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INTERCONTINENTAL TELEVISION, INC.
(a new company)

presents

its first distinguished series

"THE INTERCONTINENTAL CHILDREN'S THEATRE"

10 award -winning 1 -hour special films

each made in its own foreign country

with kids!-for kids!

WRITE! WIRE! CALL!

INTERCONTINENTAL TELEVISION, INC.

Hardie Frieberg, President

635 MADISON AVE., NEW YORK, N.Y. 10022
Telephone: (212) 421.4230



The creative excellence of KTUL-TV's color
documentary, "The Five Civilized Tribes: An
Unfinished Journey" won for KTUL-TV the
industry's most coveted distinction, the Edward
R. Murrow Award . . . "In
recognition of distinguished
achievement in television
documentary reporting".
KTUL-TV's News Director,
Jack Morris, and his staff,
researched and were in pro-
duction for seven months to

produce this hour-long, color special dont
menting the plight of the American Indian.
The beauty and authenticity of "The Five
Civilized Tribes: An Unfinished Journey"

drew praise from governmental
officials, Indian leaders and
thousands of viewers in the
Channel 8 coverage area.
KTUL-TV and Griffin-Leake
TV, Inc., are grateful for this
recognition.
Part of the team that made it possible: Pho-
tographer Harold (Red) Slalom, right; and
Scripts% riter Bob Gregory, left.

"Che Tim Qwihzed Cribes",- Edward R. murrow award winner

KTU L -TV TU LSA LTVtioStation
A Griin-Leake
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Facts in focus...

the NSI
PROGRAMS
IN PROFILE

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

 Published in Fall and Spring

For complete details
call, wire or write

Nielsen Station Index
NSI 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

HOLLYWOOD (90028)
1680 N. Vine St.  H011ywood 6-4391

SAN FRANCISCO (94104)
68 Post SI.  YUkon 6-6437

a service of
A. C. Nielsen Company

CHICAGO (60645)
2101 Howard Street  465-4400
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23 TV's BIRD IN THE HAND
An exclusive analysis indicates which o/ this year's
programs may be back next fall

.11 ONE WAY FOR SEVEN ARTS

From a beginning as a distributor of motion pictures to
has come an entertainment giant

THE CRITICAL FACULTY

.9 new school ol reviewers of Broadway plays and mov
adds an extra dimension to tv news

34 OKAY, MR. CAMBRIDGE?

U ho gets excited about a -minor" childhood disease?
Detroit, WXYZ-TV did-to good cause

DEPARTMENTS
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Bait KBOI-TV
Set/ IDAHO!

KBOI-TV reaches more

homes, more viewers, more men

and more women from Sign -on to

Sign -off, Monday thru

Sunday*, than any other

Idaho television station.

And KBOI-TV is Idaho's

first 100% color -

capable station.

ARB Mar. '66. Audience meas
urements are estimates only
based on data supplied by in
dicated sources and subject to

the strengths and limitations
thereat.

TELEVISION
Channel 2 CBS

BOISE

Affiliated w,th Bannevulle International sta 
tions, KSL-TV Salt Lake City. Kino-Ts, Se-
attle. WRUL. New York. KID.TV Idaho Falls.

Represented by

Olirl'EB S,e1111,1FIN,00 OIYIYABD, 1NC.
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COMPLETE

AUTHORITATIVE

ete , .

and basic reference guide of
international radi

teley

1966 WORD RADIO

TV HANDBOOK

The indispensable and complete
guide for identifying broadcast sta
tions in every country of the world
A complete listing of all short wave
stations, foreign broadcasts, long
and medium wave stations, tv sta
tions and personnel. The World
Radio TV Handbook is the only
guide of its kind, used by broad-
casters, tv stations, technicians,
amateurs, shortwave hobbyists,
diplomatic corps and advertising
agencies throughout the world.

For information, write

World Radio TV Handbook
Sundvej, 6, Hellerup, Denmark

or

1270 Avenue of the Americas

New York, N. Y. 10020

Letter from the Publisher

Broadcasting's Library, at Last
The Broadcast Pioneers have made a constructive mo

that will benefit the entire industry. At its recent boa
meeting, the association set up an education fund for the
creation of a history project for both radio and television
G. Richard Shafto, president of Cosmos Broadcasting Corp,
has been elected president of the fund. Organized as a non
profit tax deductible institution, the money contributed wi
be used to collect, file and index records, manuscripts, mem.
orabilia and artifacts of the broadcast industry that are part
of the rich tradition in the history of this communication art.

