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C'MON UNDER

Under the shelter of a single, all-embracing KPRC-TV
sales plan. Programs, spots, participations — every kind
of television you need, all through orne source: KPRC-
TV, Channel 2, In Houston, Texas. All through one
man: Your Edward Petry & Co. representative. And all
paid for with one easy-to-handle monthly payment. One
station, one mar, one payment — that’s the one modern
way to buy Houston television.

P.S. A friendly KPRC-TV representative is waiting for
your call.

' KPRG-TV

HOUSTON, TEXAS CHANNEL 2

‘Qne station, one man, one monthly check to pay — that's the
modern KPRC-TV way!’’

Courtesy of Travelers
Insurance Companies,
Hartford 15, Connecticut



Fred M. Wood
President
WMVB—WMVB-FM
Millville, N.J.

“CATV broadens broadcasting
by adding more local coverage”

“It's a fact of life that residents of smal' communi-
ties have interests of their own which rarely can be
handled by metropolitan broadcasters. On the
other hand, a smail-community TV broadcasting
station which specializes in local events can easily
be courting financial disaster. CATV solves the
dilemma.

"CATV can provide local services while extending
the coverage of major broadcasting stations into
the area. Local news and coverage of local sports
events can be transmitted throughout the town.
Parades and city commission meetings can be wit-
nessed in the living room. Local clergy can pro-
vide devotional services., At the same time, CATVY
can provide sharp, clean pictures of all the major

international, national, and metropolitan news and
entertainment programs from broadcasters.

“There's no doubt about it, CATV gives the TV set
owner a big bargain in program choice extending
to the local level. Its value from a picture quality
standpoint will be even more noticeable as more
color TV sets are bought. Small community citi-
zens are truly beginning to realize that CATVY
means COMMUNITY television in every sense of
the word."”

St A Gk

This statement courtesy of Union Lake Broadcasters, Inc.

JERRNLD

JERROLD ELECTRONICS CORPORATION



CHARLOTTE

and friends

Charlotte Peters, the hostess with the mostest

in St. Louis for almost two decades, delights her loyal

fans daily with her live, completely unpredictable noontime
hour of gaity and song and famous faces. The Charlotte

Peters Show is the only live variety hour in v' @

St. Louis, and St. Louis knows it! @ ST LOU'S




The NFL exhibition games signal the beginning of
another thrilling season of televiewing in the Dallas-
Ft. Worth area. And in the nation's 12th ranked
television market, pro-football televiewing means
KRLD-TV. The November 1966 ARB television
audience estimates show that the NFL football
telecasts on Channel 4 delivered 274,000 homes and
455,000 adult viewers 21 and over per average
quarter-hour in the 12:30 p.m. to 4:00 p.m.

Sunday time period.

Contact your H-R representative for further details
and availabilities.

/ I represented nationally by M@

KRLD'TV ; The Dallas Times Herald Station

Po) “Q\ CLYDE W. REMBERT, President
g {As _FT. wo®
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House heats up

There’s strong chance TV riot cov-
erage will soon be subject of House
Communications Subcommittee hear-
ing. At closed meeting on ETV bill
(see page 48) last week, Commerce
Committee Chairman Harley Staggers
(D-W. Va.) promised subcommittees,
stalled since early spring by full-com-
mittee business, would be unleashed
after this week’s air-pollution hearing
before parent body.

Communications Subconunittee
Chairman Torbert Macdonald (D-
Muss.) said riot coverage and pay-TV
issues have ‘‘top priority.” Networks
should put on record their riot-cover-
age policies and explicit instructions
to news crews, he holds. Cards-on-
table approach should curb any trend
to overcompetitiveness, make re-
straint in coverage feasible, he hopes.
Mr. Macdonald aiso says subcom-
mittee needs full updating on FCC’s
pay=TV plans to “clue Congress in”
before decisions are made.

Plea for restraint

General managers and news direc-
tors of Los Angeles radio and TV
stations were called to private meet-
ing by Chamber of Commerce on
Aug. 7 for briefing on civil disorders.
Broadcasters were told that Los
Angeles Negro community was con-
sidered explosive and were asked, in
effect, to play it cool. It was sug-
gested that if, for example, bomb
was thrown somewhere, incident ought
not to be reported for perhaps sev-
eral hours until situation is under
control.

Although meeting was arranged by
Chamber- of Commerce, it was held
on behalf of “Commirnee of 25, made
up of powerful civic and business
leaders in Los Angeles. John Mec-
Cone, former head of CIA, was
chief spokesman ar meeting. Others
on commitree, but not at meeting,
include Norman and Otis Chandler of
Los Angeles Times and financier
Herbert Hoover Ir. Los Angeles coun-
ty sheriff, Peter I. Pirtchess, attended.
No Negroes or newspapermen were
there.

Sunday comics

CBS-TV is going after Sunday-
morning children's market, starting
network feed at 9 a.m. EDT, hour
earlier than now. It’s scheduling Tom

CLOSED CIRCUIT -

and Jerry, now part of Saturday lineup
but to be replaced there with other
programing. and another cartoon,
Underdog, in new Sunday-morning
hour, effective Sept. 10. They'll lead
into Lamp unto My Feet, which cur-
rently opens network's Sunday pro-
graming at 10 a.m. Till now, ABC-TV
has been only network in Sunday-
morning children’s field (9:30 a.m.
to noon).

Beefing up

Network news competition during
next summer’s political conventions
and campaigns promises to be keener
than ever. Sources close to network
say recent assignment of four addi-
tional news correspondents to Hunt-
ley-Brinkley news show (BROADCAST-
ING, Aug. 7) may be part of plan to
build even stronger NBC political
coverage team than it had in 1964.
Network sources discount speculation
that it augers extension of Huntley-
Brinkley show from present half-hour
to full 60 minutes.

News operations of NBC and CBS
have studied extended news show for
some time and are confident they
could handie lengthened formar. But
two big obstacles to longer news
shows are station clearances and au-
dience: Can viewers sit still for longer
local news programs and hour net-
work news? ABC says it has given
hour news only cursory study.

These trips necessary?

TV commercials for theatrical films
dealing with use of LSD, marijuana
and other drugs by members of hip
generation are matter of concern to
National Association of Broadcast-
ers Code Authority. Most films are
being produced by nonmembers of
Motion Picture Association of Amer-
ica, so MPAA code can’t be enforced.
Current problem area is similar to one
code got into few years back when
major film houses were running sexy
trailers on TV and code found trai!-
ers were more sensational than movies
they were promoting.

Code staff has hed complaints and
queries from stations on advisability
of running commercials for LSD-type
pictures. Last week Howard Bell, code

director, was in Hollywood talking
to top filin executives to see what can
be done abour problem.

0z moves

“Wizzard of Oz,” Judy Garland-
Ray Bolger motion-picture classic
that’s been winning big audiences for
CBS-TV for vyears, reportedly will
move to NBC-TV starling in 1968.
Word circulated Friday that NBC had
signed exclusive-rights deal with MGM
for sum described only as multi-mil-
lion dollars.

Coloring the news

Strong swing to color in presenta-
tion of local news shows on TV sta-
tions will be reported to Radio-Tele-
vision News Directors Association
convention in Toronto Sept. 12-16.
RTNDA survey drew returns from
80% of all commercial stations, showed
three out of four now air at least part
of their news in color.

Some other color findings by
RTNDA: Total of 115 stations now
process own color newsfilm, another
260 will install own processors by
next year. In major markets stations
also use fast-service conunercial proc-
ess houses.

Mail call

It's apparent pipeline leads from
office of Senator John McClellan (D-
Ark.) to National Community Tele-
vision Association top echelon. Sena-
tor, chairman of Judiciary Commit-
tee which is studying copyright over-
haul, received letter from Paul Com-
stock, National Association of Broad-
casters’ vice president for government
affairs, opposing moratorium on
CATV liability (which senator has
been asked by CATV to propose).
Within two hours after letter was de-
livered, Alfred Stern, Television Com-
munications Corp., former NCTA
chairman, and key figure in recent
dialogue between some broadcasters
and CATV operators, was on phone
with NAB chairman, Grover Cobb,
kvGB Great Bend, Kan., asking wheth-
er NAB intended letter to torpedo
fledgling broadcaster-CATV  talks.
Cobb reply was “no,” but NAB felt
written restatement of its oral posi-
tion was necessary at this time.
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Every week, th‘is‘ %on .
takes 1,764,000 Clevelandert
for a ride. 1

His name’s Jim Doney, and he travels extensivel

now appears for a full hour every weekday from =
5to 6 p.m. This is the kind of local programming
that's created our strong relationship with the
Cleveland viewer. We turn each other on.

_ WIW-TV CLEVELAND
“We'returned on

N

y
throughout the waorld to bring fascinating,
original movies of its four corners into Cleveland's '
homes. And the people love it. So much so _’
that Mr. Doney's program, Adventure Rood, k 'l i ]
1

w
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WEEK IN BRIEF

Like Detroit auto designers, TV film producers already
have their eyes on next year's projects. Initial outlook
for 1968-69 season focuses on increasing number of longer
programs. See . .,

FOCUS OF INTEREST... 27

Spot radio business inched forward slightly but net-
work radio slid down 7% during first quarter to show over-
all revenue loss for radio compared to first quarter of '66.
RAB looks to better second quarter. See . ..

RADIO DOWN $1 MILLION ... 30

First half of year showed relatively few shifts in adver-
tising agencies compared to last year. Only three ac-
counts in over $10-million class moved this year compared
to eight in 1966. See .

DECLINE IN HOPPING ... 40

NBC-TV backs down on its proposal to increase number
of commercial minutes in its movies. Network will stay
at 14-minute level because it says conditions aren't suit-
able for increase. See ...

NBC-TV MOVIES ... 41

Macdonald sees ‘long conference' looming between
House and Senate once CPB bill passes House balloting.
Measure goes through House Commerce Committee on
15-6 count. See. ..

HOUSE FLOOR FIGHT ... 48

FCC says it won't suspend its rule requiring applicants
to show ability to finance station for one year since rule
has worked well in hearings. Denies FCBA rule-suspen-
sion request. See ., ..

FCC UPHOLDS RULE... 49

Regardless of what broadcasters say or do, World Trade
Center is going to be built and many viewers in New York
metro area will have at least one year of interference with
their TV signals, Lee reports. See ...

TRADE CENTER INTERFERENCE ... 58

Stanton, Goodman tell Scott they don't hold with sug-
gestion that media create ‘code of emergency procedure’
to deal with riots. Stanton also hits charge of network
gives militant disproportionate time. See . . .

NETWORKS VETO CODE... 60

Reardon seems adamant in having his report go through
ABA as it stands with no more concessions to media.
Feeling comes from representatives at ABA's Honolulu
meeting. Fight will go to House of Delegates. See..

ABA’S NEWS MUZZLE... 66

U.S. has become focal point of world news and foreign
newsmen have been flocking to its shores making it most
extensively covered nation on world radio-TV. Recent im-
provement noted in balanced coverage. See ...

FOREIGN NEWSMEN ... 68

DEPARTMENTS
 oeoune T . | Broadeasting
BROADCAST ADVERTISING ....... 30 PROGRAMING .....ooooooovomvovooeers. 60 BUSINESSWEEKLY OF TELEVISION AXD AN
CHANGING HANDS ... 30 WEEK'S HEADLINERS .......cccceomeuee 10 Published every Monday by Broab-
CLOSED CIRCUIT oo 5 WEEK'S PROFILE ..o, 95 | GASTING PUBLICATIONS e, Secondsclass
and a onal offices.
DATEBOOK ....oooorvccee . 14 :bdd*igﬂ ! ﬂii Atnual sub
EDITORIAL PAGE .. 96 ﬂx‘fm‘§5 l}g:nsfl:v?ggﬁgcllﬁ:’:nes g’g‘:oro
EQUIPMENT & ENGINEERING ... 58 %oéig“:izosb‘%”igﬂ ‘;?z 0 per Year Tor
FANFARE ..o rceer 56 tri::sa ;gbac?ber isso: oaccg:’;)at%rgo rg;
FATES & FORTUNES oo 76 - q“%?%s‘?%gkéégér?nc fl%';o?oﬁ
FINANCIAL REPORTS oo, 54 e Ropy. cC every Jamuamy. per
0 AMERICAN BOSINESS PRESS, INC. Subscription orders and address
FOR THE RECORD woovoveevocrrrrrres. 8 et e R
IR0, - ¢ on Dept., eSales Stree
TEE/;DMSET[;)I?( ...................................... i; s >,,° i X‘iiae?"‘.?f'e&%'ﬂcn?ue% SRS
........................................ : i chianges, please include Foth old and
MONDAY MEMO ooooooooooe. 24 ] o front cover of magazine.
[N

BROADCASTING, August 14, 1987




what is an inf]uen(jibleg

One of the lively ones. Intense, interested, keenly attuned. This vital market
of young adults has tremendous buying power, and Storz radio reaches them.
The influencibles are mostly Young Marrieds with children, so chances are
they're in the market for your product or service. Concentrate on this lively,
responsible audience and get sales action fast. Influence the influencibles.®

V) ) WDGY Minneapolis-St. Paul WHB Kansas City KOMA Qklahoma City
(Blair) {Blair) {Blair)
KXOK St. Louis WTIX New Orleans WQRAM Miami
(RAR, Inc.) {Blair)
8
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Late news breaks on this page and on page 10
Cemplete coverage of week begins on page 27

Possible clearing
in copyright haze

Broadcasters meet Tuesday (Aug.
15) with copyright office and congres-
sional staff members on CATV prob-
lems—interim legislation proposed to
temporarily exempt CATV and major
copyright revision bill now stalled in
Senate Judiciary Committee.

