroduction
1at’s being sought. “We’'ve got
»me pretty good names bhecause
re’re shooting for motion-picture
uality with every show.”

Ylenty of big names

In addition to the three continu-
ng leads, The Name of the Game
vill be cast at a comparable status
md in a similar depth as World
’remiere. So where the first several
roductions in the two-hour movie
yoject hoasted such performers as
1l St. John, Van Tohnson,
“dmund O’Brien, Rohert Wagner,
Peter lawford, Ricardo Montal-
ian, Suzanne Pleshette, James
Farentino, Henry Fonda, Anne
Baxter, Don Murrav and Inger Ste-
vens, the initial episode of the up-
coming series will feature Burl
Ives, Bradford Dillman and
Laraine Day. In other words the
caliber of guest performers in The
Name of the Game is likely to be
‘more in the journeymen category
than of a top box-office status.
~ The people personally supervis-
Ing the new series from the execu-
tive suite, however, are at the top
of their careers. Jennings Lang is
credited with creating and was the
ncipal supervisor of the World

Preniiere concept. He's also the su-
persalesman who came up with the
idea and sold The Name of the
Game and he is now the man on
top of the project. Directly under
him are Sid Sheinberg and Nor-
man Glenn, both of whom also
played a large part in the success of
World Premiere. Producers Irving,
Neuman and Victor are responsi-
ble 10 Sheinberg and Glenn, who
in turn report to Lang.

These six high-priced executives
are involved with a series that
amounts to a complete 90-minute
feature - film - type program each
week that aiso is part of a continu-
ing television dramatic series. The
programs will have an interrelated
background and some common
supporting characters. They will
he linked further by Gene Barrv’s
role that calls for im to appear in
shows in which Robert Stack and
Tony Franciosa have top billing.
Susan  Saint  James, who was
featured in the World Premicre
pilot version of The Name of the
Game, will repeat her role as an
editorial assistant and appear op-
posite all three male leads.

Barry is middle man

According to Jennings ILang,
the use of Universal contract plav-
ers such as Susan Saint James and
Cliff Potter, who will appear in all
the Gene Barry episodes, is one of
the outstanding advantages of the
new concept. “This project pro-
vides us with every opportunity to
use our roster of contract players,
producers, directors and writers,”
he says. “Manv of them have heen
working only in motion pictures.
In our operation todav, the only
difference between a motion pic-
ture and a television program is
where it is shown.”

The pivotal character in the new
series is Gene Barry. Without his
role there would be only tenuous
basis for continuing characters, and
the project would develop as
straight anthology. Barry plays
Glenn Howard, ruler of the
Howard Publications empire. This
is the way producer Dick Irving
describes the part: “Glenn Howard
is a self-made man of integrity,
responsibility, great sophistication.
He’s the embodiment of the best of
management. He’s out to present
the truth at all costs, yet he swings,
is one of the 10-best-dressed men.

“He appeals to women but be-
haves with discretion. He does ev-

erything with style. The stories
that involve him have to do with
the personal dilemmas of his busi-
ness. The first story will pit two

giants of bhusiness against each oth-

er, an ‘Executive Suite’ sort of
thing. He’s not going to carry a
gun or engage in fisticuffs. His sto-
ries will have an international
background like smuggling out a
novel [rom behind the Iron Cur-
tain. He'll be operating on a high-
er level but with flamboyance and
in a theatrical style.

“We're going to try to say some-
thing of depth. We're not going to
head them off at the pass.”

Tony Franciosa will play Jeft
Dillon, an investigative correspon-
dent for People magazine. He will
be witty and flip but will operate
as a reporter with relentless drive
“He’ll he a conscientious reporter
and we'll try to present him as a
real person,” promises producer
Jack Neuman. Franciosa’s back-
ground in the series will he more
than real, it'll he grim. A one-time
newshoy from a family of six broth-
ers and six sisters, he'll be a di-
vorced man paying alimony.

Robert Stack will play a charac-
ter somewhat similar to Elliot
Ness. A former FBI agent, he’s now
senior editor of Crime magazine.
Dan Farrell. (he character Stack
will portray. covers only what will
amount to the eight biggest stories
of the year.

Crime fighter

“It would have to be the kind of
story that would fill 20 pages in
Life, Look or The Saturday Eve-
ning Post,” producer David Victor
explains. Dan Farrell’s drive is to
fight crime. He believes in an in-
formed, enlightened public. His
wife was killed by organized crime
but that’s all in the past and in the
series he takes a positive approach.

“We'll try to make him a practi-
cal, realistic, compassionate per-
son.”” Victor says.

Herb Schlosser explains that the
magazine empire of Howard Publi-
cations will provide a home base—
“a place that generates story mate-
rial”’—like the Shiloh Ranch in
The Virginian. Some industry ob-
servers already have commented
that The Name of the Game ap-
pears to he out of the tired, old
action-adventure mold of newspa-
per-tvpe series of the past. Sid
Sheinberg’s answer is that “‘the con-
tinuing characters will not enclose,
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Better creative and acting talent should be drawn in

NAME OF THE GAME
from page 19
but will be just a springhboard.”

Yet neither, Universal wants to
make clear, is this series 10 be con-
fused with a pure dramatic anthol-
ogv. Jennings Lang explains: “We
have taken what we consider the
habit form ol the continuing char-
acter show and selected several
stars who will appear Irom time (o
time to insure this habit form ol
viewing,” he points out.
have taken the value of the antho-
logical show or the motion picture
which is in ellect 10 he able to tell
a differeiit story every weel\ with
antagonists and protagonists.’

llle net result of this concept,
Lang feels, is that better creative
and performing talent will be at-
tracted (o television. He also feels
that this 90-minute form ot antho-
logical ‘stories in continuing series
trappings will be attractive to ma-
(ure minds.

Lang doesn’t believe that three
dillerent outputs [rom three dis-
tinctly different producers will at-
tract three conllicting audiences.
“The major ingredients are indig-
enous to all three segments,” he
says. “No matier how they’re tam-
pered with; no matter how they're
presented—as long as they all have
a rationale and a logic attached (o
the way they are 1urned out—I
would say that 909, of the audi-
ence that would be attracted to one
would be ativacted 1o the other
1wo,” he states with confidence.

A «ecade apo

Lang and others at Universal
have been discussing longer-lorm
projects such as The Nawne of the
Guaine lor the last 10 years. Right
atound the time The Virginian,
which is going into its seventh sea-
son, went on the air there were
several longer-form  projects kick-
mig arounc at the film stiudio. The
hrst World  Premicre type order
that Universal got was lor a re-
make ol Frnest Tlemingway’s “T'he
Kdlers” i 1962, The relevision
movie, produced in 1964 under (he
Project 120 designation but never
on network TV, is the veal progeni-
wr of The Name of the Game.

Some two yeamrs later, on Nov,
6, 1966, the actual creative de
velopment of the new series hepan
with the World Preusicve elecast
of “Fame is the Name of the
Game” on NBC-T'V. This leature
lilmy, for 1clevision, the fivst World
Presmere, starred “Lony Franciosa

FELEVISION MAGALINE

“We also

as a reporter lor Fame magazine
(afterwards it was discovered that
title 10 Fame magazine is owned by
an existing publisher) .
an audience level high enough to
rank it among the top-25 pictures
ever shown on network television.
That performance seemed to ay
out lor an encore. So Jennings
Lang had a prospectus made and
discussed  a projected-series idea
with Herh Schlosser on the West
Coast and Mort Werner, NBC-TV
vice president in charge ol bro-
grams and talent, in the East. The
network apparently showed an in-
stant interest in the concept ol
World Premiere as a weekly series.
First there was talk ot making a
couple ot pilots but finally the proj-
ect was approved on the basis of
“IFame is the Name of the Game.”

Carefully worked out

It was too late to develop the
series for the 1967-68 season. There
wasn’t enough lead time, an essen-
tial to success as everyone involved
agreed. Instead the film studio and
the network spent more than four
months developing the concept,
refining it further, talking logistics.
Could it he done? Who would pro-
duce 1> How much lead time
would be required to get the films
in on time? How much lead time
would be needed to order more
episodes il they were wanted? Such
questioning went on [or months.
Nobody jumped. It was carefully
thought out.

The one thing that has been left
hanging is the total number of
shows that will be produced in the
first scason. With three producers
turnineg out eight each that adds
up to 21 For the most part these
days it takes 26 shows to make a
year’s series. Jennings Lang claims
he doesn’t know the answer.

“The network has the right to
cut bhack o 24" he explains. “I
don’t know where they're going.
With specials coming in and elec-
tions mavbe they figure thevll go
29 first-runs and 24 repeats and Al
in the other fonr weeks.”

NBC-TV's Tlerh Schlosser isn't
readv to provide an answer cither,
but is willing to throw out a teaser.
“We've kept two shows open,” he
savs. “We figure let’s get eight great
ones rom cach producer and let's
think a little bit abour those other
two. We may have a couple of
ideas up our sleeve.”

And Jennings L'Il];., also has an
idea or two abow how those other
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shows could be programed. “Thig.
concept also has great pilot spinolf
possibilities,” he points out. “If (he
network wants to do 25th and 26u;

shows and we make the proper | |

deal, then maybe we could try
something.”

As.sume, he asks, that the 25t
show Dbe called “Space is the Name'
of the Game” and the 26th show
“Sport is the Name ol the Game”

|

“We could tie these in with some.

of the other continuing charac'
ters,” he conjectures. “If
turned out to be good shows and,
introduced good characters they!
could become series on their own.”

they «

To producer David Victor this.

impressive combination of (ime,
talent, money and (lexibility
amounts to a concept “that conld'f

influence the future of television.”

He believes that what Universal is«

doing for the benefit of “enlight-
ened sell-interest” is saving to tele!
vision programing: “Let’s open it
up—Ilet’s see it as a 78- mmute })lC—’

ture \\llll 1e(urr1110 stars.’ l

Change nnd more change
Jennines Lang
Universal is doing “is in the spirit
of progressive change. Unless televi
sion shows change they’re going tt
lose audience.” he’s convinced
“We have tried (0 get o''r imagina |
tions thinking alene (he lines ol ¢
what would be different. from whal
is on,” he savs. “We wanted 1o give
the producer a chance to serve uj
more exciting, more mature thing
to basicallv. an aduolt audience

cer

says that what"n‘

We're alwavs looking for new wave |

of presenting television
ing. We also a'wavs hone
ahend of the andience.”
NMore than anvthing else, '
nimos Lano helieves The Name 0

program |
to e

Jen: |

]
the Game is clvange. Te’s confiden

that it will lead to more changé !
“We're not eoing ro make Th

Name of the Game again.” he says
“bur there mav bhe an outerowth o
it that turns out to he our next
venture, We have several ideas orf
the drawing hoard. We're also any

ions to do rhe television movi'
evening—a full evenine of movie
And we're eager to do the lon
form across the board and vari

tions ol the novel.”

Herh  Schlosser adds one mor:
implication to Lane’s list, “\Whetl®
er The Name of the Game is su
cessful or not, we think rhe loi
form is a mwore meanineful for
lor TV. We 'rlhwnL that torm is hel |
"o stay.” " ENEE
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The blankest sheet of paper

in the world

There it is. Right in front of you.
The blankest sheet of paper
in the world.

You're supposed to write all sorts
of clever things on it. Like a new
campaign. Or a contest. Or a way to
advertise a program. Or to stage
a presentation. Or to promote your
station’s image.

And you can’t think of a thing.

Well cheer up. No matter how
good a broadcasting promotion man
you are, there are bound to be
days when the creative juices aren’t

flowing.

And, besides, therc’s something
you can do!

Join the Broadcasters Promotion
Association.

You sce, ideas arc what the BPA
is all about. It’s an organization
that was founded on the theory that
a hundred promotional heads
can come up with more ideas
than one.

And the theory works.