Over the years much of this material has been squirreled
away in bits and pieces across the country. Many of the
universities, notably Wisconsin, Michigan and Columbia,
have portions of extremely valuable, original manuscripts
and recordings. A great deal is still in private possession.
However, there has been no one single source for this in
formation. The backlog of material on radio will be difficult
to collect and collate. However, many of the history -making
events in television as they occur can now be deposited in
the library for generations to come. As time goes on, the
library will become more and more rsefrl to historians,
researchers and students. No definitive history of the United
States can be written without the background of these de-
velopments in radio and television.

It is hoped that space will be found at the new NAB
headquarters in Washington to house the fund and its library.
The Broadcast Pioneers are to be commended for taking a

positive step on a project that has been discussed for so

many years, but has still to become a reality.

Claude Barrere's Heritage
Claude Barrere left a tangible heritage-the International

Radio And Television Society is a monment to his energy
and dedication. In his decade of service with the 1RTS, the
society tripled its membership, expanded its activities and
greatly increased its facilities. His drive and spark ignited
many constructive efforts that benefited the entire broad-
cast business. We who worked with him over the years will
miss him as a person, and as a friend. The IRTS should
lose no time in establishing a fitting memorial on behalf
of its departed, but not forgotten Executive Director.

Sincerely,

442

fl
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'ROCKFORD VIEWERS

4("der

1

ref4e...

THEY SWITCHED!!
WCEE-TV...1 YEAR OLD AND ALREADY TIED FOR 1St IN METRO MARKET!

+33

+23

,SHARE*
0 9 AM to Midnight

October, 1966

7 SHARE
0 9 AM to Midnight

February, 1966

+4/04% SHARE
9 AM to Midnight
SEPTEMBER 12, 1965 AIR DATE

 Nielsen Audience Measurements arc estimates only, based on data supplied by
indicated sources and subject to the strengths and limitations thereof.

A LEAD ER FU LL COLOR FACILITIES

 LIVE COLOR CAMERA - THE AREA'S FIRST AND ONLY!
 COLOR VIDEO TAPE  COLOR NETWORK FACILITIES
 COLOR FILM PRODUCTION  COLOR FILM AND SLIDES

Rockford -Freeport, Illinois
Competitively Priced-See Meeker Representative

elevision Age, December 19, 1966 11



Letters
to the
Editor

Permission Granted
I am a steady reader of your maga-

zine for many years and I was very
impressed by the article called Critics
on Critics (Oct. 24, 1966). I think
the article is very important and use-
ful to the Japanese broadcasting in-
dustry. So I would like to reprint
the article in the publicity magazine
called Hoso Asahi, which is publish-
ed by Asahi Broadcasting Co. and
distributed to advertising agencies
and broadcasting stations in Japan.

TSUNEHIRO FUJIWARA

Kubota Advertising Laboratory
Tokyo, Japan

Month Had an "R" in It
In your

Tirinato's shift from Chicago to At-
lanta, the typesetter put an r on the
end of his name.

If you check the release you'll
notice he played on the Syracuse U.
championship football team. Your
typesetter can hide with me when
Joe comes to town.

announcement on Joe

I'IIIL HARMON
ABC Films
New York

Who Did It First?
From the newspaper stories that

have appeared concerning CBS's de-
cision to group its commercials dur-
ing certain types of programs, there
seems to be some confusion about
the Xerox commercial placements
during The Glass Menagerie telecast.
I would like to take this opportunity
to set the record straight:

1. While we applaud CBS's de-
cision to reduce the number of com-
mercial interruptions during certain
dramatic and/or cultural programs.
we're not quite certain what all the
shouting is about. Xerox initiated
this policy five years ago, when we
first entered tv as a sponsor of CBS
Reports.

At that time. we decided to utilize
90 -second commercials, rather than
the customary one -minute variety.
in this way reducing by one-third
the number of interruptions for com-
mercials during a program. We have
done this since.

2. It is true, as CBS has said.
that they are giving Xerox $100,000
to redo two commercials. so that
they will be two -minute spots and
not the 90 -second ones previously
prepared.

However, we are giving up three
commercial positions during the
show to which we are entitled. The
time and program value of these
three advertising opportunities is ap-
proximately $260,000.

3. We initiated the same p
ure at NBC for our sponsorsh
their Election Night coverage
using 90 -second commercials r 9
than the one -minute ones, we red
the number of commercial inte
tions during seven hours on th
from our allotted 21 to 14, or
third fewer.