Controversy over CATV copyright
liability is boiling anew in Washington
amid reports CATV interests are pre-
vailing on Justice Department to ask
Supreme Court to hear appeal on
United Artists-Fortnightly case. Deci-
sion in that case, upheld by appellate
court, found CATV liable for copy-
right. Another report has Senator John
McClellan (D-Ark.), chairman of
Judiciary Committee, ready to introduce
bill that would suspend right of copy-
right holders to sue CATV’s for in-
fringement until new copyright bill is
passed, even if Supreme Court upholds
UA decision. .

On Thursday (Aug. 10), cable oper-
ators, including some broadcasters with
CATV investment, met by invitation of
Register of Copyrights Abraham L.
Kaminstein. Copyright office says pur-
pose of meetings is to search for com-
mon ground necessary to move first
major copyright revision in 50 years
off dead center.

‘Daylight’ » Copyright office observer
at last week’s meeting was cautiously
optimistic that compromises may be
worked out: “We saw a little day-
light.”

At meeting were NCTA’s Frederick

Lee rolls through

Less than 24 hours after Com-
merce Committee approval, Sen-
ate confirmed appointment of
FCC Commissioner Robert E.
Lee to third seven-year term.
Senate passed nomination without
objection at start of business
Friday (Aug. 11).

Senate Commerce Committee
gave favorable report to Lee’s
nomination Thursday, following
brief hearing conducted by Com-
munications Subcommittee Chair-
man John O. Pastore (D-R. L.)
10 days ago (BROADCASTING,
Aug. 7).

BROADCASTING, August 14, 1967

W. Ford (president), Bruce Lovett
(general counsel), Alfred Stern (past
chairman and chairman of ad hoc
copyright committee) and Jack Crosby
(chairman); George Hatch, xuTtv(TV)
Salt Lake City; Charles Woodard,
Westinghouse Broadcasting Co.; Robert
Beisswenger, president, Jerrold Corp.,
and Harry Plotkin, Washington com-
munications attorney.

Present from copyright office were
Mr. Kaminstein; Barbara Ringer, as-
sistant register of copyrights, and three
others. Edd Williams, assistant coun-
sel for Senate copyright subcommittee,
and Herbert Fuchs, counsel for Senate
copyright panel, represented Hill in-
terests.

Set to attend tomorrow’s meeting are
individual broadcasters, National Asso-
ciation of Broadcasters, Association of
Maximum Service Telecasters, and All-
Channel Television Society.

Third meeting with copyright holders
is scheduled for Thursday (Aug. 17).

ABC joins opposition
to Scott’s proposal

ABC Inc. Vice President James
Hagerty on Friday (Aug. 11) joined
CBS President Frank Stanton and NBC
President Julian Goodman in rejecting
recommendation by Senator Hugh
Scott (R-Pa.) that networks and wire
services adopt ‘“code of emergency
procedure” to govern news coverage
of racial riots (see page 60),

It was also learned Friday that AP
General Manager Wes Gallagher and
UPI President Mims Thomason had
also replied to Senator Scott in strong
terms. Mr. Thomason is said to have
expressed concern that “member of the
U, S, Senate holds {the] belief” that
news media contributed to recent civil
disorders.

Mr. Hagerty wrote Senator Scott
that while ABC had no objection to dis-
cussing urgent problem of disorders
“with anyone who could be helpful,”
it had “serious doubts” that federal or
local and state government auathorities
should seek to impose any guidelines or
restrictions on media coverage of any
news.

“We feel that our editorial responsi-
bility and discretion, in the main, has
been good and in the public interest,”
he continued. “But T hope we would
never ciose our minds or our actions
to any constructive suggestions in an
area that is of deep and continuing
concern to all of us.”

AT DEADLINE

Spokesman said Senator Scott was
“very pleased” with all responses, Ac-
tion resulted in “discussion at great
length” on complex issue, provoked
thought, aide noted.

More movies on TV
produce bigger shares

Movies on television claim bigger
audience share as movie exposure on
air grows, A. C. Nielsen Co. indicated
Friday (Aug. 11) in report on three-
year trends. Audience composition has
included heavy share of larger house-
holds where lady of house is under 50,
Nielsen said, while households of middle
and upper-income groups viewed more
than those in lower-income levels, In
fall quarter 1966 (five nights of movies)
films attracted 37% share of audience
in same period 1965 (four nights of
movies) 35%, and in 1964 three movie
nights) 34%.

HHH asks DJ's help

Vice President Hubert H. Humphrey
Friday (Aug. 11) appealed for support
of U. S. disc jockeys to wage “on-the-
air” campaign for better schools, more
jobs and recreation for young people.
His speech, recorded for delivery at
Atlanta-held national convention of
National Association of Radio An-
nouncers, urged DI's to play recorded
announcements from entertainers, ath-
letes and others in public life that stress
children should stay in school or re-
turn if they have dropped out.

“More people listen to you,” he said,

Once more into courts

Complex  wxxL  Harriman,
Tenn. case, which has been
through four judicial sessions, may
have still another day in court.
Friday (Aug. 11), wxxr filed
notice of appeal in U. §, Court
of Appeals for District of Colum-
bia, against FCC’s Aug. 9 deci-
sion that denied station’s applica-
tion for AM construction permit
and ordering it to cease operation
on Aug. 15. Commission had based
its decision on finding that F. L.
Crowder, wxxL owner, had traf-
ficked with his prior broadcast
properties (see page 52).

more AT DEADLINE page 10
9



WEEK'S HEADLINERS

Mr. Chesley

Mr. Raidt
Harry W. Chesley Jr., president of

D’Arcy Advertising Co., St. Louis,
elected chairman of board. He will
continue to operate from that city
and eventually assume active mana-
gerial chores of R. H. Gagner, former
D’Arcy board chairman in New York,
who plans to retire. William T. Raidt,

executive VP in Chicago. elected presi-
dent and will return to D’Arcy’'s New
York office. Daniel H. Lewis, executive
VP in San Francisco, elected vice chair-
man of board and corporate creative
director, new position. He will continue
to operate from San Francisco.

George J.
Abrams, senior
VP and market-
ing executive,
William Esty Co.,
New York, re-
signs and will join
another firm next
month. He was
former advertis-
ing VP of Revlon
Inc,, and Block
Drug Co.

Mr. Abrams

For other personnel changes of the week see FATES & FORTUNES
e e e T e S

“and to the music you play than listen
to me and the words I speak.” He con-
cluded: “We can help our young people
help themselves, and that's what they
really want to do. They want a chance.”

IAD has its own
fairness guidelines

Institute for American Democracy
Inc.,, Washihgton nonprofit organiza-
tion formed year ago to combat right-
wing extremists among others, an-
nounced Friday (Aug. 11) that it had
urged 100 prominent church, labor,
civic and business leaders to demand
free reply time whenever they are sub-
jected to personal attack.

Letter, over signature of Chairman
Dr. Franklin H. Littell, calls attention
to fact that FCC’s new fairness rules
become effective today (Aug. 14).
New rules, adopted last month, codify
previous fairness doctrine policies into
regulations (BROADCASTING, July 10).
One effect of rules is that broadcasters
who fail to notify subject of per-
sonal attacks may be fined up to
$10,000.

IAD letter went to 100 citizens
“likely to be on receiving end of per-
sonal attacks,” of whom 70 are mem-
bers of association’s board of sponsors.
These include cross-section of public
leaders and include Steve Allen, Thur-
man Arnold, Hodding Carter, Senator
Clifford P. Case (R-N. I.), Senator
Gale McGee (D-Wyo.), Ralph McGill,
Mrs. Esther Peterson, Walter P. Reu-
ther, Dore Schary.

10

Colo. CATV decision
is due tomorrow

Colorado Springs city council meets
Tuesday (Aug. 15) to decide who gets
CATV franchise, following hearing on
Aug. 9 where three applicants sub-
mitted bids for cable operation, high-
lighted by Vumore Inc. offer to pay
city up to 35% of gross receipts an-
nually. Vumore is owned by RKO
General Inc.

Rocky Mountain Cablevision. con-

trolled by Foote, Cone & Belding,
offered city up to 11%; Colorado
Cablevision, combination of KKTv-

(Tv) that city, Time-Life Broadcast,
Westland Theaters Inc. and Televents
Inc., offered 10%.

Rocky Mountain also recommended
that council franchise two systems and
let market place competition prevail.

Among spokesmen for Rocky Moun-
tain were Newton Minow, former FCC
chairman, now Chicago attorney; Louis
E. Scott, FC&B executive; for Vumore,
Bill Daniels, Denver; for Colorado
Cable, Rush Evans, KKTv executive
vice president.

Fourth applicant, Telerama Inc.
(muitiple CATV owner principally
owned by Scripps-Howard Broadcast-
ing), failed to submit bid.

D-F-S bounces back

Dancer-Fitzgerald-Sample’s dark week
was brightened bit with announcement
Friday (Aug. 11) that agency had been
awarded Sterling Drug's Cope account,
which is expected to bill from $4.5
million to $5 million. Earlier in week,

D-F-S lost $10 million Falstaff brewing
account to Foote, Cone & Belding (see
page 45). Cope had been with N. W,
Ayer & Son.

CBS gets piece
of Bay Area CATV

CBS said Friday (Aug. 11) it had
acquired 49% interest in CATV sys-
tem in San Francisco area, marking
its entry into CATV in U, 5. CBS ex-
ercised option acquired in October 1965
(BrROADCASTING, Nov. 1, 1965) for
minority interest in Television Signal
Corp., CATV operator in San Fran-
cisco. CBS has minority interests in
systems in Vancouver and Victoria,
both British Columbia.

San Francisco and British Columbia
stations are owned by Canadian Wire-
vision Lid., principally owned by Van
Dyke Investments Ltd., muitiple Cana-
dian CATV owner,

In announcing purchase, Merle S.
Jones, president of CBS Television Sta-
tions division, said network “has al-
ways felt that CATV performs anes-
sential role when it serves subscribers
who are unable to receive adequate off-
the-air television broadcast service.”

CBS had said in 1965 that it would
not exercise its option in TSC until
pending copyright litigation was re-
solved, but Mr. Jones said Friday, that
CBS expected resolution to come soon-
er. Issue is still in courts.

Blair earnings down

John Blair & Co., New York, sta-
tion representative, reported Friday
(Aug. 11) decreased earnings and
revenues for first six months of 1967.

For period ended June 30:

1967 1966
Earnings per share $1.04 $1,05
Gross revenues 5.667,599 5,730,924
Net earnings 1,055,278 1,111.356
Shares outstanding 1,017.377 1,056,405

Hawaiian Open via satellite

Plans for what's described as first
live sports telecast from Hawaii to
U.S. mainland are being announced
today (Aug. 14). Via Lani Bird satel-
lite, Hawaiian Open golf tournament
will be carried in color on NBC-TV
on Nov. 4 (6:30-7:30 p.m. EST) with
sponsorship of 3-M Co, via MacManus,
John & Adams and United Air Lines
through Leo Burnett.

More on drawing board

Add two more projects to program
development deals 20th Century-Fox
TV has made with ABC-TV. They are
Tales of the Unknown, hour anthology
series, and The Ghost and Mrs. Muir,
half-hour comedy. Both are aimed at
1968-69 season (see page 27).
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“Channel 2 did much the best TV job of covering the

tragic Newark race riots and generously shared the

film last night with non-commercial Channel 13."
BOB WILLIAMS, NEW YORK POST, JULY 15

“WCBS-TV is on the job with Newark riot special.
Channel 2 can take a bow for delivering a half-hour
report yesterday afternoon on Thursday night's riot-
ing in Newark.... In addition to excellent films of the
outburst, the 1 PM telecast. which preempted ‘2 at
One,' showed Governor Hughes' press conference,
plus interviews with Negro leaders, Newark's Mayor
Hugh J. Addonizio and eyewitnesses. Reporters Chet
Curtis and Martin Steadman provided firsthand ac-
counts and gave background....”

KAY GARDELLA, DALY NEWS, JULY 15

"[WCBS-TV], which has given an outstanding cover-
age of the tragedy, devoted another special to the
gory outbreak during the evening.”

BEN GROSS, DAILY NEWS, JULY 17

“The Ch. 2 ‘Newsmakers' program abandoned a chat
about Mayor Lindsay's ‘Summer Task Force’ and
switched to the tragic social battle-ground of Newark.

Proving Ground

It is in time of public emergency that it becomes most clearly
apparent why WCBS-TV maintains the largest and most professional
local television news staff in the country. Not content to rely on news
wire services or simply to broadcast highlights of a major story,
WCBS-TV News is able to throw the skills and experience of nearly 150
seasoned news professionals into providing on-the-spot live (and/or
film} coverage pius background, cause and effect as well. From many

locations at once.

The repeated notice taken by the press of the WCBS-TV News riot
coverage confirms what has been apparent for some time to viewers:
that WCBS-TV News has set new standards for broadcast journalism,
and in doing so has surpassed all others, by far, in the dimensions of its

service to the community

...The result was a 'live’ interview with Mayor Addoni-
zio and Gov. Hughes. Ch. 4 at the time was replaying
an old repeat....Ch. 7 also was preoccupied with pro-
gramming echoes....Ch. 2 again wisely dropped a
scheduled ‘Eye on New York' replay and instead went
for an ‘Eye on Newark' venture, in which its reporters
were given an oppartunity toexpress their viewpoints
on the violence. ...t was a remarkable day for good
local TV journalism on the part of Ch. 2....By the
time Ch. 4 got around to ‘special’ attention to the
Newark story at 11:15 last night, there was another
big story brewing, the rail strike...."”

BOB WILLIAMS, NEW YORK POST, JULY 17

"The depth and drama of the [WCBS-TV] television
coverage impressed New York viewers who regis-
tered shock at the graphic depiction of the ‘battle
zone' a few miles away.”

EDITOR & PUBLISHER, JULY 22

"“Friday's 6 p.m. news on WCBS-TY had an excellent
riot wrapup lasting through the first half hour of the
show...well ahead with the up-to-the-minute report.”