Just pick up a copy of the
Broadcasters Promotion Association

BROADCASTERS PROMOTION ASSOCIATION
1968 CONVENTION AT THE DEAUVILLE IN MIAMI BEACH
NOVEMBER 17-20~FOR MORE INFORMATION, WRITE BPA; 1812 HEMPSTEAD ROAD; LANCASTER, PA. 17601

www americanradiohister—eena

“Big Ideas” and you’ll sce what
we mean. [Us packed with
promotional idcas. Ideas that really
work. ldecas that can fill the
blankest sheet of paper in
the world.
Why don’t you get a few hundred
other bright guys to help you
with idcas? And, at the same time,
avail yourself of all the other
handy BPA scrvices?
Membership costs only $30 a year.
Is that too much to pay a
hundred guys for a year’s work?
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Everyone knows where the lines are drawn today

NAB CODE

jrom page 33

one  network but rejected by
another for an alleged code in-
fraction.

“Unquestionably we spend the
biggest amount of time, the most
man  hours, slugeging it out with
the networks,” says Rodney Erick-
son, vice-president in charge ol
relevision and radio programing at
Kenyon & Eckhardt. He adds that
“some people feel they are over-
active.”

For creative personnel at major
agencies, the code stafl has become
as remole as Himalayan tribesmen:
“We've sort ol become flamiliar
with the do’s and don'ts of the
code, so that it’'s rare we need
clarification in advance,” says Gor-
don Webber, vice president and
director ol the broadcasting com-
mercial department at Benton and
Bowles. “Since we submit all our
finished commercials to the net-
works for clearance on a routine
basis, even they don’t need to go
to the code.”

Following the rules

Both Jeremy Gury, senior vice
president at Ted Bates, and
Granger Tripp, vice president at J.
Walter Thompson, say they “can’t
remember when we were in contact
with the NAB people.”

Gury adds that in a big agency,
“our stuft is so thoroughly re-
viewed by the corporate people
that it’s not up to us but the
company altorney to keep in close
touch with the code people.”

And, adds Robert Gage, execu-
tive vice president and creative di-
rector at Doyle Dane Bernbach:
“Even il some question ol code in-
terpretation would arise when the
creative people sit down to do the
job, we wouldn’t go to the NAB,
we'd go to our own legal people.
They know the rules and regula-
tions. We haven’t ever had much
trouble, but to go to the NAB
would seem to me kind of stupid
because that would be asking them
to start looking for problems that
might not be there.”

From the standpoint of agency
attorneys, William Snyder, director
ol legal clearance for Benton and
Bowles, says: “There is a little bit
less going to the code now because
everyone understands it better. It's
gotten 1o Dbe a  pretty-well-run
thing. You know what the rules are
and you follow them. And since
the networks screen everything,

TELEVISION MAGAZINE

they may go occasionally them-
selves for clarihcation.”

Agency personnel point out that
in addition to heightened
awareness ol code and network re-
strictions,  “everbody’s more con-
scious ol the number of other regu-
latory people like the Federal
Trade Commission and Food and
Drug  Administration.”  Richard
Rich, treasurer and creative direc-
tor ol Wells, Rich, Greene, says:
“After all, the NAB’s only one
code.”

And, adds J. Walter Thompson’s
Tripp, “with big advertisers, such
as our Eastman Kodak account,
they've got so many lists of strict
regulations that they turn out to be
fussier than the NAB.”

All of this tends to bear out the
contention of Code Authority Di-
rector Stockton Helffrich, who told
last April’'s NAB convention in
Chicago, that “there has in fact
been a significani, qualitative
growth in broadcast self-regulation
over most ol the past decade.”

Helffrich  acknowledges that
much of the reason for this is the
fact that the more than half-dozen
formal guidelines and scores of in-
formal interpretations issued by the
authority on everything from alco-
holic beverage advertising to acne
preparations ‘“has aided substan-
tially in setting criteria for ads.”

Need priovities

Warren Braren, manager of the
New York code office, which han-
dles the bulk of the ad reviewing,
says that today “everybody’s just
that much more cognizant of
where the lines are drawn.” He
cites a series of guideline land-
marks, beginning with the “men-
in-white” rule on implied medical
endorsements in  July 1963,
through the FTC’s attack on the
Rapid Shave “sandpaper shaving”
use of props two years later tu the
dropping of “brand X”-style
disparagement of such things as
“greasy kid stufl” in 1966 to recent
rules such as those on acne prepa-
rations and another now being for-
mulated on weight reducers.

At the same time, Helffrich says
he feels “[rustrated at times be-
cause we are only skimming the
surface and have to pick priorities
for areas to investigate.”

Braren says he still feels there is
need for issuance of further regula-
tions ““in some areas we haven't got
into too much; for example, anal-
gesics, where we haven’t done a
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great deal on headache remedies
or the laundry area, such a
whiteners and the amount of clean
ing power in various products.”
But, notes Helflrich, because of |
relatively small staff, (15 in Ney
York, a total of about 30 altogethe
in New York, Washington an
Hollywood), the code authorit

continues to work on a system ¢ |

priorities for those advertising sub
jects about which it gets the mos
inquiries. (“We decided to issu
blanket guidelines, rather tha;

F

deal unilaterally with one guy' |

product, to avoid situations wher
we have someone complainin
‘Hey, you’re not doing that to th
other guy,”” says Helffrich.)

Under this sort of procedure, th
code continues to hold to thre
criteria in deciding to ask an adve)
tiser to submit a specific comme;
cial for screening:

If it has to do with specifi
points that need clarification fc
guidelines.

If an agency or advertiser hé:
hbeen asked a substantive questio
about a commercial.

If the code authority, itself, h:
received a competitor, subscribe
or viewer complaint or inqui

e Bl a -

-~

I " —

about a commercial. (On this thino

point, Braren says, “we try to wee
out these sources as to their signil
cance and not disclose the sourt
to avoid any internecine warfa
over who instigated an inquiry.”)
Braren estimates that about ha
of  the television commercia
viewed by the New York code offic
last year were submitted voluntai.:
ly. But there are some importal:
category breakdowns here.

There’s always toys

In the period in which the coc:
is drafting guidelines for a partic
lar advertising area (such as weig |
reducers now) it tries to look at &4
of the commercials being mac
within that area. “Theoreticall
we would not like to stay with or¢
category longer than six months
says Helffrich. But there is 0%
major exception to this: toys.

“Screening toy commercials
the first such action we took,
1961, and they’re the only or
we're still looking at,” says Brare!
Although he says that toy comms
cials now are “in quite good sha ™
against the mess they were in wh'
they first started,” the code authi®
ity continues to monitor them |
cause of their highly sensiti
nature and  audience.
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rocedure with toys has become
utine and it works rather
swothly. And, of course, there’s
aways the possibility of the erosion
the standard if we did pull out,”
sys Braren.
Some acne product commercials
11 are being screened as a hang-
er from the recently issued
ridelines, and the weight reducers
being looked at as a study for
'z upcoming guidelines in this
2a, so that the code officials will
ow what they are talking abou
wen they sit down with adver-
ers and medical authorities to
1p a set of regulations.
The few remaining commercials
ing screcned are mostly in spe-
lized fringe areas—Braren calls
em “a little out in left field” and
'y are such things as arthritis
id rheumatism medication sub-
tted because of lingering ques-
ms over interpretation of the
iidelines on them, or cocktail-mix
oducts, which were dropped a
w years ago from the code han on
juor advertising but which can
tricky because of the intricate
strictions on wording of refer-
ces to drinks in the commercials.
The advertisers do it [submit the
ixer commercials] just to protect
emselves,” says Braren.
There also, of course, are the
cal or regional con¥mercials that
o directly into spot sales without
ceiving network clearance.
“Right now, we’re having a
roblem in local markets with oil
id gas heating,” says Braren.
They are using the most direct
rrms and strongest name calling
1 competition with each other.
‘his is a problem that is just now
irfacing and we're only beginning
) get into.”’

Tany ave screened

Probably the best illustration
hat major cuidelines have be-
ome so well established and ac-
epted is the fact that all of last
‘ear, the New York code office re-
riewed a total of only 1,043 com-
nercials for qualitative product
“laims (it viewed another 691 for
.letermining time standards, e.g.,
whether piggyback or integrated) .
This further broke down into 192
of the 1,013 as toy commercials and
another 92 in cigarette commer-
Cials. So there were only 759 com-
mercials in  other  categories
checked by the New York code
‘office all year for content.

The Hollywood office all year
(/1 screened only 148 product commer-
. dals and 98 toy commercials.

101‘[ Yet CBS’s continuity department
o Screens an average of 450 commer-

g

cials every week.

Code ofhcials credit one other
major  factor—in  addition to
awareness of guidelines—lor hold-
ing down the number of commer-
cials brought to it for scrutiny: a
broad sense of change that has
evolved in advertising over the past
eight to 10 years.

“The growth in advertising so-
phistication during that period is
remarkable,” says Helllrich. ““The
audience, through exposure, is
more sophisticated and critical,
and the ad men know that there
aren’t a lot ol naive bumpkins out
there.”

Adds Braren: “The ad indusiry,
itself, has a little different view-
point through experience. It has
found different ways of selling prod-
ucts that it didn’c think it could
achieve when we first opened this
office. The advertisers realize that
you no longer have (o follow the
formula set torth in Rosser Reeves’s
book [‘Reality in Adveriising’] to
sell products these days.”

The implication 1s that even 1l 1t
had not been outlawed, such once-
popular dramatic devices as the
Gardol invisible-shield demonstra-
tions would seem preity old-hat in
this day ol “creative” advertising.

There also have been changes in
sonte code standards themselves, as
society’s tasies have changed. “Taste
is one of the stickiest areas because
it does vary,” says Helflrich, “but
audience tolerances change and so
has the code.”

Webber ol Benton and Bowles
recalls one of his few code skir-
mishes. “A few years ago we had a
little argument with the networks
over how much of a woman's back
we could show: not below an imag-
inary bra line on the back was the
rule then, but it’s liberalized a lii-
tle hit since and a litile more cleav-
age is allowed, too.”

Nudily standards

Actually, there’s heen quite a bit
of change in this area: VWhen the
New York code office opened, the
rule lor lemale bathtub nudity was
no more than six inches ahove the
knees and nothing below the shoul-
der Dlades. Girls i hikinis were
lorbidden. “With the miniskirt
that would be ridiculous now,” says
Hellfrich.

Nonetheless, one of the few times
the Hollywood code office has
blown the whistle lately was in a
complaint over a West Coast drive-
in chain’s ‘“‘come-as-you-are” com-
mercial. The ad (dubbed “Naked
Lunch” at the agency where it was
created) showed a husband and
wife and their two young children
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bare as lar as could be seen, riding
in a convertible pulling into one of
the drive-ins, ordering lunch and
then driving away. In the last shot,
the (wo children in the back seat
stood up, exposing their bare bot-
toms, as the car pulled through the
gate of a nudist camp.

The code orcdered the brief nude
shot cut, and it was.

In keeping with shifting audi-
ence tolerances of the May 20
meeting of the code board Helf-
[rich’s stall recommended dropping
of the blanker ban on intimate
products, such as hemorrhoid treat-
ments and products for feminine
hygiene. Under the recommenda-
tion, products would be judged on
individual basis of good taste, as
when a similar radio ban was
relaxed three years ago. llelffrich
cites “new considerations,” includ-
ing “a higher incidence of hem-
orrhoids among the general pop-
ulation” these days.

Some agency personnel grumble
a bit about greatly increased re-
quirements for documentation of
product claims 1o satisiv the au-
thority’s anonymous, unpaid panel
of some 40 scientific advisers, but
all agree with one agency man who
says that “everyone is more aware
of this and co-exists with it.”

Disparagement is relative

['he one remaining major sore
point between advertisers and the
code authority seems to be over
nuning  names  in - competitive
claims—what the code calls dispar-
agement (on the order of the old
“areasy kid stufl,” “brand X7 and
Personna’s “heeping’” out ol com-
petitor’s names) .