4. As you might imagine. red
the number of commercial inte
tions requires certain concessio
our part. which we are happ
make in order that the end pr
for which viewers tune in-the
gram-will play better.

During Glass Menagerie, for ex-

ample, we have see en commercials 6.
rather than the customary 12 i four 1,
of 90 -second length. three of two

minutes I. To make certain that there
will be no more than four intermit.
tions during the play, we have coo.
sewed to having the two cluing
commercials run rather closel to.

gether, separated by the clo.ing
credits. As you might imagine. this
will probably reduce their impact

5. We will he happy to coupe
with CBS the same way when
sponsor Mark Twain Tonight,
Crucible and our Death o/ a Sa
man rerun next spring.

ROBERT N. STA

Public Relations Specia
/or TV and Ra
Xerox Corporal

New Yo

How would you promote Van Zeppelin?
We don't know but . . .

WJBK-TV, DETROIT will find it easy to promote

VAN IEFLIN in THE WASTREL

RAMS
from

FILMS

St

12

61
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Book With a Bite
Madison Avenue, by David G.

in; G. P. Putnam's Sons, New
.lc; 246 pp.; $5.95.

..As I see it, the only legitimate
sown for going into the advertising
bliness is that you enjoy the work

the money. Service to humanity
jr. isn't in the picture." With that,
aid G. Lyon opened his recent
isiult on Madison Ave., Off Madi-
it Avenue, a 246 -page volume pub -
hied by Putnam. While Mr. Lyon
hl the reasons for going into ad -
v tising, it took him over 20 years
n find his place on the industry's
sifting sands. The book describes
vie of those years on the Madison

lie. "gravy train," his fall from
glee, and the discovery of his own
Ilhalla as head of his own small
a'ncy-in his garage in Westport,
(nn.
Despite a residue of bitterness,

Lyon makes a good case for the
sill agency. He believes with a

ssion that a good small agency
more fulfilling and can produce

tter advertising than the behe-

)ths of Manhattan where he
irned the rules. Off Madison Ave -
.e is a very readable, rather witty
vies of anecdotes, reflections, opin-
ns, and suggestions; they add up

a fairly convincing case for a
pod small agency.
Madison Avenue's problems spring
om two sources, Mr. Lyon says:

ADDENDA TO COLOR FACILITIES

New information on color facilities at local stations follows, updating the lull
listing published in TELEVISION AGE "color issue," Dec. 5, 1966. This data was
furnished past the deadline for inclusion in the earlier listing. A check indicates
station now has color equipment; a date indicates equipment is on order and should
he operational at that time.

Boston
WSBK-TV

Film Live

July '67

Corpus Christi
K ZTV Fall '67

Los Angeles

Tap'

KHJ -TV so

Providence, R.I.
W PRO -TV March '67

Schenectady
NI RGB so so

oungstown
WFMJ-TV Jan. '67 Feb. '67 Jan.

bigness and fear. Bigness is the re-
flection of Madison Avenue's big
business clients, and fear is the price
of bigness. "Madison Avenue tries
to act like big business, but adver-
tising cannot and should not be an
institution like big business," he

says. "Business deals in a standard-
ized product, reproducible ad in-
finitum. Advertising, if it means any-
thing at all, should deal in the pro-
duction of the unique."

Mr. Lyon singles out research and
committees for special treatment.
"Fundamentally advertising research
is rather like religion. The end

product is a series of commandments
-do this; don't do that. Underneath
this didactic superstructure lies a

slender set of assumptions which can
be accepted only by a conscious.act
of blind faith. There is, however,

this important distinction: people
believe in religion but rarely act on
it." He then recalled a case when
Philip Morris spent $150,000 on
the package design for Marlboro,
only to select the same design he
had recommended 18 months earlier.
"It was so outstanding that no re-
search project, no matter how care-
fully constructed, could louse it up."

How would you promote Michele Noggin or Richard Dott?

We don't know but . . .