VARIETY, JULY 26
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COLOR TAPE PICTURES

RCA

)| .I@

without the penalty of
complicated operation

It's one thing to produce the sharpest, most
brilliant, truest color tape pictures . . . superb
dupes through four generations. It's still another
to bhave all this sophistication combined with
operating simplicity.

NEW OPERATING CONVENIENCE

Design features not available on other machines
— automatic indicators, total instrumentation,
grouped controls—all make it easier for the oper-
ator to exercise command of the sophistication of
the TR-70 and thus achieve its total high band
capability. Operating efficiency is increased and
chance for operator error is reduced through in-
depth marriage of man with machine. Monitoring
of audio and video are at ear and eye level; record
and playback control panels are separated; tape
transport is waist high, sloped at a 45 degree
angle and easy to thread; electronics module
bank is completely color integrated.

NEW EASE OF MAINTENANCE

Standard construction means easier mainte-
nance. All plug-in modules are the same style, are
keyed to avoid incorrect positioning—and, no
tools are required for removal. Over 160 test

New RCA Video Tape
Series 7000 for standard or
high band. Notable for low
head wear and signal-to-noise
advantages.

Manufactured by RCA!

FORM 335118

—_— ®

points and push-button monitoring points on front
panel trace signal from input to output; 4-mode
FM test facility is built in. Everything is easily
accessible without removing front panels or
screws—There's no emptying of water trays; no
getting down on hands and knees to reach
modules,

NEW COLOR PERFORMANCE

Designed, tested and delivered for high band
color, the TR-70 is all ready to go when you re-
ceive it. Here's a new standard in color tape oper-
ation, Excellent signal-to-noise ratio—better than
46 dB—coupled with less than 1.5 per cent color
K factor rating for the entire system and a virtually
flat 0.5 dB frequency response—to produce
brilliant pictures. Highly saturated color can be
recorded and reproduced beautifully without
moire. The basic machine is high band color, but
with flick of a switch can be used for low band.
Pix Lock, Line Lock, ATC and Color ATC are in-
cluded. It's not only the finest—it sets new stand-
ards all along the line,

Why not see it, and prove it for yourself? Call your RCA
Broadcast Representative. Or write RCA Broadcast and
Television Equipment, Bidg. 15-5, Camden, N. J. 08102

A\
I\ | The Most Trusted Name in Electronics



a
thought-provoking
suggestion

FOR BROADCAST
MANAGEMENT

Sometimes it's a good idea to get
another point of view on your op-
eration—an outside look. Are things
really as good . . . or as bad as they
look to you?

It helps most if the feelings, opin-
ions, and attitudes come from the
audience itself — from both those
who like your radio or television
station and those who like your
competitors’.

When you think about it, it’s really
amazing how readily money is ap-
propriated for capital investment in
plant and equipment, but how little
and how reluctantly it is appro-
priated for depth research into the
audience itself. And after all, they
are the target for the whole broad-
casting effort.

Our company uses the unique skills
of the social scientist to examine
in detail, program-by-program
and personality-by-personality, the
strengths and weaknesses of your
station and the others in your mar-

ket.

Our clients know where they stand
and, more importantly, the reasons
why their ratings tabulate the way

they do. They also know just as
much about their competitors.

One of the principal reasons for
our contract renewals year after
year Is that we do more than just
supervise a research project. We
stay with you for a whole year to
make sure you understand it and
that it works for you.

Our contribution and the aggres-
sive management effort of some of
our clients have helped them to
move from third place to first place
in some of the country’s most com-
petitive markets.

If you would like to talk to us
about it, we will be pleased to
come and visit you with no obliga-
tion on your part. Just drop us a
note, or better still, give us a call.

AW L)
_Ji%;il{_é)

McHUGH anD HOFFMAN, INC.

Television & Adveriising Consulianis

430 N. Woodward Arvenue
Birmingham, Mich. 48011

Area Code 313
644-9200

A calendar of important meetings and
events in the field of communications.

sIndicates first or revised listing.

AUGUST

Aug. 13-17 — Second Intersoclety Energy
Conversion PEngineering Conference spon-
sored by the American Society of Mechan-
fcal Engineers, the Institute of Electrical
and Electronics Engineers, the American
Institute of Chemical Engineers, the Amer-
ican Nuclear Society, the Society of Auto-
motive Engineers and the American Insti-
tute of Aeronautics and Astronautics.
Hotel Fontainebleau, Miami Beach, Fla.

Aug. 14—Deadline for reply comments on
proposed FCC rulemaking to amend part
73 of the commission rules to specity, in
lleu of the existing MECV concept for AM
stations, & standard method for calculating
radiation for use in evaluating interference,
coverage and overlap of mutually prohibited
contours. The MEOV method is used to
measure radiation from directional antennas.

Aug. 14—Sixth annual TV day of the
Georgia Association of Broadcasters. Regency
Hyatt House, Atlanta.

Aug, 17-20—Meeting of the board of direc-
tors of the American Women in Radio and
Television. Century Plaza hotel, Los Angeles.

Aug. 22 — Annual stockholders meeting,
Rollins Inc., to elect four directors and
vote on amendment of charter authorizing
Issuance of 500,000 shares of preferred stock
in additlon to present 6 million common and
45 millon class B common. Bank of Del-
aware Bldg.,, Wilmington, Del.

Aug. 22-23—Meeting of the Hawailan As-
sociation of Broadcasters. Speakers include
Vincent Wasilewski, NAB president. Shera-
ton-Maui, Kaanapale, Maui.

Aug. 22-25—1967 Western Electronic Show
and Convention. Cow Palace, San Francisco.

Aug, 24—Second annual New York sales
seminar of the National Association of FM
Broadcasters. New York Hilton hotel, New
York.

Aug. 24-25—Meeting of the Arkansas Broad-
casters Association. Coachman’s Inn, Little
Rock.

Aug. 25—Deadline for comments on FCC’s
proposed revamping of VHF translator rules
and policies regarding competitive problems
and increased effective service.

Aug. 25-27—Fall meeting of the West Vir-
ginia Broadcasters Assoclation. Speakers
include Grover C. Cobb, KVGB Great
Bend, Kan.; Douglas Anello, NAB general
counsel; George Huntington, executive vice
president, Television Bureau of Advertis-
ing: and Jack Harvey. Blackburn and Co.
Greenbrier hotel, White Sulphur Springs.

Aug. 28-30—Board of directors meeting,
National Community Teievision Association.
Washington.

Aug. 29-Sept. 3—Fourth International Tele-
vision Contest. The contest theme—"“Ways
into the Future”—limits entries of television
film or video tape to productions in dra-
matic or documentary form dealing with
aspects of the evolution into the world of
tomorrow. Regulations governing the contest
can be obtained from: Television Contest,
1-13 Bundesalle, Berlin 15.

SEPTEMBER

nSept. 1--Stockholders meeting, Gannett Co..
for purpose of recapitalizing preliminary
to offering stock to plblic. Rochester, N.Y.

Sept. 8-9—Board of trustees meeting of
the Educational Foundation of the American
Women in Radio and Television. Minne-
apolis.

Sept. 10-15—Sixth advanced advertising
management seminar conducted under the

DATEBOOK

auspices of the advertising management de-
velopment committee of the Association of
National Advertisers. Hotel Hershey, Her-
shey, Pa.

mSept. 11—National Broadcasters Club mem-
ber-guest golf tournament, reception and
dinner. Washington Golf & Country Club,
Gaithersburg, Md.

mSept. 11-12—Conference on “The Use and
Regulation of the Radio Spectrum,” spon-
sored by the Brookings Institution and Re-
sources for {he Future Inc. Position papers
being prepared by Drs. Sidney S. Alexander,
Massachusetts Institute of Technology; Har-
vey Levin, Hofstra University; John Mec-
Gowan, Yale University; Willlam Meckling.
University of Rochester, and Leland John-
son, Rand Corp. Airlie House, Warrenton,
Va.

Sept. 12-16—Annual convention of Radio-
Television News Directors Association.
Royal York hotel, Toronto.

Sept. 13-15—Meeting of the Michigan As-
soclation of Broadcasters. Hjdden Valley,
Gaylord.

13-15—Fall conference of the Min-
Association. Kahler

Sept.
nesota Broadcasters
hotel, Rochester.

Sept. 14-15—Fall meeting and seminar of
the Pennsylvania Association of Broadcast-
ers. Shawnee Inn, Shawnee-On-Delaware,
Pa.

Sept. 14-16—Management seminar, Na-
tional] Community Television Association.
Inn of the Six Flags, Dallas.

Sept. 15-l16—Annual fall meeting of Loui-
siana Association of Broadcasters. Speakers
include Vincent Wasilewski, NAB president,
and Howard Bell, director, NAB Code Au-
thority. Downtowner hotel, New Orleans.

Sept. 15-16—Meeting of the Maine Associa-
tion of Broadcasters.

Sept. 15-17—Northeast area conference of
American \Women in Radio and Televi-
sion. Hotel Otesaga, Cooperstown, N.Y.

Sept. 18—Administrative radio conference
of the International Telecommunication
Union. Geneva.

Sept., 18-23—102nd semiannual technical
conference and equipment exhibit of the
Society of Motion Picture and Television
Engineers. Edgewater Beach hotel, Chicago.

Sept. 20-21—CBS Radio affiliates conven-
tion. New York Hilton hotel, New York.

Sept. 21-23—Fail symposium, Group on
Broadcasting, Institute of Electrical and
Eiectronics Engineers. Mayflower hotel,
Washington.

Sept. 22-23—Meeting of the Hawaiian Asso-
clation of Broadcasters. Sheraton Maui
hotel, Kaanapali.

Sept. 22-24—Southwest area conference of

mindicates first or revised listing.

NAB FALL CONFERENCES

Cct. 16-17—Martiott motor hotel,
Atlanta.

Oct. 19-20—Marriott motor hotel,
Dallas.

Cct. 23-24—Sheraton-Park, Washing-
ton.

Cct. 30-31—Sheraton-Boston, Boston.

Nov. 9-10—President hotel, Kansas
City, Mo.

Nov. 13-14 — Brown Palace hotel.
Denver.

Nov. 16-17--Statler Hilton, Les An-
geles.

Nov. 20-21—Palmer House, Chicago.




who needs 1t2

Fair question. More than a quarter of a million
families have been enjoying excellent reception
on KELO-LAND TV right along. So who's to thank
us for this new, 2,000-ft. tower? The “thank you”
notes in our mailbag come from 79,210° new tv
families, who move into the xELO-LAND orbit this
month. Starting in mid-August, KELO-LAND'S
Channel 11, Sioux Falls, becomes the new prime

*Additional tv homes in Grade B area.

KELO-tv 11 Sioux Falls, S.D,, interconnected with KDLO-tv, KPLO-tv

JOE FLOYD, President

Evans Nord, Executive ®
Yice Pres, & Gen, Mgr.

Larry Bentson, Vice-Pres.

REPRESENTED NATIONALLY BY @ IN MINNEAPOLIS BY WAYNE EVANS

vhf source of CBS shows for these 79,210 addi-
tional families. We're pleased as punch to be
entrusted with CBS service to 79,210 additional
homes. Naturally, we're pleased also to provide
the advertiser with that many additional tv house-
holds — more than 270,300 men, women and chil-
dren added to the kELO-LAND AUDIENCE. You can
thank our new 2,000-ft. power tower for that.

Minn, B




Facts in focus...

the NSI
PROGRAMS
IN PROFILE

e A market-by-market report
on the performance
of all qualifying
Network Programs.

e Published in Fall and Spring

For complete details
call, wire or write

Nielsen Station Index

NS!| EXECUTIVE AND EASTERN
SALES/SERVICE OFFICE

NEW YORK (10019)
1290 Avenue of the Americas - 956-2500

NSI SALES/SERVICE OFFICES
CHICAGO (60601)

360 N. Michigan Ave. ., 372-3810
HOLLYWOQOD (90028)
1680 M. Vine St. - HOliywood 6-4391

SAN FRANCISCO (94104)
68 Post SL - YUkon 6-6437

a service of
A.C.Nielsen Company
CHICAGO (60645)

2101 Howard Street * 465-4400

the American Women in Radio and Televi-
sion. Tulsa, Okla.

Sept. 24-25—Meeting of the Texas Assocla-
tion of Broadcasters. Commodore Perry
hotel, Austin.

Sept. 24-26—Annual meeting of Nebraska
Association of Broadcasters. Fort Sidney
mator hotel, Sidney.

Sept. 24-27—Annual conference of the In-
stitute of Broadcasting Financial Manage-
ment. Sheraton-Ritz hotel, Minneapolis.

Sept. 26-27 — Executive committee meeting,
National Community Television Association.
‘Washington.

Sept. 27—Deadline for reply comments on
FCC’s proposed revamping of VHF translator
rules and policles regarding competitive
problems and increased effective service.

Sept. 27-29—Meeting of the Tennessee As-
sociation of Broadcasters. Mountain View
Lodge, Gatlinburg.

Sept. 28-20—Second annual management
and programing seminar of TV Stations
Inc., New York. New York Hilton hotel,
New York.

Sept. 28-Oct. 4—Japan Electronics Show
sponsored by the Electronic Industries As-
soctation of Japan. Minato International
Trade Fair Grounds, Osaka City, Japan.
For information contact EIA-J at Electronic
Section, Japan Light Machinery Information
Center. 437 Fifth Ave.. New York.

Sept. 20—Deadline for comments on FCC
proposed rulemaking that would establish
pay television system performance capabil-
ity standards. FCC has proposed a set of
criteria for type acceptance of pay-TV sys-
{ems, similar to conventional TV station op-
eration, including requirements that spectral
energy in transmission shall not exceed cer-
tain limitations; no increase in TV broadecast
channel width (6 me) shall be required;
visual and aural power shall not be in ex-
cess of that now authorlzed; internal modi-
fications to subscribers’ receivers shall not
be required: interference to conventional
TV and subscription TV, co-channel and
adjacent channel, black-and-white and col-
or, shall not exceed that occurring from
conventional television broadeasting, and
susceptibility to interference of any kind
shall not be greater than with conventional
television broadcasting.