Says Helitrich: “You can always
tell when a product caiegory gets
rough from the in-Aghting. When a
guy is loosing his Nielsen ranking
or there is a fall in the stock mar-
ket, they need 10 act and the com-
petition becomes more intense—
they fight harder and the dispar-
agement goes up with every dip in
the economy.”

On the other side, Kenyon &
Eckhardt's Erickson complains: “It
seems almost anticompetitive on
the surlace. The code lacks a sense
ol humor. And the higgest problem
is that they don't want us (o he
compelitive. But the whole adver-
tising business was built on being
competttrve.”

Braren counters that “when the
time for in-hAghting comes, the
agencies always become just that
much more adept and subtle at
X-ing out their competitor’s name,
but they don’t stop when they're
winning and they go one point too
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NAB CODE
from page 53
far.”

Rich of Wells, Rich, Greene lists
this as the major gripe ol his agen-
cy (which has made being highly
competitive one ol i1ts trade-
marks) . While noting both that
the agency never has had an ad
rejected by the code and “it’s not a
problem where we felt a bunch ol
people were being fuddy-duddies
or unusually oppressive,” Rich
nevertheless registers the open im-
plication that the code’s disparage-
ment guidelines cramp what he
calls the agency’s “style to dissemi-
nate a fact with great flare.

“The problem,” he says, “is in
the word derogatory. If Chrysler
said Ford is junky that’s one thing.
But if Chrysler said ‘\We have a car
that goes faster than Ford’s,” that’s
something else.” Claiming that peo-
ple don’t want hidden persuasion,
they want specifics,” Rich argues
“why should competition be pro-
scribed?”

As an example he cites the cam-
paign the agency has been conduct-
ing for Personna razor blades; “In
print vou can say Personna out-
shaves Gillette—a startling fact
that happens to be true. Why can’t
you say it on TV, too?”

The network clearance person-
nel, on the other hand, are more
than happy with the code guide-
lines on disparagement, as they are

~ \
- 8:30 |
CURTAIN?

Our COMPLIMENTARY
CHAUFFEURED
LIMOUSINE SERVICE
will assure unhurried arrival.
And our famed cuisine and
ambience will make the
evening more memorable.
Prix Fixe Theatre Dinner
$10.25
Reservations
Michel LE 5-3800
{ Cocktails, Luncheon, Dinner

Open Sat. and Sun.
for Lunch and Dinner

‘One of the great restaurants
of the world

VOISIN
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with guidelines in most other arcas
covered by the code.

Both ABC and CBS cite identih-
cation ol competitors by name in
commercials as a continuing major
problem, but Norman Nelson, CBS
director of programing practices
lor New York, says, “it’s now 999
cleaned up compared to the dispar-
agement  problems  we  went
through lor a long period. At one
point, we'd go to an agency and say
‘It looks like there’s a little dispar-
agement here’ and they’d come
back with 15 examples of what
others had done. We've had little
problem in arbitrating this sort ol
thing since the standards were set
up.”

‘Clearance norms

This setting of standards by the
code board and screening Dby the
networks has become the norm for
clearing commercials. Says Nelson:
“In areas where the code has gone
into an entire category our prob-
lems are gone. Our problems in the
toy industry and hair coloring are
two examples. In making claims
for products or staging demonstra-
tions, all the agencies are so aware
of what’s required and their legal
departments  work closely  with
ours. They know we require
afhdavits of anthenticity and in cer-
tain instances we have even asked
to be present at the making of a
commercial or asked the agency to
restage one.”

Grace Johnsen, director of stand-
ards and practices at ABC, says “as
soon as we -understand guidelines
issned by the code and the inter-
pretations are  clarified, then
there’s not too much checking back
we need to do.”

Ernest Lee Jahncke, NBC vice
president, broadcasting standards
and practices, says he finds himself
sall very much involved with the
code authority: “We are in almost
daily contact with them. Sometimes
I ask for a ruling or opinion.”

Part of this may be due to the
lact that he is a member of the
authority’s teview board and his
NBC  predecessor was Helffrich,
who gave the post up to move to
the NAB.

With the networks informed, the
agencies arc using them as their
medium to the code standards. Says
Nelson, ‘“our commercial pre-
viewing has grown tremendously.
I'd say we are secing a third more
than we were a year and a half ago
(plus about 509, more products
hecause of wmore piggybacking).
Many large agencies are subwmitting
their siefl (0 us before it even goes
to the client because they don’t

want to get chent approval a
then find they can’t do it on tl
air. It's gotten to the point whe;
959, of all the commercials a
submitted to us prior to produ
tion, plus this new further step «
preclient approval.”

In additon, Nelson says, “adve
tisers are not only using us to chec
their claims, sometimes theys
making us play Solomon. Sin
they’re permitted to say only wha
they know they can prove the pro
uct to do, often a rival sees tl
commercial and says they can’t ¢
that. So we're asked to decid
That sort of request has grow
tremendously in  the last thr
years.”

NBC’s Jahncke, however, que
tions any implication that the ne
works have assumed enforceme;
responsibility from the authorit
“It’s not a question of us takir
over any screening responsibi
ties,” he says. ““The authority nev
was designed to function as a clea
ing house. And as a licensee of fi
stations, NBC has a responsibili,
that can not be delegated. We al
feel that we serve as a represent
tive of our affiliates. We and
alone can do the screening.”

Beyond rc’(/lu‘rcments

Of some advertising agenci
complaint that the networks oft:
carry their restrictions well heyo
code requirements, all three
work ad censors concur: “We ha
areas where we go beyond t
code.” Adds Nelson, “in no pla
are we more lax than the coc:
Our standards include it, but do
stop there.”

Of complaints by the agenc
that they often receive approv .
for a commercial from two nl
works and are rejected by a thi |
Nelson counters: “We have to 1
our own judgment. At times Ul
three networks are accused of c !
Iuston with each other, and at o !
er times theh agencies say: ‘Wi
can’t you guys get together.””

Thus, in the delicate area
advertising censorship, the co&
authority finds itself the beneficii ¢
ol an evolved system in which tl ¢
are placed in the semi-comforta |
position of rulemaker and arbi
with the networks interposed a
sort of gratis enforcement arm.

To NBC’s Jahncke, it's all p &
ol one big family project: “To |
ler that the code is somethi!
apart from the industry is erro
ous,” he says. “Stockton doesn’t
as any czar in an ivory tower in
pendently making decisions. 7
code authority is us. We are al
part of it.” X

[
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sicentages. He points out there
s a time when network shows
ald reach 309, of the nation’s TV
. but now theyre luck il they
h 209,.
he answer to the program
phblem is clearly the key to
[F's future. When Kaiser Broad-
‘ing put its wksp-1v Detroit on
air it had made only $60,000 in
imitments to program syndica-
. Vice President Block is
two minds about the struggle
it ensued. He says to have waited
ger to go on the air might have
oardized the chances for all-
nnel receiver legislation. The
| to pass such a bill, he thinks,
tht have died in Congress in the
'=nce of a major corporation’s
bly growing commitment to
[F. But he refused to repeat the
ma of short supply. Block told
jor program syndicators he
1dn’t launch Kaiser’s Cleveland
without a gratuitous guarantee
program availability. He got
mises on $2-million worth of
grams from such distriburtors as
een Gems, CBS Enterprises and
LA and their sales became con-
gent on FCC approval of the
£ of a Cleveland station to
iser.

ssible joint effort
some think UHF’s place in the
1 is ultimately linked to the de-
opment of a fourth network.
t network is an elusive term. Its
lfinitions run all the way from a
sigle program Dbicycled between
o or more stations to daily na-
mwide interconnection of sta-
uns for simultaneous carriage of a
fH schedule of programs that are
Id to national advertisers. The
ter kind of fourth network is
pwhere in sight, but various sys-
tms falling between these ex-
emes are already regular occur-
nces, such as the frequent inter-
onnection of stations for the
resentations of Sports Network
1c. bought by national or regional
onsors, or the sale of a program
) a long list of stations, some of
hich may carry it day and date.
Lately (here have been rumors
bout a joint. network effort be-
ween Kaiser and Metromedia.
\aiser is committed on the record
0 the formation of a fourth inter-
onnected network and would like
0 see 1ts owned stations hecome
‘he basic links in such a chain.
- Block says the company has been
Hookmg around to see who might

o *Ome with themn in such a venture

!

and admits that Metromedia
wouldn’t be a bad choice. And
while Kluge of Metromedia is non-
committal on the subject of net-
work interest, his independents
have hit on a very successful coun-
ter-programing formula that could
be carried over into a fourth-
network strategy. An important el-
ement is a mid-evening news pro-
gram that falls between the early
and later evening newscasts on net-
work affiliates. With that as a staple
and Metromedia-Wolper entertain-
ment supporting, the first steps
toward solution of the program
puzzle might be put behind them.
Block says: “News will be an im-
portant part ol a fourth network’s
programing and that's going to re-
quire some kind of interconnec-
tion.” He also says that within a
year Kaiser’'s network plans will
have crystallized.

News may be catalyst

It is significant that Kaiser is
cranking up its own news oper-
ations. It has just begun a whole-
hearted news effort in Philadelphia
that is budgeted at $500,000 a
year. With promotion thrown in
the news Dbill runs up closer to
$750,000. Meanwhile more modest
interconnection plans are already
in the works. Mectromedia plans a
microwave link between its New
York and Washington stations, and
as such links proliferate between
other cities, the foundation of a
national network may be built in
bits and pieces.

Realizing there’s no deordorant
like success, but wondering how it
could make itself nicer for adver-
tisers to he near. UHF sullered
agonies as it decided to form its
own trade association. Wanting so
much to be like everyone else
(VHF), often claiming there was
no substantial difference, it formed
the All-Channel Television Society
to iron the differences out. Pioneer
UHF operator Bill Putnam of
Springfield  (Mass.)  Television
Broadcasting finds himself presi-
dent of the organization, which he
claims he never wanted to exist.
Since formation a little over a vear
ago and now operating on a budget
around $100,000, ACTS credits it-
self with having prevented erosion
of UHF signal engineering stand-
ards and with helping to keep the
FCC’s back stift against untoward
community-antenna-television com-
petition wih local TV stations; also
with educating the commission on
the dangers of letting UHF fre-
quencies be put to the uses of land-
mobhile radio.

e — T ——

But now ACTS's preoccupation
is with the problem of TV-set
tuning. The great majority of
UHF-VHF sets now in circulation
carry two dials, one a detent tuner
that clicks into the 12 VHF chan-
nel positions, the other a Iree turn-
ing dial that ranges over the UHF

channels. The disparity, it s
thought, causces a  builtin  bias
against  UHI  viewing. Putnam

says: “One knob is the thing, we've
got to have one knobh.” He ac-
knowledges it is probably impracti-
cal 1o ask for a detent tuner with
82 positions. The UHF people
would be happy to scttle for com-
parable tuning with VHF, whatev-
er the system employed, but their
initial eflorts to sway set manufac-
turers to their view were unsuccess-
tul.

FCC Commissioner Robert E.
Lee, UHF’s best friend at the com-
nission, commenting on recent
meetings between UHF operators
and set makers, savs: “It gives them
a chance to meet and holler at
each other, and gradually come to
appreciate each other’s problems.
There's a ditterence of legal opin-
ton as to whether we could force
the manufacturers to do something
dilferent.” Some lawyers at the
commission believe they could de-
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One successful programing move can open the door to riches
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fend the point rhat the set makers
are defying (he intent of the all-
channel receiver legislation.

Not all UMK operators were
pleased at the emergence ol ACTS
as a separate voice for UHF, nota-
bly Kaiser’'s Dick Block who con-
tends:

“We don’t mneed a scparate
organization lor detent tuners. It
would be better if there was equali-
ty ol tuning, but I never believed
that all of UHF’s problems added
up together presented an insur-
mountable obstacle. UHF has no
problems that ratings won’t over-
come.” Putnam thinks ACTS will
carry the UHF torch for at least
three more years, that the organiza-
tion will wither away as UHF’s
problems wither away.