WDAL-TV, DULUTH will find it easy to promote

MICHELE MORGAN & RICHARD 1000

in MARIE ANTOINETTE (color)

one of the post '60

MAHE FEATURES
from

FILMS
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If people don't believe in thc,:l
station, they won't believe you

new camera can solve all 1
their picture taking problem1

KPIX has the people of San Francisco
pared to accept the unusual. And to I it

This is the station that created
and launched an exciting new dayti
program. And found and launched an
exciting new daytime television pers
to host it. He's John Bartholomew Tu
His delightfully uncynical, unjaded per
has won him a very responsive audienig.
This is the station with a stubborn
dedication in the field of news. A dedicabe
that made them one of the pioneers in
developing the half hour news format. And
dedication that has brought them manyew
And this is the station with POW. POW iS
programming with a flair unusual in the
field of public service.
KPIX, like all Group W stations is vitally
involved in the community. And thus this
one hour Sunday show speaks out -
concerned - impertinent - serious; always
presenting a new approach to people and
events. A documentary on crime might be
acted out by a ballet troupe. Historical
happenings may be presented in a Pop Art
setting. The host is popular author, critic,
and wit, Rolfe Peterson. His guests area"
sorts of controversial and colorful people.
Wouldn't it be a good idea to place your
dramatic demonstration on a station that
is a dramatic demonstration of just whata
broadcaster can do? If KPIX can get its
message across so strongly, just imagine
what it can do for yours.

GROUP

KPIX W
WESTINGHOUSE BROADCASTING COMPANY

REPRESENTED NATIONALLY BY 'VAR



Business barometer
me sales to local advertisers in September increased 17.6 per cent over the same month

a year earlier, according to the Business Barometer survey of stations across
the country. At the same time, station revenue in the form, of network compensation

rose 4.7 per cent over September '65.

anslating the percentages into
estimated dollars, the
nation's stations are
figured to have taken in
$31.6 million from local
sales this September, as
compared to $26.9 million
previously, and $20.0 million

from the sale of time to the

networks, as compared to
$19.1 million previously.

Ir the month of September compared

to August immediately
preceding, local volume was

reported up 17.4 per cent,
compensation was up 3.5

per cent.

17._6 -per -cent local increase

registered favorably in
comparison with the September site

'65 over '64 increase of
only 7.7 per cent, but the

Station

compensation gain of 4.7 per

cent was under last year's
figure of 10.3 per cent. 45

s the data indicate, the outlets
in the largest -billing group

achieved the greatest gains
in local sales, while the
smaller stations were well
above average in compensation

increases. Throughout the
last six months, the smaller
outlets appear to be getting
increasingly more of their

revenue via compensation-
indicating either that their

network rates are being
raised more noticeably than
those of larger stations,
or that they're clearing
more network programming in
an effort to save on program
expenditures themselves.

Fext issue: a report on spot television activity in October as the year's final

quarter began.

LOCAL BUSINESS NETWORK COMPENSATION

millions of dollars

$31.6

September (tip 17.6%)

millions of dollars

$20.0
$19.1

September (up .1.7("-)

)ear -lo -year changes by mutual star resents(

Local Busin,,s Network Compensation

Under SI million.
SI-3 million
$3 millionor

12.8
20.8

5.07c
4.6
1M

is

ui

4.5

10

.10

2.5

2,0

II I I f II I II 1 I NOV/4
1966'63 a putiAmt 1966-'6:S purism.

.4 copyrighted feature of TELF:VISION AGE. Rosiness Ibtroeteler is based on a crosssection of tations in all inronoc and ,t.auraplir al categories.
'formation is tabulated b-. Dun Bradstreet.)
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Sillicant Swift
returns to
Buffalo to sit
and wait.

Ad Manager
Sillicant Swift,
took the plane to
Buffalo after
watching his color
commercial
shot on film in
New York.

t will follow him in two months.

He should have shot it at Videotape
Center. His commercial could have
taken the same plane with him.

Is that asking
too much?
Not from us.
Videotape Center
makes video tape make
sense as a creative medium
for television commercials.

OTAPE CENTER 101 W. 67 Street, New York, N.Y. 10023 (212) TR 3.5800

18 Television Age, December 19, 1966



THE WAY IT HAPPENED Newsfront
1Who's an Expert?

Last May, TELEVISION AGE asked a
halfdozen agency programming ex-
perts to do a little guestimating
about the 1966-67 tv season. For
even half-hour prime time segment

on the networks, each executive tried

to determine the programs that
would win, place and show in the
third Nielsen report for the two-
week period ending October 23,
1966. On the basis of the predictions
of programming chiefs at Ted Bates
& Co.. BBDO, Doyle Dane Bernbach,
Lennen & Newell, McCann-Erickson
and Young & Rubicam, Inc., this
magazine also tabulated a "consen-
sus" column, which in effect, aver-
aged out the six opinions.