Sept. 29-Oct. 1—Mideast area conference of
the American Women in Radio and Tele-
vision, Knott’s Motor Inn, Baltimore.

OCTORER

Oct. 2-3—Annual fall meeting of New
Jersey Broadcasters Assoclation. Chexrry Hill
Inn, Camden.

Oct. 2-6—A short course in management
for engineers sponsored by the Georgia In-
stitute of Technology. For more information
write or call: Director, Department of Con-
tinuing Education, Georgia Institute of
Technology, Atlanta 30332. (404) 873-4211,
Ext. 343.

Oct. 4—Hearing on Federal Trade Com-
mission trade regulation regarding decep-
tive advertising of number of working
transistors in radio receiving sets. FTC
Building, Washington.

Oct. 6—Television ball sponsored by the
New York chapter of the National Academy
of Television Arts and Sciences, New York

FALL MANAGEMENT CONFERENCES
OF RADIO ADVERTISING BUREAU

Sept. 18-19—Hilton Inn, Dallas
Sept. 21-22—Hilton Inn, Atlanta

Sept. 27-28—White Plains hotel, White
Plains, N.Y.

0¢t. 16-17—The Dearborn Inn, Detroit
Oct. 19-20—O0'Hare Inn, Chicago

Oct. 23-24—Hyatt House, San Fran-
cisco

16 (DATEBOOK}

Hilton hotel, New York.

mOct. 12—Thirteenth Wisconsin FM station
clinic sponsored by the University of Wis-
consin. University of Wisconsin, Madison.

Oct. 13-15—West central area conference
of the American Wemen in Radio and Tele-
vision. Chase-Park Plaza hotel, St. Louis.

mOct. 15—Thirteenth annual promotional
seminar sponsored by Edward Petry & Co.
Royal York hotel, Toronto.

Oct. 15-18—Twelfth annual seminar of
Broadcasters Promotion Association. Royal
York hotel, Toronto.

Oct. 16-17—Organizational convention of the
National Religious Broadcasters to create a
new Midwest chapter. Moody Bible Insti-
tute, Chicago.

Oct. 16-20—The general supervisors short
course sponsored by the Georgia Institute
of Technology. For more information, con-
tact: Director, Department of ﬂnuing
Education, Georgla Institute of Technology.
Atlanta 30332, (404) 873-4211, Ext, 343.

mOct. 17-18—Conference oh news coverage of
race relations, being sponsored by Commu-
nity Relations Services, Department of Jus-
tice, American Civil Liberties Unlon and
American Jewish Congress. Columbia Uni-
versity school of journallsm, New York,

Oct. 18—""Man of the Year’ luncheon spon-
sored by The Pulse Inc. Plaza hotel, New
York.

Oct. 19-21—42d Dbirthday celebration ot
WSM Grand Ole Opry. Nashville.

Oct. 20—Deadline for reply comments on
FCC proposed rulemaking that would estab-
lish pay television system performance capa-
bility standards. FCC has proposed a set of
criteria for type acceptance of pay-TV sys-
tems, similar to conventional TV station op-
eration, including requirements that spectral
energy in transmission shall not exceed cer-
tain limitations; no increase in TV broadcast
channel width (6 mec) shall be required:
visual and aural power shall not be in ex-
cess of that now authorized; internal modi-
fications to subscribers’ receivers shall not
be required; interference to conventional
TV and subscription TV, co-channel and
adjacent channel. black-and-white and col-
or, shall not exceed that occurring from
conventional television broadcasting, and
susceptibllity to interference of any kind
shall not be greater than with conventional
television broadcasting.

Oct. 20-22—East central area conference of
the American Women in Radio and Televi-
sion. Stauffer's hotel, Indianapolis.

Oct. 20-22—Western area conference of the
American Women in Radio and Television.
Hotel Utah, Salt Lake City.

Oct. 23-25-—Fall meeting of the Kentucky
Broadcasters Assoctation. Jenny Wiley State
Park, Prestonsburg.

Oct. 23-28—Second international Catholic
radioc meeting sponsored by UNDA, the
Catholic International Association for Radio
and Television, Seville, Spain. For informa-
tion contact the National Catholic Office for
Radio and Television, 1 Rockefeller Plaza,
New York 10020.

Oct. 26-27—Annual fall meeting and elec-
tion of officers of Ohio Association of Broad-
casters. Neil House, Columbus.

Oct. 26-27—First meeting of television news
directors of Europe, United Kingdom, U, S.
and Canada, sponsored by Time-Life Broad-
cast in cooperation with the Radio-Televi-
sion News Directors Association of the U, 8.
and Canada. Tentatively scheduled are de-
talled presentations of TV news department
operations in large and medium-sized Euro-
pean systems and U. S. stations, discussions
of common problems relating to access to
news, legal questions and technical advances
in newefilm. Salon des Champs Elysees,
Paris.

Oct, 27-20—Southern area conference of
the American Women in Radio and Televi-
sion, Fort Sumter hotel, Charleston, S.C.

ulndicates first or revised listing,
BROADCASTING, August 14, 1967
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The bassoon tooter also tutors computers

Most of the time, bassoonist Peter Neumann thinks about
computers for Bell Telephone Laboratories. Even at home,
he can hook into a computer via a remote console.

Peterand aBellLabs group are pioneering a way for many
different researchers to share computer resources and
computer programs simultaneously.The‘“one job at atime”
method is too slow for much Bell Labs work and doesn’t
make most efficient use of data files and program libraries.

Peter and his colleagues have been hard at it for two
years and have already implemented and proved major

portions of the system. Some day this work will, in effect,
give every Bell Laboratories scientist his own computer so
he can tailor his own program of mathematical computa-
tions from the program library. Dozens of others will be able
to use the machine at the same time.

The more easily telephone company people can use
computers, the more ideas we can tackle sooner...and the
more time-saving ideas will reach your ™
home to save you time for bassooning, ﬁ AT&T
boating, bowling, or even computing. \==/ .5 et
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” 1S RECRUITING
YOUR PROBLEM?

50% of the TV and Radio stations tell us:
“Recruiting is our most pressing problem.”

Here at Nationwide, under the direction of Ronald E.
Curtis, former broadcasting executive, some of the
country’s most important search assignments are suc-
cessfully completed for personnel in management,
sales, programming, and engineering.

LET US HELP

PHONE TODAY 312/337-5318

-~ “Nationwide
“Broadcast “Personnel
(Gonsultants

€45 NORTH MICHIGAN AVYENUE « CHICAGO, lLLlNOlS_/

! BROADCASTING, 1735 DeSales St, N.W. Washington, D. C. 20036.
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Clear channels are needed

EpiTor: I am hardly jumping with
joy over the piece headed “Swan song
for clear channels” in the July 31
BROADCASTING.

I think you would appreeciate fully
how I feel, not only because of all the
years I have worked in behalf of clear
channels, but the fact that when I as-
sumed the post of executive director of
the group [Clean Channel Broadcasting
Service] on a fulltime basis in Feb-
ruary of 1949, 1 was told that I was
“foolish because there won't be a clear
channel left in six months.”

Eighteen years have passed and our
case is stronger than ever in spite of
the threats faced now by wcco Minne-
apolis, wcau Philadelphia, and I might
add, woN . . . If there is one thing that
New York City does not need it is an-
other fulltime station. I think you will
concede to me also that if the radio
station [wNvc] needs to cover the five
boroughs of New York City, 50 kw is
not required. On the other hand, wcco,
a truly great station, always performing
in the public interest, not only needs to
be held inviolate, it should be given
power of 750 kw or more to reach the
vast farm and ranch areas that desper-
ately need service in the upper Midwest
and the Northwest.

The tragedy of other clear channel
“breakdowns” over the years is that
the new station(s) is usually found in
another large city or suburb of same.
Therefore, there is no gain for the so-
called “white” areas and actually, with
a few possible exceptions, these “white”
areas can’t sustain, economically, any
type of worthy radio operation. They
must be reached from the major mar-
kets where there is revenue of sub-
stance to support the service of a great
clear-channel voice such as wGN . . .
—Ward L. Quaal, president Won Con-
tinental Broadeasting Co., Chicago.

CATV and broadcast interests

EpiTtor: Concerning the letter of Fred
Weber, executive vice president, Rust
Craft Broadcasting Co. [BROADCASTING,
July 24], attacking CATV systems:
What Fred Weber is saying today is
somewhat of a rehash of what he told
Kenneth Cox [then special counsel to
the Senate Commerce Committee on
broadcast matters and since 1963 an
FCC commissioner] at a hearing of
the Senate subcommittee investigating
CATV back in 1958,

At that time Mr. Weber accused
the operation of the CATV system in
Ventnor, N. J, with being the main
cause of his failure to operate a UHF
station in Atlantic City back in 1953-

BROADCASTING, August 14, 1967



RHIPPIES
AATE
US.

Teeny-Boppers tune us out. Flower-Folk flip us off.
But nobody reaches Total Men 18 plus more effi-
ciently* in the Metropolitan New York Area in com-
bined AM and PM drive time than WVNJ. Got a client
with a product for big boys? Putit where the grown-ups
are. ON WVNJ. THE GROWN-UP SOUND OF TODAY.

62 AM/100 FM

wvndJd

*ARB April/May, 1967; Based on estimated 12x rate SRDS, June 1967

M@ Now Sold Nationally by H-R Radio Sales
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~WCCO RADIO DELIVERS...

SHARE OF AUDIENCE!

6:00 AM=-12:00 Midnight, 7 davs a week

During the average half hour, WCCO Radio attracts

144,400 listeners. A 56.5% share of audience—or more
listeners than all other Minneapolis-St. Paul stations combined !
It's the greatest share ever recorded anywhere in the nation

by Mediastat. Record-setting acceptance for your sales

' story on WCCO Radio!

Source: Audience data based on Mediastat estimates. April-May 1967. B5-County Survey Area. subject to qualitications which WCCO Radio will supply on request.
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We get
channe
you

can’t get
anywhere
else.

In August: A deep look at local pro-
graming. Why late-night TV is keep-
ing more people awake. The ABC-ITT
case: just one boo-boo after another,
Canning the new season in Holly-
wood. On-the-scene report of that
shakeup in British TV, Call or write

Television Magazine, 1735 DeSales
Street, N,W. Washington, D. C.
20036. (202) 638-1022. Or bureaus
in New York, Chicago and Holly-
wood.

22

1954, even though the CATV system
had less than 300 subscribers at that
time.

Mr. Weber has been calling for regu-
lation of CATV to protect broadcasting
for the last 12 or 13 years, constantly
reiterating the point that if CATV
expands, broadcasting is going to be
harmed. The fact remains that during
all of this period CATV has expanded
tremendously, but so has broadcasting.
Facts further point out that with more
and more TV sets being sold each day
—many of them of the portable variety
and more with color reception—broad-
cast interests will be helped rather
than harmed by cable services.

I guess the best thing to say for Mr.
Weber’s letter is “What’s new?'—Mil-
ton J. Shapp, Philadelphia.

(Editor's note: Mr. Shapp. former president
of Jerrold Corp., CATV multiple owner
and equipment manufacturer, and Demo-
cratic candidate for governor of Pennsyl-
vania, recently returned to the CATV indus-
try as_chairman and treasurer of Citea
Corp. (BROADCASTING, May 15].

Coverage of Detroit’s riot

Epitor: As a Detroit resident and a
Motor City programer, I was quite
impressed with your report of the riot
coverage as it appeared in July 31
issue.

I cannot agree with your comment
that “cKLw aired reports not quite as
extensively as the U.S. outlets.” Tt is
only natural that we feel cKLw did the
best job of covering the disturbances
in Detroit.—Paul Drew, program direc-
tor, CKLw Windsor, Ont.

Praise for FM report

EpiTor: Please accept my compliments
on your excellent report on FM [BroaD-
CASTING, July 31]. We who are working
and struggling to bring this new medium
to the attention of the advertisers need
more articles like this one to inform
the agencies and clients. This is by far
the best thing done on FM. . . .—
Roger Coleman, president, Roger Cole-
man Inc., New York.

Demand for FM report

EpITOR: Please enter our order for
100 reprints of the Special Report: FM
Broadcasting from your July 31 issue.—
George D. Snell, secretary-treasurer,
KBAY(FM) San Jose, Calif.

EpiTor: Please send me 25 reprints of

the special report on FM broadcasting
—Bill Stewart, national program

director, McLendon Siations, Dallas.

(Reprints of the Special Report: FM Broad-
casting are available at 30 cents each, 25
cents each in quantities of 100 to 500, ‘and
20 cents each for over 500. Order from re-
?rint department, Broadcasting Publications
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MON DAY MEMO from GEORGE P. NORTON, General Telephone & Electronics, New York

Tapping the TV audience that doesn’t watch

The why behind General Telephone
& Electronics’ major move into televi-
sion in January 1966 is simply ex-
plained.

As we became more diversified—for
example, the addition of Sylvania to
the corporate family—it appeared nec-
essary for us to expand our advertising
to reach a wider audience.

Until that time, the main objective
of our advertising had been to let the
business community know who we were
and how we were growing. We aimed at
the financial community, through spon-
sorship of classical-music programs on
radio in major cities.

But then the how. We could have
sponsored a comedy about teen-agers,
a soap opera or a western. We didn't
want to. We wanted GTE to be associ-
ated with programing that our company
would be proud of and that we as
individuals would want to watch. We
wanted our TV programing to reflect
the quality of our product lines. And
we believe it's good business to have
a concern for the public good.