Meanwhile the medium has diffi-
culties to overcome with agencies
and clients. New York is an espe-
cially sensitive market for UHF.
When Madison Avenue moves out
to Westchester {or the evening and
doesn’t like the UHF reception it’s
getting from the city, the bias then
becomes a national UHF calumity.

But major UHF operators say
they have much more trouble selling
sponsors than agencies, that a num-
ber ol advertisers will dismiss an
agencyv’'s recommendation. to use

UHTI out of hand.

Richard Anderson, media rela-
tions vice president at Young &
Rubicam, typifies the receptive
agency attitude. “We're bullish
about it [UHF],” he says, “because
we think in selected cases rating
services are under-reporting their
audience and as a result we're buy-
ing on a rising market. The Dbig
problem is to hgure out what per-
centage of those people who now
have UHF equipment are actually
watching UHF programs.”

Willing to adjust

To convince clients that UHT is
ready and waiting to be plucked at
efficient prices, operators will bend
backwards if a national account is
in the ofhing. Milton Grant, pres-
ident, general manager and 259
owner of wbnca-Tv  Washington,
puts his station’s philosophy this
way: “H we're going to be judged
by the numbers let’s go after them,
not try to fight the system. Our
idea is to get into commerce with
as many people as possible by ofter-
ing rates that will attract them.”
He says woca-1v will ofter efhicien-
cies of $1.50 per thousand homes,
although an independent VHF
competitor might get $2.50 or more
tor the same delivery.

Y & R’'s Anderson points out that
one successful programing move
can turn a UHF station. into a

Copyrizht TELEVISION Magazine, June 1968

“Mr. Matthews isn't seeing anyone this week. He's on tape.”

TELEVISION MAGA7INLE

wWwWWw.americanradiohistorv.com

major-market factor. He offers
example of Field Enterprises’ wgy
Tv Chicago, which purchased rig|
to Chicago White Sox baseball j;
five-year agreement that will ha
the station carrying 144 regul
season games, over 70 of them
prime night hours. Last mon
Anderson said Y & R was thinkj
ol putting two clients in the wi
1v baseball schedule.

WTAF (Tv) Marion, Ind., a sme
market U that has sullered unco
mon agonics trying to make a go
it, will also ride the \White §
schedule in an attempt (o reve
its lortunes. The NMarion stati
will pick up wWrLD-TV’s originatic
VId a new microwave sysiem bei
built by Cox Broadcasting. Up
four months ago wWTAF had he
acting as a satellite of wrTv (T
carrying 21 hours a week of |
Bloomington-Indianapolis statio
programing.

It still carries some of the w
shows on a washout basis, neitl
receiving nor payving money for
privilege.

Tough treading

William Udell, wTAar’s vice p:
ident and general manager,
scribes the life of- UHF inana
ment in Marion. “We stay 48 ho
ahead of the bank at all times. ¥
gets down to 36 we gel nervo
The problem goes right back
programing.

Says Udell: “The trick is to
liver competitive product at I
rates; that’s all there is to it.”
that’'s a mouthful.

The Marion story is relative
insignificant economically in |
whole scheme of UHF, but its |
gtam dilemma is relevant. !
Marion operation has an isllf
position, but it is an island was i
by the outer waves of Indianap ®
stations. It is thus denied netw *
signals and restrained by cost !
exclusivity agreements from buy 3
syndicated programing.

The FCC would like to 19
secure more programing for sn =
er stations, but it, too. is at sei ¥
the problems ol network affilia @
and program exclusivity. It #
proceedings going in both a1
very possibly going nowhere. It k
mits to little knowledge of prog
contracts now in force, but sugg ®
a rule that would allow stat
exclusivity on programs only wi
the community of their license.

The network affiliation prol
reappeared aguain at the FC(
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ly and once again it may tax the

. amission beyond its imaginative

-

-

-

‘legal power. The subject was
ved when ABC-TV asked the
amission for help in preventing
(loss of any more of its affiliates
two-station VHF markets, sta-
s that might want to jump to
ce attractive affiliations with
5-TV or NBCG-TV. Commission-
 Lee and Kenneth Cox pro-
»d three alternative methods to
the jumping in the interest ot
rnger three-network  competi-
o. The affected parties were
"k to point out that such tam-
ng, in any guise, would thwart
r freedom, 1n fact duty, to pro-
n their stations in their best
igment. UHF’s organization,
TS, got into the act, proposing
he commission that it not just
sider the narrow issuc ol ABC
rram clearance but to open the
rad subject of network affiliation
view the problem as it relates
UHT development. ACTS pro-
ces that no TV station in three-
ion markets be allowed first re-
il on the programs of more than
network.

liation tangle
‘ew think that ACTS expects its
posal to succeed, rather that it
0es to open more eyes to the
blent. The association 1s critical
he networks’ approach to their
#liation problems. It suggests that
C-TV misused the money it
nt “overcompensating” affiliates
hold them in the ABC program
sup.
An ACTS representative states:
BC failed to accept the fact that
IF development and network
mpensation were tied together.
tead the networks kept bidding
ainst one another for VHF clear-
ces. Consequently UHF stations
wre taking the bottom third of
ograms from all the networks. It
came a vicious cycle. The net-
orks wouldn't affiliate with the
s because they were weak and
e U's were weak because the net-
ks wouldn’t  affiliate  with
em.”
The impact of UHF on the
hole television scene is consider-
ly greater than a consolidated
tlance sheet of all non-network
HF stations would indicate (see
1art this page) . In major markets
herg independent U’s are making
serious effort they have revital-
€d program syndication. That is
Ot to say they have the program-
uying muscle of their VHF com-
“€tition, but rather that there is
low the real threat they will use
€ buying power they do have,

It’s a loss-paved road to profit for independent U’s

For those who would plunge into
UHI TV station operation without
a network line to lecd on, the above
table will give a sobering second
thought. More than anything else it
indicates that independent UHF
television has entered a period ol
growing investment, that loss be-
tore profit is cxpected. In final
analysis the increasing losses are a
sign ol increasing expectations.
The table, in format supplied by
the FCC, bunches 18 stations in
groups of three in descending order

of expenses for 1967 and 1966.
Thus the top line shows that the
three independent U’s that were
spending most in 1967 had com-
bined expenses ot $8.3 million and
revenues ol $3.5 million, resulting
in a $4.7 million loss. This com-
pared with a loss of $4.3 million
for the three with highest expenses
in 1966. Losses for all 18 increased
from $10.5 million to $12 million
and only one station reported a
prolit, the same station in both
years.

1967 1965

Number of

Stations Expenses Revenues Loss Expenses Revenues Loss

3 $ 8,331,523  $ 3,539,865 5 4,791,658 $ 6,621,900 $2,246,010 $ 4,375,890
3 6,159,143 3,059,745 3,099,398 4,679,240 1,723,795 2,955,445
3 3,691.710 2,171,376 1,520,334 2,617,903 1,520,383 1,097,520
3 2,667,268 982,020 1,685,248 1,762,279 596,001 1,166,278
3 1,480,928 651,895 829,033 1,079,489 491,554 587,935
3 602,286 432,068 170,218 672,714 329,467 343,247
Total $22,932,858 510,836,969 $12,095,889+ $17,433,525 56,907,210 $10,526,315%

* One station reported a profit. This station had a profit both in 1966 and 1967.

that they will snatch a top series
here and there. Their exisience,
however meager, boosts the price
and market action in program sales.
UHF TV, which for years hung
on tenaciously, is now growing up
determinedly. Somebody up there
likes it. The ace up its steeve has
been the FCC's constant devotion
to husbanding greater numbers ol
local broadcasters. The specter of
competition  from  community-
antenna systems or satetlite TV de-
livery look less menacing because
of the regulatory philosophy the
commission has held to.

Most astute industry observers
view UHF progress as inexorable
even if slow. CBS economist David
Blank says: “Look, it’s simple.
UHI"s disabilities amount 1o a
definable lactor. Start with that
and work from there. Ten years
ago the independent stations in
New York City were in trouble.
Some were dumped. Today there’s
relatively little change in their
share ol audience, but their profit
position grew as the market grew.
Now they're money-making units.
There’'s a lot of leverage in this
business.” END

WISE ADVERTISERS wiLL

“KKOG nwo ¢

Kacirornias Koast @f Gowp scener

contact

JULIAN MYERS, Channel 16, Ventura, California
— OGO by New Horizons Broadcasting Corporation —
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1) Joyce Baxler, who is a real-life Buick
owner, gets inio her Buick oulside of a
bank building in Reno. Joyce (voice over):
“When I [irst saw it, I was absolutely
floored. I got inside it, it sinelled so good
and clean, [ust l'ke it was Joyce Baxter’s
car and nobody else’s.”

2) Announcer (voice over): “Jovce Baxter,
Nevada, Lalks about the 1968 Buick Skylark.”
3) A helicopter shot. Jovce: “Eacli weck

I drive up to Lake Tahoe, 1 io my folks.
They live about an howr’s driving away
and it incorporates quile a bit of
mounltain driving.”

1) Joyce: "It conuldn’t handle better,

it couldw’t look belter, it's just the ideal
car .. .”

5) "1t took me ove mninule to pick out the
car. It took ne an hour to pick out the
color. | thought I wanted pink. I'm sold
on Buick. I could go out and sell

Buicks, [ really could.”

6) Annoincer: “What can we add to what
Jovce Baxter says! Buick owners keep
selling Buicks for us. Wouldn't you really
ralher lave a Buick?”

TULIVISION MAGAZINE

Wouldi't you really rather hotwra Buick?
]

O

| simple thing. It was so obvious

The subtle se}

for Buick;
contemporary prestigg

Many automotive makers now he
lieve the prosperity image is chang
ing. Status is no longer sought i
oversized cars that look good sur
rounded by mink-swathed womey
in front of the Greenwich Countn
Ciub. At least not in recent com
mercials made for Buick.

In its latest series of TV spots
Buick is selling a prestige car, bu
with a new notion of prestige. A
Texas rancher who can say “I hu
and sell over 16 states” is a likel
candidate for a Buick, just as :
single girl who lives in Reng
and drives to her family’s home i
Tahoe on weekends is worthy o
the Buick image. The prestige i
there, but it is unostentatious an
off-hand.

“The whole trend in our societ
is toward a more casual use o
our money,” explains Bob Marke
who is senior vice president am
manager of the Detroit office ¢
McCann-Erickson, the agency hat
dling Buick advertising. This con
mercial, developed for Buick b
McCann, still recognizes the car
prestige image, but projects it :
what Marker calls “contemporar
prestige.”

The agency estimates that i
client is spending between 25¢
and 309 of its advertising budg
in television this year. “We grav
rated more towards television b
cause the testimonial techniq
goes over better on television,” a
cording to Marker. This spc
called “Jovee Baxter—Reno,” lil
the 10 other commercials in th
campaign, uses a testimonial a
proach. “We gave these people 1
scripts, put absohitely no words 1
their mouths,” Marker says. b
points out that there are two fai:
tors in car purchases—the emotia
al and the rational—and this col
mercial takes care ol hoth. T §
testimony of the caretully chosd
variety of owners gives Buick!|
chance to communicite both t#
Buick image and the image of t I
model, in this case, the “Skylart’
Plus the testimony of the owr |
brings out the reasons lor his sal
faction—which, in commercis
with copy, would be called co
points,

“CGustomer satistaction is sucl

we almost overlooked it,” adn®
Marker. Buick and McGann @
proud chat this commercial ma'
use of no professional drivers ad]
“no Utah salt Oats.” Even the
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ence of what Marker calls “driv-
ng music” reinforces the credibili-
y of the testimony.