By now, of course, everyone
knows how the programs fared. But
how did the handicappers do? Was
anyone's guess 100 per cent correct?
Was the consensus right more often
than any one agency man, proving
that six heads are better than one?

Consensus Scores Near 50%.
Based on the NTI ratings for the
third week in October, for the week
ending October 23, 1966. that is,

the TELEVISION AGE consensus pre-
dicted the correct ranking of the
three networks in 23 out of the 49
half-hour segments. At the six agcn-
des. the highest score was achieved
by the men from Ted Bates and
DDB. each of whom predicted 19
segments correctly. The experts from
BBDO and McCann each hit 16 cor-
rect. while L&N and Y&R each hit
15 half-hours on the nose.

Of course, nobody was shocked at
the comparative ranking of some
shows. All six agency men guessed
the exact ranking of programs in
five of the 30 -minute slots. In others,
though. no one foresaw the showing
that resulted.

Some of the more obvious races
which everyone predicted were the
following (all are listed in their rat-
ings order. from highest to lowest) :
Bonanza. Sunday Movie and Garry

Moore (two half-hours), Red Skel-
ton, Tuesday Movie, and The Pruitts
of Southampton; and I Spy, Danny
Kaye and Stage '67; (two -half
hours).

Nobody Got 'Em. The ones that
follow, however, probably surprised
a lot of people. Not one of the six
experts predicted the rank order that
resulted for: Iron Horse, Gilligan's
Island and The Monkees; Peyton
Place I, Family Affair and Road
West; Tuesday Movie, The Fugitive
and CBS Newshour; The Virginian,
Lost in Space and Batman; Lost in
Space, The Virginian and The Mon -
roes; Chrysler/Hope, Green Acres
and Man Who Never Was; Chrysler/
Hope, Comer Pyle and Peyton Place
II; Daniel Boone, Batman and Je-
richo; Thursday Movie, Bewitched
and Star Trek; Tarzan, Wild West
and Time Tunnel; Friday Movie,
Man from U.N.C.L.E., Milton Berle;
Lawrence Welk, Get Smart, Pistols
'n Petticoats; and Saturday Movie,
Gunsmoke and ABC Scope.

What is apparent from the above
list is that almost everybody under-
estimated the pulling power of the
movies. All the agency men thought
that Gunsmoke would overtake the
Saturday Movie; that Bewitched
would outpull the Thursday Movie;
that The Fugitive would outdistance
the Tuesday Movie.

It should be mentioned that in
some periods the agency men pre-
dicted ties; they thought that the
audience would split about evenly
for some shows. The actual Nielsen
figures, of course, are rarely exactly
equal for any show, so that no ties
were counted in any segment. In
some cases, estimates of ties by the
programmers resulted in first- and
third -place splits. To illustrate: The
consensus was that Tarzan and Green
Hornet would be in a dead heat for
first place when actually they came
in first and third, respectively; it
was guessed that Chrysler/Hope and
Peyton Place II would tie for second -
place and that the second half-hour

of Chrysler/Hope and Man Who
Never Was would both place, where-
as in both segments the actual stand-
ing was first and third respectively.

No Confidence in New Ones.
Looking back at the charts in the
May 23 issue, it's interesting to note
that of the 25 shows that all six
agency men predicted would be first
in their time slots, not one was a new
program. And sadly enough, only
two new shows, Iron Horse and
Tarzan, did make first place in any
of the time segments. This lack of
confidence in the new fall shows can
also be seen in the number of times
the consensus said that a new show
would attract the lowest audience
in a time period. A third -place stand
was predicted for It's About Time,
Hey, Landlord, Garry Moore, lean
Arthur, Girl From U.N.C.L.E., The
Rounders, The Pruitts of Southamp-
ton, Love on a Rooftop, The Mon -
roes, Stage '67, Jericho, Star Trek,
The Hero, Hawk, Time Tunnel,
Shane, Pistols 'n Petticoats, and
Mission: Impossible. And in every
one of those cases, the NTI report
revealed consensus was correct. (See
the story on page 23 for a more de-
tailed study of which new shows will
be back next season based on ratings
performance.)

Back the Movies. What it all

means, of course, is that it's ex-

tremely difficult to determine how
one show will perform against an-
other. Obviously, the agency people
were not alone in guessing incorrect-
ly which shows would win, place and
show. Network programmers had
more than their fair share of wrong
judgments. And so did the produc-
tion companies which agreed to gam-
ble huge investments on coming up
with a winner.