For openers, we chose CBS News in
1965 to begin our television commit-
ment. CBS News presented us with a
choice of documentary programs that
we felt were exciting and important
adventures in television programing.
We chose 14. Each was different, and
each was selected out of respect and
consideration for the people we were
inviting to view it.

Nonwatchers = In the commitment,
however, we were prepared to do more
than just “pick up the tab” for stimulat-
ing, informative fare. We intended to
make a concerted effort to use these
programs as vehicles that would serve
to reach audiences that ordinarily do
not watch TV,

But don't misunderstand, Though
GTE sought identity with those dedi-
cated to quality-TV programing, the
plunge was not a crusade.

If through our efforts people were
made cognizant that even in the so-
called “vast wasteland” there are oases,
that would be an extra dividend.

We were after those people con-
cerned with the problems of the world,
while fulfilling our responsibility to the
wider community.

Our self-imposed task of reaching
the nontelevision watcher might have
seemed Herculean, but we were pre-
pared to accomplish our goals.

We backed our TV commitment with
extensive promotion. Presidents of the
GTE family of 21 companies were in-
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formed. Each company launched cam-
paigns to inform its personnel and its
customers of our programs. Sharehold-
ers received special material.

The telephone companies’ customers
received material about our TV commit-
ment in their monthly phone bills. Syl-
vania’s distributors and dealers were
advised. Our employes could be de-
pended upon to spread the word to
friends and relations. Plant newspapers
and bulletin boards were used.

We retained a public-relations firm
(Joe Wolhandler Associates) that, be-
cause of past accomplishments in the
news-documentary field, was considered
expert in gaining audiences. This firm
was charged with the responsibility of
reaching the vast “disenchanted audi-
ence” and informing them of GTE’s
TV programs.

Interested Groups = For “Men in
Cages,” a film of life within the nation’s
prisons, we were in touch with socio-
logical organizations, including the soci-
ology departments of all major univer-
sities. For “Inside Pop: The Rock
Revolution,” we informed every top
disk jockey and 50,000 teen-age fan
clubs, and for “The Old College Try,”
which showed the ways of applying for
college, we notified over 20,000 high
schools and universities.

We proved our point. The praise we
received from the press and public
convinced us that our choice of pro-
graming was what we had hoped it
would be,

QOur campaign to gain audiences for
the programs can best be exemplified
by the ratings: Our shows scored sub-
stantial gains in general over all other
news-documentary programing.

Research showed a growing public
awareness Of General Telephone &
Electronics and a wider knowledge of

our company.

Second Effort = We got out of our
well-trimmed boat, but we didn’t wade.
We swam, we splashed, we made waves.
And we felt the time was right to de-
velop a more adventurous television
effort with broader public appeal.

We have accepted the challenge to
sponsor what could be the most note-
worthy programs of the coming year,
CBS Playhouse.

Many deplore the disappearance of
live drama from TV, the golden age of
television when live contemporary dra-
ma was produced, the period of dis-
covery of new talented producers, di-
rectors and writers.

CBS Playhouse is a couragous at-
tempt to effect a renaissance of TV
programing. Leading producers, to-
gether with talented writers, will pre-
sent live, contemporary plays, this com-
ing season.

The first of this series of dramatic
specials using original scripts—Loring
Mandel’s “Do Not Go Gentle Into That
Good Night"—will be presented on
Tuesday, Oct. 17.

We are excited at being a part of
this series of programs. Moreover, in
the interest of giving more than just
our advertising money to stimulate the
public’s interest in these programs, we
are again prepared to use every possible
means to insure its success, backing our
sponsorship with an extensive promo-
tion campaign.

Just a few days ago we announced
that there would be no commercial
interruptions during “Do Not Go
Gentle Into That Good Night.” The
story line of this meaningful drama
shall not be disturbed.

Is there a better way of proving one’s
sincerity in serving the public interest?

George P. Norton has been vice president,
advertising, General Telephone & Elec-
tronics Corp., New York, since April 1959.
He joined GTE in 1949 as personnel di-
rector of the General Telephone Co. of
the Southwest, and moved to New York in

1952 as public-relations director of the
General Telephone Service Corp. Mr. Nor-
ton is credited with motivating GTE's
entry in television as a major advertiser
in January 1966. Mr. Norton is a graduate
of Williams College.
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When we decided to change the Merv Griffin show to color,
we weren't just thinking of Merv.

We were thinking of Baby Jane Holzer's beautiful
blonde hair.

And Abbe Lane's pink sequin evening gown.
And Gloria Loring’s enchanting green eyes.
And Jean Shrimpton’s bright orange feather boa.
In short, we were thinking that Merv’s usual

bunch of unusual guests deserve to look every bit
as colorful as they sound.

And starting in September, they will. e FRlbU I e
For color availability in your area,

contact WBC Program Sales, Inc.,
240W.445t,N.Y,N.Y.(212-736-6300).

WBC PROGRAM SALES INC



sure, they’re dlike!
they’re both
fransportation!

-+

They serve the same fundamental purpose. True! Both transport people and
things from here to there. But, admittedly, only the cable car, like beautifu!
KABL Music, is very San Francisco. Only one other radio station faithfully
reflects its lush, splendorous beauty. That, of course, is even-more-dazzling
KABL in stereo-fm.

KABL-am and KABL-fm

A dazzling spectrum of sound bathes the shimmering San Francisco Bay like
a soft, refreshing dawn shower, KABL Music, both am and stereo-fm, now
available in combination.

... as distinctive (and unforgetftable} as a Powell Street cable car!

- '|j ;'.‘ Y
960 on the AM Dial/98.1 on the FM band 24-hours a day on both Bay Area dials
National Representation: The Katz Company



F'o'cus of interest fixed

Although network fall TV programs haven’t begun,

Hollywood producers have already turned their

attention to plans for the year to follow

It is still a month before television’s
1967-68 season and yet all through the
networks and the Hollywood film fac-
tories most of the creative stirring is
about the 1968-69 season. Suddenly
out of the summer doldrums, the in-
dustry was showered this month with
a crescendo of future-season tidings. It
was almost as if program suppliers,
acutely aware of buyer apathy to this
fall's product, were saying: Don’t let
it worry you, fellas: wait ‘till you see
next year’s line.

ABC-TV broke things by announcing
that it has signed Harold Robbins, the
hottest (an adjective describing both
his content and popularity) novelist in
the country, to develop an original
work for presentation on television
during the season after the coming one.
It will be a unique project, the network
promises, breaking out of the time
barrier by being allowed to develop in
as many episodes or chapters as will be
necessary to tell the story (BROADCAST-
ING, Aug. 7).

Not to be outdone, NBC-TV came
out. with its own startling indication of
things to- come a year hence. In a sur-
prise announcement last week it un-
veiled a sneak preview week of special
programs scheduled to play Sept. 5-9,
just prior to the start of the network'’s
1967-68 lineup and designed to get
that season off to a rousing beginning.
But the special programs, eight in all,
have another more interesting identity.
Some were produced as pilots for last
season, others for the coming season,
but most now are candidates for either
second-season replacements in January
or for presentation as new series in
1968-69 (see page 29).

On the heels of the network an-
nouncements, MGM-TV, one of the in-
dustry’s major program suppliers, dis-
closed an ambitious project of its own.
The studio is developing a 90-minute
weekly series based on the best-selling
novel and hit 1959 movie “Anatomy of
a Murder.” The project, aimed for the
1968-69 season, marks MGM-TV’s first
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try at a 90-minute program series.

Another Surprise = Still not out of
twists, ABC-TV now indicates that it
has signed a second leading novelist,
William Goldman, to create an original
work for television. This project would
follow the lives of a number of basic
young-adult characters by way of a
regular weekly hour- dramatic serics.

No question, it is clear from this
month’s developments that while the
table is set for a new season of offer-
ings the pot is boiling for the next
meal. And though the smoke of pre-
paration still swirls a speculative haze
over the scene some significant trends
appear in the making.

The most overriding development,
from which almost all else stems, is the
move towards longer form programing.
The 100-minute (with 20 minutes of
commercials and nonprograming ma-
terial added to make two-hours)
“World Premiere” movies that Univer-
sal TV made for NBC-TV last season
were the test. They were generally

You may find TV program

In their search for more substan-
tive offerings, television’s program
suppliers apparently have kicked
down the studio walls and are rang-
ing where formerly only movie pro-
ducers had the financing to go. As
an example, Universal Television last
week claimed that it had eight com-
panies working on four series and a
feature film for television in such far-
flung places as Montreal, the Mojave
Desert, the mountains near the Big
Bear region of California, in San
Francisco, downtown Los Angeles
and 15 miles at sea out of the port
of Long Beach.

At last muster, about 50 actors and
some 300 production people, from
directors to grips. were involved in

Broadcasting
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on '68-69

evaluated as a solid success. The key
thing was that the movies, serving in
essence as long pilots, gave NBC-TV
three series, Dragnet 1967, Ironside
and The Outsider.

Additionally David Dortort’s High
Chaparral was produced in a two-hour
form so that it could be scheduled as a
feature if it didn’t sell as a series (the
property was sold and is scheduled as
an hour series in the coming season).

The feasibility of the long pilot ap-
proach is that there’s little if any waste.
If the two-hour project fails as a series
possibility, there’s always the feature
route to take. If it makes the grade as
a series, it can be a two-parter in that
context or programed separately as a
feature. It’s a case of having your cake
and eating it too.

Longer Programs ® Thus the time of
the long pilot—the double and triple
duty pilot—was  born and it has now
been accepted as logical and standard
operating procedure by all the networks
and most film producers. The reason,

producers anywhere

these diverse TV activities for Uni-
versal. At their disposal, to work lo-
cations over what amounts to a 2,700-
mile front, supposedly is every type
of transportation known to non-
astronauts,

The breakdown shows Run for
Your Life filming in international
waters off the California coast on
a chartered yacht; Dragnet working
in the business section of Los An-
geles: Transide filming from San
Mateo to San Rafael, with most of
the action in San Francisco; TV
movie “The Crooked Man” shooting
at Expo 67 in Montreal and two
units of The Virginian filming simul
taneously, one in the California
mountains, the other in the desert.
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FOCUS OF INTEREST FIXED ON '68-69 continued

as it always has been for change in this
volatile business, is economics. In may-
be only the last four seasons the cost
of bringing in a half-hour pilot has
zoomed from $85,000 on the average
to $250,000; the tab for an hour pilot
during the same time has escalated
from $150,000 to $500,000. And these
are somewhat conservative estimates.

The saturation point was reached.
The traffic, meaning the producers, has
taken all it can bear. A deficit-financing
syndrome infects the film industry and
the antidote for it this spring became
commitment. The program suppliers
demanded that the networks put up all
the money for pilots before they turn
a camera.

Faced with such widespread and
deep-rooted discontent, not wanting to
assume the inevitable deficit financing
that goes with producing conventional
pilots, the networks have embraced the
all-purpose long pilot. Then, too, they
have decided—again based largely on
public acceptance of the “World Pre-
miere” approach, as well as on audience
reaction to specials—that TV viewers
want to get more involved in pro-
grams, are looking for something of
more substance.

More Long Shows = As a result
there’s likely to be more 90-minute
series in 1968-69 and maybe even a
two-hour series other than feature
films. Logistics for such ambitious un-
dertakings are tricky, but even if pro-
duction complications prove too much
for most programers at the very least
the continuing rising tide of hour
shows should out-splash half-hours.

Longer-form programing, virtually
bound to show the holes in gimmick,
one-gag, contrived programs, is equally
certain to lead to presentations that
stress the reality of the times. Even
most upcoming comedies seem to be
based on more realistic relationships
between people. The feeling among
most of the makers of 1968-69's prod-
uct is that network television may be
ready for a time of greater substance.

This is decidedly not good news to
some independent program producers.
The longer the program required. the
more involved the logistics, the greater
the need for facilities. This is an
equation independents find difficult to
master. They’re either going to have
to develop a relationship with a net-
work apparently (if they haven't al-
ready) or concede the game to the
maybe half-dozen major program pro-
ducers.

The whole business of pilot-making
has become a slower, more judicious
and consequently more selective proc-
ess. The shotgun approach is out and
probably for good. The networks, in-
stead, have become marksmen, firing
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away only when they can see potential
revenue in their sights.

It’s still too early to tell what the
final totals will be but for now it ap-
pears that ABC-TV will develop may-
be 20 projects for the 1968-69 season,
markedly less than the number pre-
pared for the coming campaign. NBC-
TV probably has about 25 projects go-
ing, again fewer than last year at this
time. CBS-TV indicated last month that
its programing department has been
weeding 598 presentations for the 1968-
69 season but has ordered only 41
scripts. As of July a mere six pilots had
been commissioned, but the outlook is
that the network will wind up with a
total of about 25 projects before this
somewhat progressive summer-fall pro-
duction period turns into winter.

Following is a network-by-network
breakdown of some of the program
commitments either already made or in
the making for 1968-69 (or are possible
replacements shows for the coming
season) :

ABC-TV

The Crooked Man: hour mystery-
adventure which was originally made as
an hour pilot that didn’t sell last season
and then expanded into two-hour fea-
ture for television and now being spun-
off as hour series. It stars Robert Wag-
ner and is produced by Universal TV.

The Survivors: hour serialization of
novel Harold Robbins in effect is creat-
ing for television. Selmur Productions,
a network subsidiary, will produce.

Untitled literary project: hour to be
developed by novelist William Goldman
to trace each week the life of one of
young adult protagonists. 20th Century-
Fox TV will produce.

Land of the Giants: hour science-
fiction taking place in outer space. It
will be an Irwin Allen production in
association with 20th Century-Fox TV.

CBS-TV

The Freebooters: hour adventure
about three treasure hunters. Produced
by Herbert B. Leonard.

Colony One:. hour action-adventure
dealing with the first colony on the
moon. William Dozier’'s Greenway
Production in association with 20th
Century-Fox TV will develop.