McCann recruited Joyce Baxter
nd the other 10 witnesses with the
ielp ot Marplan, a research orga-
rization under the same Interpub-
ic wing as McCann-Erickson. Mar-
dlan  conducted  what it calls
group session research.” Research
eams, tape recorders in tow, VIS-
ted the homes of Buick owners
nd talked with them about cars
nd car advertising. 'The commer-
jals’ sound tracks were chosen
rom these tapes and the sclected
wners  were filmed using their
ars. Joyce Baxter and the other
ubjects do not speak on camera;
ather, the film stresses Buick per-
ormance.

Buick feels that this commercial
ives the company more for its
noney. Unlike conventional auto-
nobile advertising, which has a
eparate campaign for each model
- manufacturer puts out, this Sky-
vk commercial uses the same
ormat as Buick’s Wildcat spot, or
my of the other spots within the
ampaign. This allows Buick the
anihed, singleness-of-purpose image
the company desires, as well as one
udget to advertise almost a dosen
literent cars. “Although we do
know that different people buy big
cars and small cars, we don’t have
that kind of money,” claims Charlic
Blakemore, vice president and crea-
tive director on the account in Mec-
Cann’s New York office. Instead,
Blakemore explains, they have used
the difterent types ol owners, but
incorporated them in the same
campaign. “It gave us a chance to
do that without fractionating our
budget,” Blakemore adds.

Although the decision to buy a
car can take lrom six months to a
year, and, unlike soap powders,
with automobiles it is difficult to
make an early, direct correlation
between advertising and sales, both
agency and client are pleased with
Buick sales this spring. Since Janu-
ary 1, Buick sales have been 23.19,
above last year’s sales, with 184,559
units sold, as contrasted to 149,866
i 1967. In the second 10 days ol
April 1968 Buick sales totaled 19,-
824, a 16.29] rise over the 17,064
sales last year. Mid-April was the
Hth straight 10-day period in

>

lWhich Buick sales surpassed last

year’s total for the same period.

‘The campaign began at the end
of last December and will run into
the middle of this summer. Buick is
using network television exclusive-
ly and is heavy on sports.

The production company was

1

Motion Associates and the pro-
ducer at NMcCann  was Newl
Mitzman.

Buick has heard responses to the
commercial from two quarters. For
one: “"TI'he dcalers are very lond ol
it,” claims Marker, and dealers—
traditionally—are a “highly vocal-
ized” group when it comes to com-
mercials. McCann considers it quite
a coup to have received the en-
dorsement of the dealcr. The sec-
ond response came [rom owners.
Buick has collected a stack of let-
ters lrom customers volunteetring (o
testily., END

Exploding some
myths about

account men
by Granger I'ripp

“God must have loved account
men—Dhe made so many of them!”

The main thing an account
man has to know is: Don't lose the
storyboards.”

“With connnercials
who couldn’t sell ’em?”’

“It only he’d told me that in the
hrst place.”

Account men ol the world, relax.

It the slanders quoted above are
the worst ever said about you, you
are unique, lucky and maybe in
some other line of work.

Complaining’ about the account
man—as most ol them well know—
is the self-proclaimed prerogative
and occasional pastime of all in the
creative department, and some-
times in other departments, too.

It is indulged in so irecly by
commercial writers, art directors
and producers—not to mention the
boys in the paste-up room—that it
may well be a kind of group
therapy.

Perhaps it should be argued that
an account man who is not being
complained about isn’t doing his
job; he is not providing his share
of the emotional release necessary
to keep his agency’s creative wheels
rolling.

Once upon a time, if we are to
believe the traditional mythology,
the account exccutive was a man
who had gone to college with the
client. He hopped from agency to
agency, with his captive account
tagging along behind, patiently ac-
cepting whatever creative work the
account man and his current agen-
cy chose to provide. .

It’s hard to believe the advertis-
ing business was ever really like
that, but if that was the game.that

like these,

Tripp is TP-crealive supervisor at ].
Walter Thompson, New York.
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was, it isn't any more. And one big
factor for change has surely heen
the television commercial.

For if the tabled account man of
old could peddle ads by the armful

("Dont lose the layouts, Char-
lie”y, television commercials are
quite  another matter. For one

thing, they are complicated and
technical and hard to present. To-
day’s account man learns television
last, or takes a creative man along
with him, or both.

Further, a television commercial,
at least potentially, may command
much greater hilling than the ads
of vesterday. Il one 60-second piece
of film can, as in the casc of the
famous Anacin commercial, create
up to $84 million worth ot billing,
the agency will obviously be happy
to send writer, art director, pro-
ducer (and agency president and
mail boy, too, for that matter)
along with the account man when
he trudges down the street to win
the client’s approval.

As a result of this and other
changes in our business, the role ol
account executive has been evolv-
ing rapidly, and lots of ancient
mvths are exploding in the evolu-
tion.

For example, creative people
used to be looked upon as delicate,
moody, explosive types who would
—in a client’s presence—either
lapse into terrified silence or, worse
yet, commit some conversational
gaucherie that would imperil the
whole account.

As it happened, once creative
people had been led timorously
imto the board room, they turned
out tor the most part to be just
about like everybody else. They
laughed ar the client’'s jokes,
nodded sagely at his comments on
the weather, and argued—or not—
with his suggestions, as dictated by
their personalities.

Some ol them turned out to be
salesimen of the classic mold; some
tew have done so well at client
relations they wonder why they
need an account man at all.

Meanwhile, back at the factory,
the growth of the brand manager
system and the increasing sophisti-
cation of advertising departments
generally created a new breed of
client who knows perfectly well
that his agency’s creative types are
not all {lower people—and couldn’t
care less if thcy were. He enjoys
dealing directly with the writer,
artist and producer, and maybe he
too wonders if he really needs to be
escorted by this clean-cut fellow at
his elbow.

There is, of course, much to be |

Continued on page 67 |

JUNE 1968

59

R


www.americanradiohistory.com

60

A TELEVISION
ENCOUNTER

SHOULD CATV
Bl ALLOWIKD

TO ORIGINATI
PROGRAMING?

TELEVISION MAGAZINE

WILLARD E. WALBRIDGE
vice president and general manager,
KTRK-TV Houston

Author’s loreword: The views and opinions which some readers
might think expressed in the following bucolic fable are net
necessarily those of the National Association of Broadcasters nor
of my colleagues on the Future of Television Committee. Howey-
er, they may very well be the views and opinions of a great many
CATYV operators.

Once upon a time, in the thriving but underserved rural
metropolis of Spudsville, Idaho, there lived a happy CATV
entrepreneur. He had a five-channel system and brought into the
ttomes ol his several hundred subscribers the full schedules of
three different network stations in whose fringes he operated. It
was a good service and a good living—and he was very happy.

The stations he relayed were very happy too, because, as they
said, he supplemented their coverage and served the public. And
things were going to get better. There were two other stations
coming on the air in a year or two. They were UHF stations
nearby and he would be able to fill up those other two channels
on his system. Yes, he was very happy, and the [uture looked
bright and prosperous.

But one day he heard they were having a national convention
lor CATV operators and decided to attend. He was glad he did
because there he saw some equipment that would enable him to
show news [rom the wire services on one ol his dark channels.
“LEverybody’s doing it,” the salesman said, so he bought the
equipment and leased the news service and his subscribers had
news and music. They didn’t seem to mind so he was very happy.
Ouly the local radio station seemed to be unhappy, but he told
them they couldn’t very well deny people the right to news.

The next year he went back to. the convention, and he heard
the big boys say that he had the right to cover the local
town-council meeting or the high-school basketball games if he
wished. This was a Iree country, they said. And they went on to
say that il he had the right, then they had the right to cover a
Broadway opening or a lew championship fights or run good
movies on their extra channels in the big cities.

Fe came home and stared at that empty channel for two days.
Then he bought two cameras and trucked them down to the
town meeting. It was great even il some ol the council members|
accused others of hamming it up on camera. And when thel
high-school basketball season started, he set up in the gym for!
those games. Well he didn’t set up himself; he had to hire a!
couple more engineers to keep the cameras working and a couple
of camerimen to keep the things pointed right at the play.

But when the long hot snmier came and the town meetings
were adjourned nncil fall, and the high school was on vacation—
there was that empty channel again. Then he remembered they
saidl at the convention that he could originate movies and film
shows, too, so he bought a film camera and projector and signed
contracts for features and a lot of other good shows. The channel
was bright again and he signed up 22 new subscribers. He was
very happy. Lhe three television stations whose programs

Continued on page 65
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41 its Second Report and Order, the FCC declares: . . . CATV
)es not serve as an outlet lor local sell-expression. It does not
esent local discussions, the local ministers and educators, the
cal political candidates, etc.”

Further on in the report, the statcment is made that “. . . we
all urge that the Congress prohibit the origination ol program
other material by a CATV system, . . .”

Although these thoughts were couched in the tramework ol a
v-TV discussion in the report, the inconsistency involved in
‘at Washington rulemaking process was never more evident.

To the extent that many of the older three- and five-channel
stems id not originate programing because ol limitations of
anne! space, the commission’s assertion 1s partly true, but only
irtly, because even some low-band svsiems have performed this
cvice for their communities for manv vears.

To the exient, however, that all of 1odav’'s systems are being

Liilt—and vesterdav’s rebuilt—with a capaciiv ol 12 or more
annels, 1t 1s an inexcusable waste ol the unique capabilities ol
‘ble service systems not to use our spectrum for local origina-
mns.

As a matuter of fact, municipalities across the nation are
aking 1t a franchise requirement that the local system reserve
annels for local origination ol public service, educational and
her programing.

The position of the FCC in this regard is all the more
rplexing in consideration of the importance this body has
aced on local expression, even back to the days of the Federal
-adio Commission. Instead of regarding CA'TV as an obstacle 1o
s policies, the FCC should 1ake the positive approach: How can
te cable-TV industry (or the cable services industry, as my
ompany likes to regard it) further the intent of the Communi-
wtions Act and the commission’s own policy with respect (o

rograming: “. .. the diligent, positive and continuing effort . . .
» discover and fulfill the tastes, needs and desires ol . . . [the]
sammunity . . 72

Here’s how:

The cable-services industry has the spectrum capacity, the
in-point community and neighborhood coverage—and, I be-
eve, the obligation—to perform this great public service that
roadcasting cither cannot or has little desire to perform.

For many communities remote Irom any truly local TV
;ations, cable-system programing provides their own medium ol
elevision expression, and it is a unique experience for them. By
he same token, cable svstems co-located in communities with TV
tations are providing local programs even more local than the
tations can olter, because systems are now developing the ability
o tailor different programs for specific areas, even specific streets.

Diversity, which has always been one of the real selling points
of cable service, is coming to mean not only a welter of network
ind independent broadcast stations carried on the cable system,
but also local programing suited to the specialized tastes and

Continued on page 66

JACK R. CROSBY
chairman,
National Cable Television Association

JUNE 1968 61

A



www.americanradiohistory.com

62

Censors seldom miss things, but there i1s no doubt they are bending to the times

TV STANDARDS

from page 31

munensely freer entertainment me-
diam than it was, say, five years ago.
It is theoretically possible to tackle
any theme including some, sucl} as
homosexuality and miscegenation,
that would have heen rejected out
of hand a [ew vears back. Especially
in certain prime-time variety shows,
in late-night programs and in some
of its panel discussions, television
is definitely with it

The occasional viewer who hap-
pened to tune in to a Swmnothers
Brothers routine on CBS earlier
this season to watch a skit in which
a woman desperately tried to in-
form a man that his fly is open
could easily think the entire world
had gone askew.

On Rowan and Martor’s Laugh
In on NBC some ol the hoariest of
vaudeville jokes have been resusci-
tated. But coming over that 21-
inch tube they seem to contain all
the excitement and danger of a
genuinely controversial idea. Sam-
ples:

“Does the Queen Mary have bar-
nacles on her bottom?”

“I don’t know. Why don’t you
ask King George?”

Delivery room of hospital. Doc-
tor to pregnant woman: “You are
about to have the most rewarding
experience a woman can have.”

Woman: “Oh no. I had that nine
months ago.” Silence, then woman
saves the situation: “I mean chat’s
when T got married.”