The Man from the 15th Century:
hour realistic approach to science-fic-
tion. Being developed by Irwin Allen
out of 20th Century-Fox TV.

Untitled 90-minute contemporary
series: an in-depth study of crime and
punishment being developed by James
Mosher.

May Day: two-hour feature about
the Coast Guard to serve as a pilot for
an hour series. Concept is in the hands
of Stirling Silliphant, with MGM-TV
to produce.

Powder Keg: hour adventure being

developed by Filmways TV.

Untitled mystery: hour to be created
by Ben Brady and David Victor and
developed by Filmways TV.

The Prize: two-hour feature about
auto racing being developed by Roy
Huggins at Universal TV. It may wind
up the pilot for an hour series.

Aladdin: hour fantasy out of the
Irwin Allen-20th Century-Fox TV shop.

Safari: hour adventure created by
Irwin Allen and to be developed in
association with 20th Century-Fox TV.

The European Eye: half-hour about
a private detective based in Europe.
Being written by Robert Shaw with
Frank Glicksman as producer out of
20th Century-Fox TV.

The High Lighters: hour western
with broad family appeal created by
Sam Peoples. Being developed by 20th
Century-Fox TV,

NBC-TV

Li’l Abner: half-hour comedy created
by Al Capp and produced by United
Artists. Sammy Jackson, Judy Canova
and Jerry Lester star.

Sheriff Who?: half-hour western
satire produced by Mirisch-Rich as a
replacement show for the 1966-67 sea-
son but did not sell. Its development is
now being handled by United Artists.

The Hardy Boys: hour mystery-ad-
venture based on some of the most
popular novels in juvenile fiction. Pro-
duced by 20th Century-Fox TV.

The Ghostbreaker: hour adventure
produced by Norman Felton through
Arena Productions. Its about the super-
natural.

Police Story: half-hour set in a
metropolitan police headquarters.
Created and produced by Gene Rod-
denberry out of Desilu Productions.

Three for Danger: hour adventure-
drama aboard a schooner. Filmed in
Acapulco and produced by Four Star.
(All of the above will be tested for
audience reaction during NBC-TV’s
announced sneak preview week next
month).

That'll Be the Day: half-hour comedy
dealing with the battle of the sexes.
Being developed by Norman Felton’s
Arena Productions.

The Fun Couple: half-hour comedy
based on the 1962 Broadway show of
the same title. Being developed by
Joe Connelly’s Kayro Enterprises in a
joint venture with Universal TV.

Like Father. Like Son: half-hour
comedy about Leonard Bernstein-type
renaissance man and the generation
gap. Being developed directly for net-
work by writing team of Gerald Gard-
ner and Dee Caruso.

The New Adventures of Huckleberry
Finn: half-hour series mingling live
performers with animated characters
against a cartoon background produced
by Hanna-Barbera Productions for a
7:30 p.m. time slot.
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NBC pilots will counter competition’s fall schedules

In Labor Day week while ABC and
CBS are launching their new fall
schedules, NBC will be offering some
new product of its own, conducting
unadvertised on-the-air tests of six
pilots under consideration as Janu-
ary replacements or starters in the
1968-69 season. NBC's own new-
season shows begin the following
week.

In the proiect, conceived by Paul
Klein, vice-president, audience meas-
urement, audience size and in-home
viewer reaction will be considered,
along with the results of previous
in-theater tests, in reaching final
decisions about the pilots’ futures.
Shortly after the pilots’ network pres-
entation, “at least several hundred
viewers on a minimally multimarket
basis will be interviewed by tele-
phone,” according to Dr. Thomas
Coffin, vice president in charge of
research.

Whatever its research value, no-
body at NBC is denying that pres-
entation of the six pilots as part of
“a week of specials”—which will
also include “Teachers Pet” as the
Tuesday-night movie, a repeat of
the original television production of
Damn Yankees, a special one-hour
Rowan & Martin promotion of the
new NBC season, and The Miss
America Pageant—is expected to

Assignment Earth: hour science-fic-
tion show, originally designed for half-
hour. Being developed by Gene Rod-
denberry and Desilu.

Yankee Gunfighter: half-hour west-
ern. Also in the works at Desilu with
Gene Roddenberry handling.

Perils of Pauline: half-hour situ-
ation comedy that is a new treatment
of a pilot previously rejected. Starring
Pam Austin and being produced by
Universal TV.

My Friend Tony: hour adventure-
comedy to be spun-off on coming sea-
son’s Danny Thomas Hour. To be pro-
duced by Sheldon Leonard.

Chinook: hour adventure dealing
with the exploration of the Northwest.
Being developed by David Dortort.

The Outsider: hour about a private
detective. Already filmed as a “World
Premiere” feature by Roy Huggins and
Universal TV,

The Adversaries: hour adventure to
be produced as “World Premiere” which
will serve as a pilot. Again from the
Roy Huggins-Universal TV team.

The Scavengers: hour adventure to
be produced as a “World Premiere”
feature by Roy Huggins and Universal
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make a stronger showing in ratings
than a final week of summer reruns.

What’'s Coming = These are the
pilots under consideration, and their
new-show competition—all of it on
ABC, none on CBS—where appli-
cable:

Tuesday, Sept. 5, NBC will oppose
ABC’s new Garrison’s Gorillas with
L't Abner (7:30-8 p.m.) and
Sheriff Who? (8-8:30 pm.). Ac-
cording to a spokesman, NBC is
“very high” on L7l Abner, which
was created by Al Capp, produced
by United Artists, and stars Sammy
Jackson, Judy Canova and lJerry
Lester as Li'l Abner, Mammy and
Pappy Yokum, and Jeanine Riley as
Daisy Mae.

Sheriff Who? was written by
Gerry Marshall and Jerry Belson and
produced by Mirisch-Rich. It stars
John Astin (The Addams Family)
Future development of this pilot will
be carried out by United Artists
under contract to NBC.

Friday, Sept. 8. NBC will run an
evening of pilots against an evening
of new shows on ABC.

The Hardy Boys (7:30-8:30) will
face off against ABC’s Off to See
the Wizard. Produced by 20th Cen-
tury Fox and starring Rick Gates
and Tim Matthieson as the boys,
the pilot’s potential ohstacle is

TV.

Doc: half-hour situation comedy
created by Jay Sommers through Film-
ways TV. It was developed last season
for CBS-TV but was rejected.

Pioneer Spirit: half-hour situation
comedy from Jay Sommers and Film-
ways TV.

Daddy's Girls:  half-hour comedy
created by Bill Mahoff and Filmways
TV boss Al Simon.

Jimmy: half-hour situation comedy
to star Jimmy Dean. Being developed
by Filmways TV.

Larkin’s Four: hour police adventure
out of Filmways TV.

Laura: hour detective story based
on the popular movie of the same
title. Being developed hy William
Dozier’'s Greenway Productions in
partnership with 20th Century-Fox
TV.

Bracken’s World: hour series with a
Hollywood Tlocale. Being written by
James Poe and developed by 20th
Century-Fox TV.

Christopher Clubb: half-hour spoof
of a private detective. Development is
at 20th Century-Fox TV,

Untitled comedy: being developed

thought to be that today’s youth may
think the technically inclined wonder
boys are a little square.

The Ghostbreaker (8:30-9:30),
stars Kerwin Matthews as a
“young associate professor of para-
psychology investigating alleged
supernatural incidents.” The show
was produced by Norman Felton.
It goes against ABC’s new one-hour
western, Aondo.

Police Story (9:30-10) was
created and produced by Gene
Roddenberry and stars Steve Inhat.
It will be programed against ABC’s
The Guns of Will Sonnett.

Three for Danger (10-11) is a
Four Star pilot. NBC will be pitting
Larry Pennell, Alejandro Rey and
Charles Carlson on a 95-foot
schooner off Acapulco against ABC's
Judd.

Saturday, Sept. 9, NBC will also
present two pilots that are not being
considered for future development.
They are Weekend (7:30-8) and
Campo 44 (8-8:30) and will en-
counter no new-show competition,
They will lead into NBC’s Rowan &
Martin and Miss America specials.

NBC is currently trying to work
out arrangements under which the
pilots will be sponsored by the regu-
lar advertisers in the time-slots in-
volved

as a half-hour weekly vehicle for Bob
Newhart.

Following is a list of program pro-
jects for 1968-69 being developed by
suppliers without positive network di-
rection as yet:

MGM-TV
Anatomy of a Murder. 90-minute
drama based on the novel and movie
of the same title. Produced in joint
venture with Ingo Preminger Produc-
tions.
Universal TV
The Stetson Spur: two-hour western
being developed by Roy Huggins with
hour spin-off series in mind.
Four Star Television
The King Thing: half-hour comedy
about young man who suddenly finds
himself the monarch of a mythical
country. Created by team of Gerald
Gardner and Dee Caruso.

Screen Gems
Here, There, Everywhere: hour live,
taped and filmed variety to be produced
in different parts of the world. Produc-
ers are David Winters and Steve Binder.
U. S.: hour drama about a dictator-
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ship in this country. Being prepared by
producer Matthew Rapf.

The Aviators: half-hour comedy
about an airline. Created by the team
of Gerald- Gardner. and Dee Caruso
for producer Harry Ackerman.

. 20th Century-Fox TV
Ghost and Mys.  Muir: half-hour
comedy fantasy based on the movie of
the same title.
Best of Everything: hour contempo-
rary drama based on the movie of the
same title.

Homes using television in the aver-
age minute of prime time (7:30-11
p.m.) during the second quarter of
1967 totaled 29,590,000, a2 gain of
more than 1.1 million homes or 2%
from the second-quarter levels a year
apo, according to an NBC research
report released Thursday (Aug. 10).

The analysis, based on Nielsen
Television Index (NTI) also showed

29.6 million homes watch prime-time TV

the greatest gain was in the 10-11
p.m. period, where the average-min-
ute total rose 4% to 28,820,000
homes. In the 7:30-10 p.m. period a
1% increase boosted average-minute
audience to 29,920,000 homes.

NBC researchers said that the sec-
ond-quarter increase was “a continu-
ation of the trend which existed since
TV began.”

BROADCAST ADVERTISING

Radio down $1 million in first quarter

NATIONAL SPOT GAINS SLIGHTLY, BUT NETWORK DROPS 7%

Radio advertising showed very little
strength during the first quarter of
1967, according to figures released by
the Radio Advertising Bureau.

On one hand, spot radio business was
up ever so slightly—0.5%—over the
first quarter of 1966. On the other
hand; network radio for the first quarter
sagged to $16,686,000, down 7% from
the $17,922,259 RAB reported for the
first quarter of 1966.

RAB said much of the network-radio
loss came from a relatively small num-
ber of accounts, automotives in par-
ticular. RAB indicated that networks’
sales performance during first-quarter
1967 would have been hard put to
match that of the comparable period in
1966, a period which saw a healthy
30% rise over 1965 first-quarter figures.
“In the face of a slower economy and
reduced car sales, networks’ perform-
ance in the first quarter of 1967 would
have had great difficulty in matching the
record one of a year earlier,” RAB
said.

Although spot radio rose only 0.5%
($67.8 million compared to $67.5
million), RAB indicated that the figure
wasn’t alarming when compared to “an

excellent first quarter in 1966, which
had set a record.” RAB said it “antici-
pates a greater increase in the first six
months” for spot—in the area of 2%
0o 3%.

TOP 100 NATIONAL-REGIONAL
SPOT RADIO ADVERTISERS
(BY BRANDS)

FIRST QUARTER 1967

Estimated
Expenditure

1. General Motors $4,933,000

Buick Div. cars 856,000
Cadillac Div. cars 34,000
Chevrolet Div. cars 1,897,000
Delco-Remy Div. 13,000
Fisher Body Div. 2,000
Frigidaire Div. 176,000
GMAC 137,000
Guardian Maintenance 281,000
Harrison Radiator Div. 264,000
Oldsmobile Div. cars 259,000
Pontiac Div. cars 666,000
Institutional 343,000
Soap Box Derby promotion 5,000
2. Ford Motor Co. 3,057,000
Ford Div. cars 2,789,000
Ford Div. trucks 76,000
Lincoln-Mercury Div. cars 178,000
Institutional 14,000
3, Chrysler Corp. 2,864,000
Chrysler Div. cars 827,000
Dodge Div. cars 1,123,000

NBC Radio said last week that
its sales for the first half of 1967
were the highest for any comparable
period since 1958, and that “based
"on sales to date and business booked
for the balance of 1967,” its sales
this year should exceed 1966 by
~ more than 7%.
The bullish outlook came from
George H. Gallup, vice president,
. sales. He said it is noteworthy that

NBC Radio expects even better things

the network is setting the pace at
a time “when the programing in-
ventory is half of what was available
to advertisers in 1958.”

He noted seven advertisers using
NBC Radio are marking a return
to network radio after an absence
of sevetal years: American Express,
Cities Service, Colgate-Palmolive. B.
F. Goodrich, National Biscuit, Sin-
clair Oil and Swift & Co.
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Estimated

Expenditure

Dodge Div. trucks 127,000
Plymouth Div. cars 762,000
Simca cars 25,000

4, R. ). Reynolds Tobacco Co. 2,217,000
Camel cigarettes 1,000
Salem cigarettes 63,000

Winston cogarettes 1,119,000

Day's Work chewing tobacco 4,000

Prince Albert pipe tobacco 78,000

(R. 1. Reynolds Foods Co. Div)

My-T-Fine puddings 42,000
5. American Tohacco Co. 1,515,000

Cariton cigarettes 50,000

Half & Half cigarettes 5,000

Lucky Strike cigaretles 47,000
Mayo cigarettes 8,000
Montclair cigarettes 31,000
Pall Mall cigarettes 800,000
Tareyton cigarettes 573,000
Tennyson cigarettes 1,000
6. American Home Products Corp. 1,438,000
Anacin 488,000
Chef Boy-Ar-Dee pizza 35,000
Conguest 9,000
Drial nasal spray 1,000
Dristan 11,000
Easy-Off oven cleaner 11,000
Preparation “H" 871,000
Snarol insecticide 8,000
1. Coca-Cola Co./Bottlers 1,419,000
Coca-Cola 1,040,000
Fresca 193,000
Sprite 57.000
Tab 79,000

Nuncan Foods Div. Butternut Coffee 50.000

8. Pepsico Inc./Bottlers 1,275,000
Devil Shake 63,000
Diet Pepsi 306.000
Mountain Dew 61,000
Patio Diet Cola 2,000
Pepsi-Cola 808,000
Teem 24,000
Frito-Lay Div.