Some slip by

There’s lots more, including nu-
merous sight gags that go by so
quickly that it’s hard to keep track
ol them. In onc standard routine,
generally used as a break between
skits, the camera closes in on a
bikini-clad member of the cast who
has been tattooed with slogans. On
one evening the camera briefly fo-
cused on a horseshoe-shaped sign
over the girl’s armpit. The sign
read: “Illegal entrance.” Said an
NBC censor on hearing of it:
“Well, that’s one we missed.”

Censors seldom miss things, but
there is no doubt that they are
bending to the times.

The network censors look lor
terms other than ‘“‘permissive” (o
describe their general attitudes and
for a word other than “censor” 10
describe their jobs. They point to
society at large as a factor that has
enlarged or a least modified their

TELEVISION MAGAZINE

standards.

“People are more educated today
and they demand more mature ma-
terial. Whether it's more permissive
is a matter of degree,” says Grace
Johnsen, director of broadcast
standards and practices, ABC.

Society has changed, notes Rob-
ert D. Kasmire, vice president, cor-
porate information, NBC; there’s
been a slow, constant evolution
“and we want the medium to re-
flect as closely as it can society
itself.”

No one at the networks is pre-
pared to say precisely what is to be
done should society itseli become
so lIree that television could no
longer render it. Presumably, it
would create its own reality, a tele-
idealization of what ought to be.

Luckily, no one in network tele-
vision is talking in these terms.
Rather they think that for better
or worse television is a mirror ol
contemporary society, that in a
sluggish way it merely reflects what
is going on—rellects it faintly and
belatedlv.

Stay a litile back

The censors ot all three networks
agree on that last point—that tele-
vision ought to be behind the other
entertainment media. CBS's Wil-
liam H. Tankersley, vice president,
program practices, who seems just
a trifle less amused at the trend
than his counterparts at the other
networks, feels that on questions ol
taste television will lag behind
other media, especially when it in-
volves things ot a ‘“shocking na-
ture.” In the realm ol ideas, how-
ever, Tankersley thinks TV has
been revolutionary — abortion on
The Defenders, civil rights on Play-
liouse 90, which charted its own
course years ago.

NBC’s Kasmire agrees that “tele-
vision will always be a laggard” in
regard to changes in taste but says:

“1 can’t think of a theme that could ¥

not be handled today, if it were
handled properly.” Fa

In contrast, Kasmire remembers
how several years ago MGM’s Nor-
mant Felion wanted (o do a two-
part program on venereal discase.
Felton had come up with a novel
approach——the protagonist was (o
calch the disease on Mr. Novak and
be cured the following week on
Dy. Kildare (both MGM pro-
grams). Two or three dralts of a
script were examined and then it
was decided that because the sub-
ject had 10 be treated clinically and
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since Novak was on at a relativel
early hour the project might be
found offensive.

\ll three network ofhcials think
there’'s been a subtle change in au-
tudes generally. “Iread all the wom-
en’s magazines,” says \BC's Grace
Johnsen with an astonished look on
her face, “and it’s just amaczing how
things have changed. The maga-
zines are pretty far ahead as far as
subject matter goes. They've been

an education to women and the
more they learn the more they
expect.”

Another factor that has led to an
easing ol rigorous standards is the
decline in the vehemence and viru-
lence of pressure groups. Network
censors tend to look nervous when
this is mentioned but it seems clear
that the general liberalizing trend
in society, including ecumenicism,
has had a soltening effect on mili
tants of all persuasions who had
previously fought so hard.

A more tolerant attitude

The feared Roman Catholic Le-
gion of Decency no longer exists
and the organization that replaced
it, the National Catholic Office for
Motion Pictures, has a broader view
of its role and tends to explain and
classify rather than indulge in out
right condemnations.

Says the Rev. Jack Phelan, S.J,
who teaches at Fordham's School of
Communication Arts and who has
specialized in these matters: “First
of all, there is no particular Cath-
olic point of view regarding sex in
entertainment media.” The various
Catholic pressure groups should not
be confused with the church, he
warns. Moreover, since “the church
is always in history and if society
generally is more permissive 1
matters sexual then the church 18
affected too.”

In Father Phelan’s opinion, “the
number-one problem is violence
and emptiness in programing.”

CBS’s Tankersley also warns that
despite the emphasis on sex the
problem of violence is always “inl
the wings.” Also, Tankersley, like
his counterparts at the other net:
works, 1s not at all convinced that
the pressure groups can be counted
out. When they’re wounded, they
react. He recalls that when CBS put
on Death of a Salesman at least two
separate sales organizations protest:
ed. One of them went so far as to0
insist that CBS put an announce-
ment at the end of the brogram to
the effect that YWillie Loman was®
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10t typical of all salesmen. It was
urned down.

In the opinion of the program’s
woducer, David Susskind, Death of
1 Salesman “put a stop to all the
rembling and mewling. Then,
vhen Petula Clark and Harry Bela-
onte made contact and the Plym-
with representative said ‘out with
t" and the producer said ‘get lost
nd the network stood by him and
hen the client representative lost
s job, you know times have
hanged. In the old days the voice
f the sponsor made people quake.”

One reason that the voice of the
ponsor is no longer as loud as it
vas is that there are fewer sponsors.
Che growth of the participation
ind the scatter plan have meant a

-essening of sponsor identification

»oth in a negative and in a positive
ense. You may not be loved lor
1elping to bring to the world The
imothers Brothers, but you're not
ated either, and you'll probably
1ever have to contend with an or-
ranized boycott.

William Lvnn, director ot pro-
sram planning for BBDO, note:
‘hat most advertising purchases in
I'V today are made “to fulfill
nedia requirements—certain audi-
:nces at a certain cost efficiency.”
The influence of such buys on pro-
sraming is negligible although “we
have on occasion felt it was better
to delete a commercial from cer-
tain programs than run with it.”

Lynn thinks that TV’s two most
controversial prime-time programs
—Rowan and Martin and Smothers
Brothers—are “only a reflection of
TV catching up. If it doesn’t it will
become completely irrevelant to a
huge segment of the population.
You can’t let your kids see “The
Graduate’ and then ask them to be
impressed with Andy Griffith or
Lucy.”

Advertisers’ position

In Lynn’s opinion the sponsor of
a participating program can leave
the question of responsibility—
whether a program stays within the
bounds of good taste—up to the
producer and network. Il he feels
the program has gone too far he
can simply delete his commercial
and run it on another day. This,
of course, is a far cry from the fa-
bled days of old when the sponsor
did in fact call the program shots.

“Television may not want to
lead,” says Lynn, “but it certainly
has to keep up.” He wonders to
}/‘v_hat extent it already has become
irrelevant as an entertainment me-
dium to nearly everyone under 25.
To these people, the half-hour situ-

ation comedy is meaningless in the
light ot the world today.”

Network ofhicals agree that the
growth of the participation and the
decline in sponsor identification
have helped to loosen things in
programing. NBC's Kasmire thinks
that sponsor concerns today “relate
more to the specifics of their busi-
ness policies than they do to mat-
ters of taste.”

Jesuit Phelan can’t help wonder-
ing it “marketing needs” have led
to the so-called new permissiveness
in television. “My view of media
morality is that it’s based on prece-
dent rather than on principle.”

Precedent certainly plays a part.
The fact that an entirely ditterent
entertainment medium—the mo-
tion picture—has become an inte-
gral part ol the electronic screen
probably has helped to bring about
changes in regular programing. It
has also led to a sort ol double
standard whereby something total-
Iy unacceptable in regular TV pro-
graming is presented as a matter of
course in a televised motion pic-
ture.

Few ‘Sunday’ complaints

Perhaps a prime example of this
is “Never on Sunday,” which was
edited for the tube with the help ot
its co-star and director, Jules Das-
sin. It was the first network showing
of a Legion ol Decency-condemned
jeature. The film was presented
with a minimum of editing and a
minimum ol squawks. But NBC's
Kasmire admits that if a “TV pro-
ducer had come to us and proposed
a story about a happy prostitute,
we would have said no.”

The rcason for this seeming dou-
ble standard is that Kasmire and
NBC feel that there’s an important
difference between the distribuiton
systems of the two media. The
thinking is that a leature that has
played in theaters has been written
about, advertised and discussed. It
should not bhe a surprise to the
viewer, for the audience has been
forewarned. The contents ol the
next cpisode of Bonanza, however,
simply arrive in the living room
unevaluated and undiscussed.

But a feature whose contents
have gotten by the censors for that
reason stimulates the dormant de-
sires of the regular-series television
producer. It is hard to tell that pro-
ducer he can’t do something when
he’s seen it on the screen, either as
a special or as a motion picture.
Thus, lollowing the acceptance of
“The Mark,” a motion picture
about a suspected child molester,
there appeared on ABC’s N.Y.P.D.
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(Copyright)
COMMAND
YOUR FAIR SHARE
OF THE MARKET
with the new one hour
exciting COLOR video tape
syndicated sports show
NOW AVAILABLE
Join the growing list of U.H.F. and
V.H.F. stations (now in47 markets
from Boston to Los Angeles &
Seattle to Atlanta) and get results.

PHILADELPHIA, PA. WPHL-TV

(Independent UHF)
SUNDAY, 4:00PM FEB/MAR NSI
S

Rating
Metro Share 17%
Homes Del. 78.000

Against Big 3 Golf, NHL Hockey and
The American Sportsman.
CLEVELAND, OHIO WKBF-TV

(Independent UHF)
SATURDAY, 12 NOON FEB/MAR ARB
4

Rating
Metro Share 17%
Homes Del. 31,300

Station and ROLLER DERBY went on
air 4 wecks before rating.

HOUSTON. TEXAS KHTV- TV
(Independent UHF)
SATURDAY, 3:30PM  FEB/MAR NSI

4

Rating
Metro Share 14%
Homes Del. 19,000

Against Wide World of Sports, World of
Golf & Greatest Show.

SOME TYPICAL VHF RESULTS
NORFOLK, VA. WVEC-TV

(ABC Affil. - First in time slot!)
SUNDAY, 12 NOON FEB/MAR NSI
15

Rating
Metro Share 83%
Homes Del. 45.000

Our Sth year of domination!

MADISON, WISC. WISC—-TV
(CBS Affil. - First in time slot!)
SATURDAY, 4:00PM FEB/MAR ARB

Rating 11
Metro Share 46%
Homes Del. 20,200
Against Wide World & Golf Classic.
ROANOKE, VA. WSLS-TV

(NBC Affil. - First in time slot!)
SUNDAY, 12 NOON FEB/MAR NSI

Rating 15
Metro Share 60%
Homes Del. 40,000

Against N.H.L. Hockey & Basketball.

IN SAN FRANCISCO ON INDEPENDENT KTVU
THE ROLLER DERBY DELIVERS A 17%
SHARE AND OVER 100,000 HOMES, SUN-
DAYS 9:30 TO 11:00PM AGAINST TOP NET-
WORK COMPETITION.

There is a great deal more that we can
tell and show you. A 10-minute low
band audition VTR is yours for the
asking. For your tape contact:

BAY PROMOTIONS INC.
P.O.BOX 1828
OAKLAND, CALIF. 94604
a/c415 - GLencourt 1-7033
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SUMMARY OF CATV HOMES DATA

Prepared for Television Magazine

About 309, of all television markets have CATV
penetration of 59, or more; ol the 64 markets which
make up this group, 30 markets, or almost half, are
smaller TV markets, many with only one television
station. About half of all CATV homes are found in
the Atlantic and the Pacific seaboard states. However,
the states which have the highest penerration of
CATV homes are found outside these geographic
areas.

"hese are a [ew ol the conclusions reached in a
study of CATV homes by C. A. Kellner, Ohio Univer-
sity, who used data developed by the American Re-
search Bureau for use in its audience surveys in the
current broadcast year. The primary purpose of Kell-
ner's study was to determine those markets with the
greatest CATV penetration, but other interesting and
significant facts developed from the study.

Relatively few ol the medium size and larger televi-
ion markets have significant CATV penetration.
Only seven markets having an area of dominant

influence of 200,000 or more television homes met the
criteria, and 11 more markets with 100,000 to 200,000
television homes were also found. Markets in the
largest Area of Dominant Influence (ADI) group
with 109, or more CATV homes were: Spokane,
Wash.  (199%,); Charleston-Huntington, W. Va.
(129%) , and Syracuse, N.Y. (12%).

There is rapid CATV growth in some metro areas,
e.g., San Diego, with 29,700 homes wired to a system,
and Bakersheld, Calif., with 16,600. If this trend
continues and spreads to other medium-size, multi-
station markets, existing relationships of larger to
medium-size TV markets can be in for substantial
change.

In comparing CATV penetration on a market-to-
market basis, Kellner used the criteria established by
ARB lor its “area of dominant influence” concept.
This has the advantage of an exclusive county assign-
ment; il the survey area were used, fringe counties |
would be assigned to several TV markets; the metro
areas are too restrictive for the purposes of a market
comparison. In developing its ADI’s for the current
broadcast year, ARDB ended up with 12 single-station
markets without an ADI Kellner examined these
individually and found the home counties of six of
these had significant CATV penetration as follows:
Ft. Pierce, Ila. (219,); Latayette, Ind.
Marion, Ind. (189); Parkersburg, W. Va. (409)).
Selima, Ala. (109,); Tuscaloosa, Ala. (129,).

According to the ARDB data, only 19 states have
CATV penetration of 59, or more; these are scattered
across the counury and lound in every geographic
region except the north central states. Almost 609, or

7o
426 of the 726 counties on which ARB developed

estimates, had fewer than 2,000 CATV homes. Nine |

counties had in excess of 20,000 homes wired to a

(32%) i

TV STANDARDS
from page 63

an episode about a suspected child
molester,

ABC's Grace Johinsen remembers
when “Man wuh a Golden Arm”
was released it violated nearly every
taboo then extant. The sociological
thesis then, since disproved, was
that if you showed drug addiction
(or suicide or alcoholisnmy or child
molesting) you were encouraging
ollier people to try it. When that
thesis was discredited it was possi-
ble (o go on to other things.

As an entertainment medium tel-
evision does lag behind its competi-
tors. Tn it other role as an infor
mational medium 1t is at times well
aheacdl in terms of simple frankness,
Thiy was conceded by the Colum-
bia Jovrnalisim Review, which, in
its Spring 1968 publication said
that “surprisingly, television—usu-
ally thought of as the meckese of
the media-——may be on its way to
establishing a standard thag accepts

TPLEVISION MAGAZINE

progress and yer maintains good
taste; 1t may help the so-called *lain-
1y publications decide what can be
said and what cannot.”

Recently, the publication report-
ed: “Johnny Curson demonstrated
that even a mass audience of net-
work vicwers will accept a serious
discussion of sex. Carson intet-
viewed Desmond Morris (author of
“The Naked Ape’) on the Tonight
show and needled The Chicago
Iribune. 'You talked about his
[man’s] penis,” Carson said to Mor-
ris. ‘And they took that out of the
paper in Chicago, because it would
offend people. .. . And I don't un-
derstand i, in chis day and age,
that you could not use that in a

family newspaper.” No bleep. No

outraged phone calls to local rele-
vision stations, Ernest Lee Jahncke
Jr, NBC's vice president lor stand
ards and practices, explains why
the network didn't bleep the refer
ence, “This wasn't a lot ol quipping
and kidding around,” he says. ‘Lt
wasy a serious discussion, an adualc

www americanradiohistorv com

discussion.””’

And so it goes. Is there nothing
sacred? How far can it go?

Not very far at all, jmlging from
the lollowing two skits that NBC
censors handled on Rowan and
Muartin this past season.

Couple, standing at rail of ship.
Hawaijan tells man he should obey
ancient tradition and throw his lei
(pronounced lay) overboard. Long
mug shot of the clowning Martin.
‘T'he critical audio passages were
cut out.

A Laugh In skit that looks at the
arts shows a couple looking at a
particularly horrendous piece of
modern sculpture.

Says man: “T don't get it.”
Says woman: “You don't get it at
home either.”

Ihe fivse skit was doctored and
the second rejected for the same
reason:

They were not only olf-color hut
v mmorless. END



www.americanradiohistory.com

.dr-l

v St . F ¢ 7 2IVES N umbear TV
cable system andd six of these lwerlef fr PenvmyLv.mué s = |, caTv
Scha Pa. th ' L o in in A pene
%‘ h {ylk.ll c”““‘?' l S h,a(l 2 drge‘t 'nunl N murket T'V murket name AN homen tration
CATV licmes, 31,750, followed by San Diego county,
| Calif., 29,700, and¢ Northumberland county, Pa., 24, o .
)
RO hores. . arthage N nA 5 .
Tt is cautioned that ARE excludes commercial tutte, Mont TR
. v v - 1 " ‘) {
establishments from its estimates and limits the dara, n.r..‘.:‘»l.';:..u({klt \ o 2
to the extent this is possible, to homes wired to a cable
system. Further, with only a few exceptions. ARB Ny
county data iy limited to those individual counties Lo
that have at least 200 subscribers or a CATV penetra- Vexandrn L .
1 tion of 109, or more; however, it is believed that ARB alls M
accounts for more than 959, of all CATV homes.
- e ) . it Mo t
Fhe tables from the CATV study are as follows: e .
Piwkersheld, Cah "l b6
Television markets with significant CATV penetration I aeon (i N
(Homes ) ) 1 14y iet rut
Numbar Ty
sations humes oy .
n ' ATV pens 2 La€ roxss- i +
narkat TV merket niemes A7 hamex  tration ( Presque [sle M 26
. Mpokane, \Wasi X
M)%l()r moare CATV penetration. ) | Twin Fabiw. Ll 0
2 Clarkaburg, W. Va. bk 201 8% ) Yakirna, Weasl:. N1
1 Salishury . Md. 2N 2 12,1 L}
t Misnouln, Mont )4 8.0 39
3 Johnstown-Altoona, Pa. ELEN R7.0 38 Rarhington, Vi Platisbarels N Y ] »
1 Tyler, Tex, 30,2 3.9 35 blugene, Ore
I Crrand Junction Monlrose JH ]
2 Hants Barbara, ("alif. 5.7 260 KR | Riverton, Wya
| Marquetta, Mich 358 2.3 A | Cheyanne \Wyo hl b
b Rellingham, Wush 21.8 8.7 31
| Canper W‘.\"o; 345 ?l.‘) i‘ﬂ 0 Dloss Miss. o6
1 Maakato, Minn. (N 1.0 30 9 Wheeling W Va . Steubens e O
_ L Amaritlo, Tex [ i
2 Medford, Ore. 30 1.9 30 9 Vistin Tex uh
2 ilhngs, Viont
20 to 29 % CATV penetration s on '
k Klumath Falls. Ore. 17.0 V.7 28 1 Cobnmbus, M 6
3 Wilkes-HBarre ‘Seranton, Pu. 262 . | 7201 28 2 Hrintol, Vo ~Johnson Citv 1 3
2 Yumna, Aria. -El Cento, ('alil 3 9.7 R 3 Charleston-Huntington, \v Va in N
4 Fluntaville- Deeatur- Fiorence, Ala. [N 28.5 26 i Harrnsonhury, Va 25 %
1 Hluetield, W. Va. #1.4 4.3 25 i Panama City, Flu 24 2

ENCOUNTER:
WALBRIDGE
! from puge 60

| he had been taking for several years
| heard about it, and they weren't
' happy. They said that they were
. showing some ol the same films he
- was and they didn’t think it tair
for him to hurt them after he had
built his business with their pro-
graming. ke told them that he
wasn't hurting them very much,
and it wis a free country, and if he
could buy the films then he could
show them.

Omne day his wife, who kept the
books:. came in and said that some-
thing was wrong. With all the peo-
ple. equipment and flms they were.
spending more money than they
were taking in. And, there were
yments due on the cameras.
im, he remembered they said at
convention that he could origt

commercials too. So he went
and sold some spots to his
: friends. They hought in
‘movies but they wouldn’t buy

in news because it was all national
stutf and the radio station had the
local news they liked.

Well, it it was local news the
wanted, he used a camera to show
a newsman reading local news and
announcements like the grange
meenng and the church doings
\nd when the local weekly news-
paper griped about using their
copy he had to hire a couple of
people to round up the stutf. But
some of the merchants bhought
spots in the news. so he was very
happy.

But they wouldn’t pay anv more
than they paid the local radio sta-
tion because they said it reached
more people than he did. And,
with everything else going on, he
couldn’t get enough time to sellt the
commercials, so he hired a sales-
man who had to have a girl to keep
the traffic straight and the siides
and films in order. \nd there were
bills to get out and to collect. It
sure took a lot of people.

No matter though—he was get-

ting to be a big man in town. ltle
had a studio and cameras and a
remote unit, and ever since the
local movie threatened to sue him
and then went out of business, he
had the only movies in town. He
had a news department, a sales
departinent, engineers and camera
men. He originated news, sports,
public affairs. educational pro-
grams, entertainment, religious and
agricultural programing. And sud
denly he realized what all this
added up to. tHie had a relevision
station. The only one in the area,
too, atter those UHF stations got
chicken and turned their licenses
back in before they started.

One day his brother-in-law men-
tionee at the dinner table that ne
might run for sheriff. Here was a
chance to get that moocher a job,
so he saturated his five channels
with spots and speeches. Brother-
mn-law swamped his opponent who
had to campaign from his front
porch. and the back of a pick-up
tiuck. The fellow said it wasn't
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Number TV Counties with CATV i
slation homes CATV AULTY
in in CATV pene- CATV % Penc TV homea in
market TV markel name AD homes tration State homes tration  Number homes wlate
Pennsylvania 325.9 9 42 899.9 3,355.6 |
Waxhington 87.3 7 21 189.3 923.0
3 Syracuse, N.Y 383.0 16.9 12 Alabama 49.5 (4] 15 257.6 873.9 |
3 Erie Pa. 96.0 10.2 1t Arizona 26.9 [} 10 82.0 447.7 |
1 Hattiesburg-Laurel, Miss. 38.2 4.4 11 Arkansas 28.9 6 20 120.1 520.4
1 Meridian, Miss. 61.4 6.0 10
Odessu-Midland, Tex 101.5 10.1 10 Georgia 32.7 > 17 165.0 i,154.8
Kentuck: 41.0 5 34 171.4 824.6
5t0 9% CATY penetration: QOklahoma 38.6 5 26 151.1 750.6
Texas 141.0 5 79 481.0 3.006.1
1 Tort Smith, Ark. 47.3 4.4 [{]
3 Joplin, Mo.,-Pittsburg, Kan. 113.9 9.8 9
3 Wichita Falls, Tex.-Lawton, Okla. 134.9 12.5 9
4 an Diego 368.3 29.7 8 !
1 Utiea, N.Y ui.8 75 8 Analysis of markets with significant CATV penetration by size !
| of area of dominant influence |
1 Portland. Ore. 465.9 29.2 6 i
4 Tueson, Ariz 121.7 6.8 6 Number of TV markets by
2 Boise, Idaho 80.7 4.0 5 degree of CATV penetration
[« o o [ s -
! Ensign, Kan. 1.0 2 2 TV homes in ADI 30+ %  20-29% 10-19% 6-9%  Total
Less than 50,000 9 10 9 2 30
States with CATV penetration of 5%, or more 50,000 to 100.000 1 8 7 2 16
100,000 to 200,000 2 6 3 11
(TV Ifomes 000) 200,000+ 1 1 3 2 7
| Total 11 19 25 9 64
Counties with CATYV
AT
CATV 7% Pene- homes in]
State homes tration Number homes state
Vermont 29.8 279 8 87.4 110.3 | Analysis of markets with significant CATV penetration by number
W voming 25.7 27 15 66.0 96.5 of TV stations in market '
Montana 41.5 21 18 117.5 194.1
West Virginia 90.9 19 37 262.9 470.5 Number of TV murkets by
New Mlexico 34.2 13 16 111.6 261.6 degree of CATV penetration
Oreson 713 12 of 187 6 594.9 _Numl:er of slaiions 30+ % __..29:2_9‘?'2 i—lﬂ _5?9‘_7_0_ _Tol_al
Idaho 21.3 11 13 68.2 200.0 3 or more stations 1 5 6 5 17
Nevada 15.8 11 5 54.9 148.9 2 stations 3 4 8 1 16
Mississippi 51.4 10 23 223.6 530.3 1 station 7 10 11 3 31
New Hampshire 17.9 9 5 58.2 198.1 Total 11 19 25 9 64
ENCOUNTER: chant friends weren’t in when the Latin-Americans in their towns.
WALBRIDGE salesman called. We are finding that our cable

fron. page 65

fair, but everyone told him to for-
get it, that politics is the art of the
possible.