Lays potato chips 8,000
0ld Gold pretzels 3,000

9. American Tel. & Tel. Co. 1,200,000

Combined Bell system co.'s 1,200,000

10. Camphell Soup Co. 1,091,000

Campbe!l beans 17,000
lampbell soups 1,005.000
Pepperidge farm products 21,000
Tomato juice 10.000
V-8 juice 38.000
11, Warner-Lambert Pharma. Inc. 1,058,000
Bromo-Seltzer 23,000
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Cover

San Francisco-
Oakland better
with KTVU

32 counties in Northern Califor-
nia and Western Nevada! That's
the coverage of KTVU—maore
counties” than any other San
Francisco Bay Area television
station. [t's KTVU's unduplicated
programming and superior chan-
nel position that result in the
widest coverage of the country’s
number seven television market.
And it's one more reason KTVU
is the Nation'’s LEADING Inde-
pendent Television Station.

KTVYy
>

SAN FRANCISCO-OAKLAND
Represented by H-R Television

@ Cox Broadcasting Corparation stations:
WSB AM-FM-TV, Atlanta: WHIO
AM.FM-TV, Dayton; WSOC AM-FM-TV, Charlotte;

WI0D AM-FM, Miami: WIIC-TV, Pittshurgh;
KTVU, San Francisco-Oakland

*ARB/GS coverage study



Radio sells the agencies

Like other Chicago newspapers,
the Chicago Tribune has been a
user of radio advertising for quite
some time to build circulation. But
beginning today (Aug. 14) the
Tribune will be using minute ra-
dio spots for 13 weeks on WNEW
and wor New York and WJR
Detroit to tell advertising agency
people what a good media buy
the paper is. The Tribune will
run the agency spots locally too,
but the schedule is not set. Agency
is Rink Wells & Associates, Chi-

Estimated
Expenditure
Cornhuskers lotion 1,027,000
Listerine 5,000
Reef mouthwash 3,000
12. Pan American World Airways 1,027,000
Air travel 1,027,000
13. P. Lorillard Co. 1,006,000
Kent cigarettes 56,000
Newport cigarettes 45,000
True cigarettes 905,000
14. Humble 0il & Refining Co. 959,000
Esso gas & oil 873,000
Esso heating fuel 79,000
Tires, batteries, accessories 7,000
15. Equitable Life Assurance Soc. 174,000
Insurance 774,000
16. American 0il Co. 171,000
Amoco gas & oil 472,000
Amoco tires, batteries, access. 8,000
Standard gas & oil 278,000
Standard tires, batteries
accessories 9,000
Agricultural chemicals 4,000
17. Anheuser-Busch 716,000
Budweiser beer 351,000
Busch Bavarian beer 251,000
Michelob beer 65,000
Cotton Maid starch 47,000
Delta syrup 2,000
18. Beneficial Finance Co. 653,000
Loans & financing 653,000
19. Jes. Schlitz Brewing Co. 590,000
Burgermeister beer 173,000
0ld Milwaukee beer 23,000
Schlitz beer 372,000
Schlitz malt liguor ,000
20. liggett & Myers Tobacco Co. 556,000
L & M cigarettes 97,000
Lark cigarettes 438,000
Redman chewing tobacco ,000
21. Shell 0il Co. 535,000
Shell gas & oif 454,000
Shell heating fuel ,000
Insecticides 27,000
22. Northwest Orient Airlines 533,000
Air travel 33,000
23. Royal Crown Cola Co./Bottlers 528,000
Diet Rite 224,000
Quench ,000
Royal Crown Cola 298,000
24, Texaco Inc. 527,000
Texaco gas & oil 527,000
25. American Airlines 476,000
Air travel 476,000
26. Sun Gil Co. 472,000
Sunoco gas & oil 443,000
Heating fuel 29,000
27. Carnation Co. 446,000
Albers Grits 3,000
Contadina tomato products 255,000
Carnation ice cream 2,000
Carnation Instant Breakfast 131,000
Carnation milk 55,000
26. Wm. Wrigley, Jr., Co. 455,000
Wrigley gum 455,000
29. Delta Rir Lines 418,000
Air travel 418,000
30. American Express Co. 413,000
Credit cards 184,000
Travelers Cheques 229,000
31. Bristol-Myers Co. 408,000
£xcedrin 224,000
Vitalis 11,000
Vote toothpaste 2,000
Score hair dressing 1,000
Clairol Div. Summer Blonde 128,000
Clairol Div. Vitapoint 15,000
Drackett Div. Behold , 2,000
Drackett Div. Prolong 2,000
Drackett Div. Sweep 3,000
Drackett Div. Whistle 20,000
32. Household Finance Corp. 397,000
Loans & financing 397,000
33. Florida Citrus Commission 381,000
Florida citrus products 381,000
34. Trans World Airlines 378,000
32 (BROADCAST ADVERTISING)

cago.

Estimated
Expenditure
Air Travel 378,000
35. E I. duPont de Nemours & Co. 377,000
Butte Knit hosiery 71,000
Cantrece hosiery 299,000
Lorox 7,000

36, Eli Lilly & Co. (Elanco Products
Div.) 373,000
Agricultural chemicals 106,000
Greenfield lawn products 267,000
37. United Air Lines 369,000
Air travel 369,000
38. Monarch Wine Co, 350,000
Manischewitz wine 350,000
39. Sterling Drug, Inc. 339,000
Bayer aspirin 4,000
Campho-Phenique 36,000
D-Con 216,000
Dr. Caldwell's laxative 3,000
Lehn & Fink Division—Beacon Wax 29,000
Lehn & Fink Division—Lysol 48,000
Lehn & Fink Division—Stridex 3,000
40. American Cyanamid Co. 332,000
Agricultural products 34,000
Breck Shampoo 274,000
Drug products 23,000
Wood Preen 1,000
41, Plough Inc. 329,000
Black & White ointment 1,000
Coppertone 7,000
Di-Gel 23,000
Mexsana powder 10,000
Moroline hair tonic 1,000
Musterole 121,000
Nix Deodorant 1,000
Ril-Sweet 4,000
St. Joseph aspirin 161,000
42. B.C. Remedy Co. 321,000

B.C. headache & neuralgia

remedy 321,000
43. Beech-Nut Life Savers 313,000
Life Savers 97,000
Tetley Tea 216,000
44, General Foods Corp. 310,000
Great Shakes 227,000
Maxim Coffee 38,000
Maxwell House coffee 38,000
Post Cereals 1,000
Tang 6,000
45. Eastern Air Lines 291,000
Air travel 291,000
46. Firestone Tire & Rubber Co. 285,000
Tires & tubes 285,000
46, Pearl Brewing Co. 285,000
Country Club malt liquor 226,000
Goetz beer 7,000
Pearl beer 52,000
48. Melville Shoe Corp. 280,000
Thom McAn shoes 280,000

Estimated

Expenditure

49, Rheingold Breweries 265,000
Gablinger beer 44,000
Knickerbocker beer 71,000
Rheingold beer 150,000

49, Standard 0il Co. of Calif. 265,000
Chevron gas & oil 265,000

51, General Electric Co. 262,000
Appliances 1,000
Lamps 157,000
Institutional 104,000

52. Standard Brands 254,000
Blue Bonnet margarine 101,000
Chase & Sanborn coffee 42,000
Fleischmann’s yeast 91,000
Royal desserts 7,000
Siesta coffee 12,000
Hunt Club dog food 1,000

53. M. J. B. Co. 249,000
M. J. B. coffee 249,000

54. Falstaff Brewing Co. 242,000
Falstaff beer 242,000

55. Colgate-Palmolive Co. 227,000
Ajax 6,000
Colgate dental cream 18,000
Cue toothpaste 3,000

Fab 7,000
Florient spray 10,009
Respond hair spray 25,000
Tackle 158,000

56. Arnold Bakers 224,000
Arnold bread 224,000

57. International Nickle Co. 222,000
Nickel products 222,000

98, Studehaker Corp. (S.T.P. Div.) 220,000
S.T.P. additive 220,000

59. Genesee Brewing Co 218,000
Genesee beer 218,000

60, Keehler Co. 212,000
Cookies & crackers 212,000

61. The Nestle Co. 211,000
De-Caf 182,000
Nescafe 4,000
Taster's Choice 25,000

61. Chas. Pfizer & Co. 211,000
Agricultural products ,000
Coty perfumes 86,000

_ Pacquins cream 4,000
Thermodent toothpaste 35,000

63. P. Ballantine & Sons 206,000
Ballantine beer & ale 206,000

64. The Stroh Brewery Co. 192,000
Stroh’s beer 192,000

65. McCormick & Co., Inc. 191,000
Schilling coffee 13,000
Spices 178,000

66. Volvo, Inc. 189,000
Volvo cars 189,000

66. Western Air Lines 189,000
Air travel 189,000

68. Midas, Inc. 185,000
Midas mufflers 185,000

69. Quantas Empire Airways 184,000
Air travel 84,000

70. Morton Salt Co. 179000
Morton Salt 179000

71. National Airlines 178000
Air travel 178000

72. Miller Brewing Co. 173000
Gettleman beer 3000
Miller High Life beer 170,000

73. Blue Cross/Blue Shield 171,000
Hospital and medical insurance .... 171,000

74, National Biscuit Co. 165,000
Cookies 24,000
Crackers ,000
Cream of Wheat 6,000
Hamies 32,000
Milbrook bread 6,000
Shreddies 13,000
.Vanilla wafers 76,000
.75. Robert Hall Clothes 164,000
Clothing 164,000

76. Wm. B. Reilly & Co. 162,000
Luzianne coffee 162,000

77. Kiplinger Washington Editors 160,000
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For its television commercial
theme Kenny Ross Chevrolet, auto
dealer in Pittsburgh, let granny be
put into the rocking-chair seat to

cording to its agency, Lando Inc.,
Pittsburgh, “Aunt Penny,” the gran-
ny type, was created as a change
from the “hard-sell, stand-up pitch”
in dealer commercials.

In the one-minute commercials,
Aunt Penny (the role is played by
veteran actress Madge West) de-
scribes the merits of dealing with
her “nephew, the Chevrolet dealer”
in folksy low-keyed manner (“and
he’s so well mannered—never any
whoop-de-doo—just a nice quiet low
price. Don’t know how he stays in
business . . . .”). She delivers the
message while sitting in a rocking
chair.

Various light touches have been
added to the commercials, such as
“sassafras tea on the rocks,” which
looks suspiciously like Scotch whis-
key but which “steadies me down,”
and a transistor radio playing rock
‘n’ roll (“Mercy, look at the time!

Granny adds fun to an auto-dealer’s pitch

drive for auto sales and service. Ac-

Hafta split for my bugaloo lesson.”).
With the taping in color of four

one-minute  commercials  already
complete, the campaign is to break
this week, continuing on Pittsburgh’s
TV outlets in a spot saturation
schedule for the next five weeks,
and tapering off in frequency in
mid-September as national Chevrolet
spots go on the air,

Estimated
Expendlture
‘Changing Times' publication 160,000
71. Northeast Airlines 160,000
Air travel 160,000
79. Volkswagen of America 155,000
Volkswagen cars 155,000
80. Phillips Petroleum Co. 149,000
Phillips 66" gas & ail 149,000
80. Atlantic-Richfield Co. 149,000
Atlantic gas & oil 111,000
Richfield gas & Richlube oil 38,000
82. Beecham Products 147,000
Macleans toothpaste 147,000
83. Geigy Chemical Corp. 138,000
Agricultural products 138,000
84. Canada -Dry Corp. 137,000
Canada Dry beverages 101,000
Wink 36,000

85. Savings Bank Life Insurance
Council of N.Y. 136,000
Savings bank life insurance 136,000
86. American Lamb Council 135,000
Lamb promotion 135,000
87. Noxell Corp. 134,000
Cover Girl 17,000
Noxzema cream 94,000
Noxzema lotion 9,000
Noxzema shave caeam 14,000
88. Seaboard Finance Co. 132,000
Loans & financing 132,000
89. Associates Investment Co. 128,000
Financial services 128,000
90. Castro Convertible Corp. 126,000
Furniture 126,000
91. S.S.8. Co. 124,000
$.8.8. Tonic 124,000
92, Salada Foods (Salada Junket Div.) 123,000
Salada Tea 123,000
93. Levi Strauss & Co. 122,000
Sports wear 122,000
94, Sears, Roebuck & Co. 121,000
Stores & mail order catalogs 121,000

34 (BROADCAST ADVERTISING)

Estimated

Expenditure

95. Burlington Industries 119,000
Ballet Hosiery 44,000
Cameo_hosiery 75,000

95. Gulf Dil Corp. 119,000
Guif gas & oil 100,000

Gulf heating fuel 6,000
Tires, batteries, accessories 12,000
Agricultural products 1,000
95. Japan Air Lines (American region) 119,000
Air travel 119,000
95. Japan Air Lines {American region) 119,000
Dr. Pepper 2,000
Hustle 13,000
Pommac 2,000
Suncrest 2,000
95. F. & M. Schaefer Brewing Co. 119,000
Schaefer beer 119,000
100. J. M. Smucker Co. 118,000
Smucker's jams & jellies 118,000

SOURCE: Radio Advertising Bureau

Al figures shown are gross before deduction
of any discounts or agency commission. This
makes them comparable to data for other media
iTr{chuding network, radio, spot TV and network

Brand expenditures are, in most cases, based
based on break-outs as reported. In the few
instances where exact figures were not available
due to product scheduling on a rotating basis,
{%AB has projected estimates of brand expendi-
ures.

TOP 100 NETWORK RADIO ADVERTISERS
(BY BRANDS)
FIRST QUARTER 1967

Estimated

Expenditure

1. General Motors $1,391,000
Buick Div. cars 65,000
Cheviolet Div. ¢ars © 7 498,000

o

10.

1.
12.

20.

22,
23.
24.
- 28

Delco-Remy Div.

United Motor Service
Fisher Body Div.
Frigidaire Div.
Guardian Maintenance
Oldsmobile Div. cars
Corporate
Campbell Soup
Campbell soups
Campbeli V-8 juice
Liggett & Myers Tobacco
L&M cigarettes
Lark cigarettes
P. Lorillard
Kent cigarettes
Newport cigarettes
True cigarettes

. State Farm Mutual Insurance

Insurance

Sterling Drug

Bayer aspirin

Ironized Yeast

Phillips Milk of Magnesia
{Lehn & Fink Div.}

Lysol

Medi-Quik

Borden

Aunt Jane's Foods Div.—pickles

Borden's Cremora

Realemon Co. Div.—Realemon juice
Wyler & Co. Div.—fruit juices

Wyler & Co. Div—soups
R. J. Reynolds Tobacco
Camel cigarettes
Winston cigarettes

{R. J. Reynolds Foods Co. Div.)

*My-T-Fine deserts &
Vermont Maid syrup

Morton Salt

Morton salt

Chrysler

Ch(r{ysler Div. cars

Dodge Div. cars

Plymouth Div. cars

Customer Car Care

Marine Div.

Warner-Lambert Pharmaceuticals

Cornhuskers hand lotion

Estimated
Expenditure

213,000
148,000
111,000
160,000
90,000
106,000
647,000
176,000
471,000
629,000
326,000
303,000
592,000
14,000
8,000
570,000
542,000
542,000
520,000
221,000
53,000
128,000

106,000
12,000
515,000
83,000
83,000
58,000
82,000
209,000
507,000
281,000
138,000

88,000
474,000
474,000
432,000

43,000

16,000
244,000

415,000

*Eversharp (Schick Safety Razor Div.) 414',000

Razors, blades & shave cream
American Home Products
Anacin

Dristan

Preparation "H"

E. ). Brach Div.—candy
Bristol-Myers
Bromo-Quinine

Excedrin

No-Doz

Time Inc.

Time magazine

Life magazine

. Wm. Wrigley Jr.

Wrigley gum

. American Dairy Association

Fluid milk & dairy
products promotion
Florida Citrus Commission

Frozen orange juice

. *Kellogg

Cereals

. 3M Co.

Games

Tapes

Tarni-Shield
American Tobacco
Lucky Strike cigarettes
Pail Mall cigarettes
Tareyton cigarettes
F&F Laboratories
F&F cough drops
Ludens Inc.

Ludens cough drops
AF. of L./CIO
Labor Union
General Mills

414,000
407,000

328,000
303,000
303,000
299,000
299,000
280,000
22,000
108,000
150,000
280,000
52,000
153,000 .
75,000
255,000
255,000
241,000
241,000
234,000
234,000
229,000
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DEVILS LAKE

ISSEN, you wheels who have been buying
WDAY-TV for all these years — just lissen to

the extrys you now get because we now got a “twin”
up there between Devils-T.ake and Grand Forks!

EXTRY! —you now get North Dakota’s second
market as well as the first — 35,370 new, undupli-
cated TV homes.

EXTRY! — you now get the Grand Forks U.S.
Air Base, with 17,000 sojers and their families.

EXTRY! -— you now get the two major colleges
in our state — U. of North Dakota in Grand Forks,

WD

FARGO - MOORHEAD

A Y Dand W

TELEVISION DEVILS LAKE-GRAND FORKS

Lookit the EXTRYS you get
with this extry TOWER!

N.D. State College in Fargo, with their 12,000

students, teachers, etc.

EXTRY! — you now get the entire Red River
Valley, including all Northeastern North Dakota,
Northwestern Minnesota, plus a hunk of Southern
Manitoba. This now gives you total coverage of
149,460 Grade B TV homes.

So now you get 31% more than you've ever
gotten before from WDAY-TV., Which, all by itself,
gives you actually the biggest, best, etc., etc. market
between Minneapolis and Spokane, Washington!

Don’t jist SET there. Ask PGW!

A Z

THE “HEAVENLY TWINS"

Covering All of Eastern N.D. and Western Minnesofa

0

BROADCASYING, August 14, 1967

o ONE RATE CARD, ONE BUY — FARGO, N.D.
“f_" PETERS, GRIFFIN, WOODWARD, INC., Exclusive National Representatives
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A BRAND NEW VARIETY/TALK /CELEBRITY SHOW
For Fall start from FILMWAYS...

Sf_._’_.;-_ Big budget! Big stars! Big production! A major addition to syndication!
i

.

% |
K| ’

o

e :

FOR FIRST RUN SYNDICATION /LIVE ON TAPE /COLOR / 5-A-WEEK STRIP /90 MINUTES DAILY
,"'-.'- ‘- (6C MINUTES DAILY OPTIONAL)

LOOK AT THE STATIONS WHO HAVE ALREADY BOUGHT BOONE:.

@ WPIX New York @ KHJ Los Angeles ¢ WGN Chicago ¢
@ WFIL Philadelphia @ WTOP Washington @ KPLR St. Louis @ WTVJ Miami ¢
¢ KTVT Ft. Worth @ WNHC New Haven @ KWGN Denver @ WGR Buffalo ¢
® KFRE Fresnc @ WFBG Altoona @ WJRT Flint @ CKLW Detroit ¢
® WFGA Jacksonville @



..AND LOOK HOW THEY'VE SCHEDULED HiIM:

WPIX New York

WFIL (ABC) Philadelphia
KPLR St. Louis

WGR (NBC) Buffalo

WTOP (CBS) Washington lafterncon ! 4:30-6:00 PM.

Wae're talking to lots of stations and we'd like to talk to you. Please cail collect . . .

A FILMWAYS and CODGA MOOGA (nc. PRODUCTION

prime time |10-11:30 M. gy Diriouted by

daytime 12. 1:30 BM. e TF..LI.'MWAYS SYNDICATION SALES
prime time | 8:30-10 PM. F ‘ ‘ ‘
morning 10-11:00 A.M. IRES-IONE

FILM SYNDICATION LTD.

51 WEST 51 STREET - NEW YORK CITY - LT 1-9200



Commercial preview: cooling it with Muriel

Consolidated Cigar Corp., New
York, accentuates the “cool” motif
in a commercial that introduced the
new Mint & Menthol cigar in a com-
mercial carried on CBS-TV's soccer
coverage Aug. 6.

The commercial shows a man
who is seemingly indifferent to the

extinguishes each light offered him,
finaily lights his own cigar, as the
voice-over announcer proclaims:
“Muriel Mint & Menthol, the cigar
that stays cool under fire.

The commerciai was created by
Lennen & Newell, agency for Muriel
cigars. The production was handled

presence of a bevy of beautiful girls by MPO Videotronics Inc., New
who attempt to light his cigar. He York.

Estimated Estimated

Expenditure Expenditure

“Total" cereal 221,000 Long-distance telephone service 111,000
Bisquick 8,000 38. National Biscuit 111,000

26. Armstrong Cork Co. 201,000 "Nabisco 100% Bran” cereal 111,000
Epic floor wax 201,000 40. *Renuzit Home Products 100,000

2]1. Cowles Communications 198,000 Household cleaners & deodorants 100,000
Family Circle magazine 110,000 | 40. Retail Clerks International Ass'n. 100,000
Look magazine 88,000 Union promotion 100,000

28. Block Drug 181,000 42, Hartz Mountain Products 95,000
Nytol 90,000 Pet Needs Div.—flea powder 95,000
Polident 83,000 42. Heimac Products 95,000
Tegrin 8,000 Lint Pic-up 95,000
24, National Dairy Product 42. Holiday Inns of America 95,000
(Kraft Foods Div.) 157,000 Hotel & motel service 95,000

Parkay margarine 157,000 42, National Plastics Products

30. Wynn Qil 155,000 (Vectra Div.) 95,000
Wynn's friction proofing 155,000 Ozite rugs & carpets with vectra 95,000

31. Meredith Pubiishing 150,000 46. Miller Brewing 94,000
Better Homes & Gardens magazine 150,000 Miller High Life beer 94,000

32. Knox Gelatin 141,000 | 47. Mutual of Omaha Insurance 93,000
Knox gelatin products 141,000 Insurance . 93,000

33. *American Express 132,000 | 48. Billy Graham Evangelistic Ass’'n 91,000
Credit cards & Travelers Cheques 132,000 Religious 91,000

34. *MacFadden-Bartell 127,000 | 49. Purex ) 89,000
Magazines 127,000 Ayds reducing candy 89,000

35. Chas. Phizer Co. (Coty Div.) 126,000 | 49. Ocean Spray Cranberries 89,000
Imprevue perfume 126,000 Cranberry products 89,000

36. Bankers Life & Casualty 119,000 | 51. CIBA 87,000
White Cross hospital & Binaca 87,000
medical ins. 119,000 52. American Cyanamid (), H. Breck Div.) 86,000

37. Plough 112,000 Breck shampoo 86,000
Di-Gel 112,000 53. Pennzoil 83,000 :
38. ATET 111,000 Pennxoil gas, oil & lubricants 83,000 !

38

(BROADCAST ADVERTISING)

Estimated

Expenditure
54, Reader’s Digest 81,000
Reader's Digest magazine 81,000
55. Pet 79,000
Whitman's candy 79,000
56. Nationwide Insurance 77,000
Insurance : 77,000
57. E. I. duPont de Nemours 76,000
Dacron 5,000
Orlon 71,000
58. Formula 409 74,000
"Formula 409" cleansers 74,000
58. Quality Courts Matels 74,000
Hotel & motel service 74,000
60. North American Yan Lines 13,000
Transportation 73,000
60. Patio Foods 73,000
Frozen Mexican foods 73,000
62. Standard Brands 71,000
Fleischmann's margarine 71,000
63. Amana Refrigeration 66,000
Amana refrigerators 66,000
63. State of Minnesota 66,000
Vacation ﬂr_ornotion 66,000
65. Curtis Publishing 62,000
Holiday magazine 3,000
Saturday Evening Post magazine 59,000
66. Anderson . 58,000
Anco windshield wipers 58,000
67. Newsweek 56,000
Newsweek magazine 56,000
67. United Van Lines 56,000
Transportation 56,000
69. Foster-Milburn 53,000
Doan’s pills 53,000
70. In-Sink-Erator Mfg. 50,000
Garbage-disposal units 50,000
M. Sylvania Electric Products 49,000
Lamps 49,000
M. International Harvester 49,000
Cub Cadet tractors 49,000
73. Canandaigua Industries 48,000
Wild Irish Rose wine 48,000
74. Hastings Mfg. 46,000
Casite additive 46,000
75. Sucrest 45,000
Grandma’s molasses 45,000
15. lJeffrey Martin Laboratories 45,000
Compoz 45,000
17. Sardeau 44,000
Sardo bath oil 44,000
18. California Prune Advisory Board 41,000
California prune juice 41,000
78. Nestle 41,000
Decaf instant coffee 41,000
80. Washington State Apple Commission 40,000
Washington State apples 40,000
81. Anheuser-Busch 39,000
Budweiser beer 39,000
82. Lindsay Ripe Olive 38,000
Olives 38,000
B3. Dunn & McCarthy 36,000
Enna Jettick shoes 36,000
84. Swift 35,000
Vigoro fertilizer 35,000
85. Voice of Prophecy 33,000
Religious 33,000
85. Farmers Insurance Group 33,000
Insurance 33,000
87. Lutheran Layman's League 32,000
Religious 32,000

88. California Federal Savings &
Loan Ass'n 31,000
Financial 31,000
89. *RCA 30,000
"~ Home entertainment products 30,000
90. *Gillette 29,000
Razors, shave products 29,000
90. Kelly Girl Services 29,000
 Temporary employment service 29,000
90. Kentucky Fried Chicken 29,000
Restaurants 29,000
93. Assemblies of God 27,000
Religious 27,000
94. Christian ‘Reformed Church 25,000
Religious 25,000

94. Pennsylvania Grade Crude

Dil Ass'n 25,000
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Estimated
Expenditure
“100% Pure Pennsyivania 0il"” 25,000

94, PeterSen Manufacturing 25,000
"Vise-Grip” tools 25,000
97. Evangelical Foundation 23,000
Religious 23,000
97. Ford 23,000
Ford Div. cars 23,000
99, Amway 22,000
Detergents 22,000
100. 0'Brien 21,000
0'Brien paints 21,000

SOURCE: Radio Advertising Bureau, Inc.

Figures shown are gross before deduction of
any discounts or agency commissions, as re-
ported by ABC, CBS, MBS, and NBC Networks.
This makes them comparable to data for other
media including spot radio, spot TV and net-
work TV,

*Reports on expenditures for these adver-
tisers are not broken down in enough detail for
RAB to estimate brand figures with acceptable
accuracy.

Agency appointments ...

» Valu-Mart Stores, division of Weis-
fields Inc., operating in major Washing-
ton and Oregon communities and
opening two new stores at Great Falls,
Mont. and Richland, Wash., has ap-
pointed McCann-Erickson, Seattle, to
handle radio-TV advertising.

» Caveman Camper, Grants Pass, Ore.,
has appointed Coit and Associates Inc.,
Portland, Ore., for creation, coordina-
tion and su