And then in the town meeting
one night, they took up the road-
paving contract, and after Uncle
Homer had made his pitch some
big outht from the city thought
they should get the job just be-
cause they had low bid. That kind
of thing can be dangerous, so he
had his boys turn off the cameras
belore the city fellows got started.
It was good to have power to use in
high places. He was very happy.

At least he was until his wife
who kept the books came in a few
days later. He was two payments
behind on the cameras. And, he
would have been able to pay on
the films except for mecting the
payroll. The staff had been getting
skittish and he had heard talk of a
union. He had to take in some
more money, so he raised the rate
on subscribers and 157 quit and
bought rotary antennas. Then he
raised the rates on commercials,
and all of his [air-weather mer-

TELEVISION MAGAZINE

He tried to get an extension on
his loan at the bank but they need-
ed more security and there were
too many liens on the equipment
already. All he had left was the
franchise with the town council,
but when the bank made him go to
them and try to change the clause
that made the franchise revert back
to the town those ingrates wouldn't
do it—after all he had done for
then.

A few weeks later, his brother-in-
law, who was the sheriff, came
around and closed him up. Later
he heard that the big boys, who said
that if he could originate, then
they could t1oo. were getting mil-
lions of dollars from the public
with special shows and movies on
their extra channels. And he
wasn’t verv happv. END

ENCOUNTER: CROSBY

from page 61

interests ol a speciic community
or neighborhood. For instance,
some systems in the Southwest in-
clude local programs in Spanish to
appeal to the needs of the many

WWW.americanradiohistorv.com

subscribers will tune in on the
chorales, the college dramas, the
art shows, the public hearings on
zoning changes, urban renewal,
you name it—we are doing it and
the people are watching. Granted
that not all of our production tech-
niques can compete with the net
works, but we are learning, and we
are filling a real and demonstrated
need. We may not get high Nielsen
ratings, but we don’t care about
ratings and nezd not depend upon
them.

Very interesting partnerships be-
tween cable systems and local radio
stations have begun in the past few
years. We feel that this relationship
1s a natural, combining as it does
the production experience and
trained personnel of the radio sta-
tion and the access to the viewer
the cable system affords. The
willingness of the radio-station ad-
vertisers to pay a little for exposure
of their messages to cable viewers
has been an interesting by-product
of these alliances.

I therefore would encourage my
fellow operators in the cable-
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State CATV totals & penetration by geographic divisions |

Geographic division

CATV homes % Pene- Numberof
Geographic division (000) tration counties Wisconsin
Middle Atlantic: Totals
} New Jersey 27.2 1% 2
New York 126.0 2 22 Motntain:
Pennsylvania 325.9 9 42 Arizona
Colorado
Totals 479.7 4 66 Idaho
Montana
Pacific: Nevada
California 218.6 4 32 New Mexico
Hawaii 1.5 1 1 Utaly
Oregon 71.3 12 24 Wyoming
Washington 67.3 7 21
. Totals
Totals 358.7 5 78
South Atlantic: East South Central:
; Alabama
Delaware 2.2 1 1 Kentucky
Florida 67.4 4 16 Mississippi
Georgia 32.7 5 17 Tennessee
Maryland 35.1 3 5 -
North Carolina 3.8 3 Totals
South Carolina 1.8 1 3
Virginia 26.8 2 13
West Virginia 90.9 19 37 West North Central:
Iowa
Totals 263.7 3 85 Kuansas
Minnesota
Nest South Central: Missouri
Arkansas 28.9 t 20 Nebraska
Louisiana 1.1 2 7 North Dakota
Oklahoma 38.6 5 26 South Dakota
Texas 141.0 5 79
Totals
Totals 222.6 4 132
New England:
Maine
£ast North Central: Massachusetts
Illinois 16.2 1 17 New Hampshire
Indiana 24.9 2 12 Vermont
Michigan 39.1 2 16
Ohio 59.2 2 19 Totals

rvice industry to participate in
cigination ot local programs, par-
cularly those kinds of programs
ot available from networks and
scal stations. Furthermore, | lore-
e a time in the near future when
ey will be receiving this sort ol
ncouragement from the FCC ii-
21f, in 1ts efforts to promote and
xrve the public interest. FND

{XPLODING MYTHS

rom page 59

aid for direct communication be-
ween the client and the people
vho are entrusted with creating his
wlvertising, but I think, and hope,
hat reports of the demise of the
iccount man are vastly exaggerat-
xd. As a practicing member of the
let’s-blame-it-on-the-account-rep
ichool, T really shouldn’t let chis
zet around. But let’s face it: The
man with the brief case plays a
ivital part in getting our commer-
cials on the air, even more impor-
tant than that of Number One sub-
ject of Today's Group Gripe.

The account man is, in the final
analysis, the true “agent” of the
advertising-agency system. He is
the one who must understand all

the conflicting points of view in
the creaton of a commercial or
advertisement and somehow bring
them together before the deadline.
He is the one who must reconcile
the needs ol the mnarketer with the
needs of the musician, the tests ol
rescarch with the taste ol the artist,
the words ol the writer with the
numbers of the media man.

When he is good, the account
man will organize his facts so well,
explain the problem so clearly,
define the limits so precisely, that
the commercial-writer and  his
friends can hardly fail to arrive at
a workable creative solution.

It is, incidentally, a mistake to
suppose that creative people auto-
matically hate any kind ol limi
and welcome gleefully the assign-
ment that says, in eilect: “Do any-
thing you want to, just make it
great.” These are the toughest as-
signments of all, because “no him-
it also means “no clue.” Further-
more, the no-holds-barred assign-
ment often turns out to be not
quite that simple. “At last, just
what you've always wanted, an as-
signment that let's you do any-
thing—anything you like.” That’s
what the man says. So the writer

WWW americanradiohistorv com

CATV homes 9 Pene- Number of
(000) tration counties
24.9 2 15
199.3 2 79
26. 6 10
18.0 3 14
21.3 11 13
41.5 21 18
15.8 11 6
3.2 13 16
3. 1 3
25.7 27 15
187.2 8 95
4495 69 15
1.0 5 34
51.4 10 23
21.4 2 12
163.3 5 84
13.1 2 5
23,9 4 20
45.1 4 21
20.5 2 19
11.4 3 12

1.3 i i
2.1 1 2
117 .4 3 €0
8.2 2
13.6 1 2
17.4 Y 5
29.8 27 8
69.5 2 17
does what he likes, and then 1

turns out that maybe there was just
one teeny tinv little limit after all.
Just one little limit. and that's the
one you broke.

So the expert account man out-
lines the problem so as to leave
freedom where there really is Iree-
dom and sets up clear require-
ments and Tmitations  wherever
they truly exist.

The good account man telis the
truth even when it hurts. He never
conluses the client’s opinion with
his own; he expresses both, clearly
labeled. He  doesn’t make rash
promises  his creative team  will
have to keep. And he has learned,
alas, that any commercial success-
fully sold was “so good it sold it-
sell,” while any commercial turned
down was killed because the ac-
count man gooted.

Do such paragons ol virtue exist,
even in the jaundiced eyes of the
commercial writer? Well, I wouldn’t
want you to spread this around,
but they do, in lact, they do.

Now, as for the other kind, the
bad account man, well, pull up a
chair and have another cup of
coffee while I tell you about the
time . .. END
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EDITORIAL

The widening screen
of TV standards

UHF: digging in
for a long stay

(] Television’s growing maturity would almost cer-
| tainly shock anyone who hadn’t looked at his set in
the last hve years. Yet it seems safe to say that the great
majority ol viewers Is scarcely aware ol it. Like age,
which is not necessarily the same thing, maturity
comes hy an evolutionary process that goes undetected
from day to dav but is unmistakenly apparent when
measured {rom vear to year.

Just how lar television has come in its willingness—
and abilitn—to handle “adult” subjects and “adult”
conversation is examined in considerable detail else-
where In (lus issue, As that report points out, the
process, great as it has been, stops Lar short of the lour-
letter words—and lour-letter activities—that have be-
come lairly routine in the theater, in books and maga-
zines and in movies. But it is perhaps almost as far
removed from the television mores ol only a lew years
ago, when a TV show made headlines lor venturing
to talk about homosexuality.

Television commeicials, too, have been undergoing
evolution, as another report in this issue makes clear.
'he television code and assorted regulatory agencies
are properly given a big share ol the credit, but the
public’s increasing sophistication figures in the com-
mercial evolution, too. Where that sophistication has
freed television programing trom many ol its inhibi-
tions, however, it has jn niany cases imp()sc(l new in-
hibitions and requirements on the creators of com-
mercials- —the requirement to be more than a shill,
to shun the humdrum as well as the AimAan, to find
new ways Lo capture and hold the viewer's attention,

Both of these evolutions, in programing and in
commercidals, have made television a stronger lorce,
We hope they will continue. In a changing society,
television has no choice but to change, Because of its
nature, 1t carries special tesponsibilities and  must
work under special limitations, It probably always will
and always should lag considerably behind the avant
garde in many respects. Yhe absence of any significant
cries of outraged dignity suggests that, to date, tele-
vision has been moving at preity close to a proper
pace with the times,

TELLEVISION MACGALINY
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| [0 At last the promise ol UHF television seems t
have a chance ol realizing its hoped-for fulhllment.

In the past year 28 new UHF stations have gone o
the air, bringing the operating total to 148. Some 16
others are authorized.

Sets capable of receiving UHF are now estimated a
27 million—a figure that will rise quickly since, |
law, all sets must now have UHF capacity.

The most encouraging fact, brought out in the UHE
study that appears elsewhere in this issue, is the im-
provement in experience and attitude of many UH
licensees. The overly optimistic UHF venturer is gone.
Many of those who applied for and received license
| merely as a speculation have disappeared. The shoe
string operators whose ambition exceeded their re
sources are dying out. Their places have been take
by well-fimanced and realistic TV protessionals.

The new breed of UHF operator is prepared fo
the long haul, the carelully planned development o
clearly identified niches in the television market. Thi
lorm of entry will enliven competition and so lead ¢
the expansion of the total market. In time the disting
tions between UHT and VHTI, as designations of sepa
rate television services, will fade and perhaps disa
pear. The advertiser will make his choices on th
criteria of audience delivery and cost.

It is in the major markets that UHF development
1s most apparent. \Where there are large concentra-§
tions of population, the new station may command ai
relatively small share of the total universe and still ™
deliver a commercially attractive audience. But here:
and there in smaller markets islands of UHF adven-
ture are appearing, as for example in Muskegon,
Mich,, which is examined in the ““TELEVisioN on Loca--
tion” department this month, In that far-trom-major
market, WMKG (Tv) is experimenting with a type of
home-town programing that just may turn out to be:
a model for the community station of the [uture.

The social benefit that all this activity promises i§
obvious—diversity in television service ranging from
the national event to the neighborhood issue. And that
is what television broadcasting ought to be all abou
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