More and more, it appears the
only way to come out ahead is to
play the favorites-the movies-and
go for small winnings rather than the
big rewards that come from a loog-
shot.

Television Age, December IQ, Moo 19



The Speaker of the House
recognizes Television Age

We don't want to make a whole Federal case out of this
but you might like to know that television's most read-
able, reputable and repeatable publication even gets
quoted in Congress. In fact, recently we held the floor
on two separate occasions for the television industry.
The point is that whenever important people need a
television authority-it's the most natural thing in the
world to reach for Television Age. It happens in Con-

gress. It happens with remarkable consistency in
Reader's Digest where our stories are reprinted for the
benefit of tens of millions. Most important-it always
happens throughout the television industry where
Television Age is read more . . . quoted more . . . used
more. That's why Television Age helps you reach more
of the people you want to reach, the way you want to
reach them-with authority. You can quote us on it.



Television -he

LEVISION AGE Meets The Needs Of The People Who Spend Over $1,000,000,000 In Television Annualk



EQUATION
FOR

TIMEBUYERS

ONE BUY DOMINANCE*

X WKRG-TV':::.

*PICK A SURVEY - - - ANY SURVEY

Represented by H -R Television, Inc.
or call

C. P. PERSONS, Jr., General Manager

22 Television Age, December 19, 1966



Tv's bird in the hand

0 ne of the first speeches a college dean makes
to the incoming freshman class concerns

the student's chance for "survival." After asking
the student to look at the neighbor on his right
and on his left-which the enthusiastic tyro
obligingly does-the dean may shock him with
the following morale -booster: "At this college,
only one out of three freshmen makes it through
his senior year. The rest flunk out."

Television's "freshmen," its new programs
each season, have as depressing a mortality rate.
The comparison goes even further than that.
The competition among new shows for network
acceptance is as fierce as the competition among

Television Age
DECEMBER 19, 1966

Ilan) f this season's
new programs won't be around

next fall, but will their
replacements do any better?

high school seniors for college admission. Only
some 35 new shows out of several hundred
possibilities annually are accepted at the net-
works.

If the number of programs making the fresh-
man grade is few, the ones making the sopho-
more level is minuscule in comparison. The
A. C. Nielsen Co. in 1959 first revealed some
interesting data about the return rate of new
programs. A study showed that some 54 per
cent of a season's new fare does not return
for a second year, and that the mortality rate
of the hold -over shows steadily but slowly de-
creases after that. At the end of the third year,
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only 33 per cent of the original pro-
grams are left, and by the end of
the fifth year, 18 per cent of the
starters remain.

Updating those figures with the
help of Nielsen statistics, it's interest-
ing to note that the failure rate of
new programs during the past five
seasons has risen from 1959's 54
per cent to a 62 -per -cent level. That
is, in the past five seasons, a low
average of 38 per cent of the new
fall shows returned for a second run.

The one conclusion that can be
reached in looking at programming
over the years is that tv schedules
are consistent only in their fluctua-
tion. No two consecutive schedules
have more than a partial resemblance
to each other. In the 1961-62 season,
for example, 40 per cent-only 16
programs-of the 40 newcomers of
the 1960-61 season were renewed.
This year, 16 of last year's 39 new
programs were aired. That return
rate, about 41 per cent, is not much
better than the showing of five years
ago. Unlike the old movie slogan,
it seems that tv shows are not better
than ever.

Are Things Better?
Are there any indications that this

season has uncovered some formula
for success? Will a considerably
larger number of this year's starters
live for more than one year?

In an effort to give some con-
crete form to the many speculations
about whether or not certain pro-
grams will return for a second year,
TELEVISION AGE has charted the early
rating history of the new shows and
compared them with last year's suc-
cesses and failures. That is, ratings
for this season's renewed programs
on each network were averaged and
plotted to determine the network's
"success line."

The premise is that a new show
that clearly falls above that success

Top lines tinted area from
ratings of 1965 new programs held

to '66; bottom line from '65
new programs that failed
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line will almost certainly be renewed,
since it is doing better than the
shows held over last year. At the
.other end of the graph, last season's
failures were the criteria. The rat-
ings for these were averaged for
each network; the "failure line" was
the result. Any new show with rat-
ings below that line almost definitely
would be discarded in next fall's
programming reshuffle.

The territory between is crystal -
ball land. This speculation area in-
cludes the programs with neither
disaster nor success status. The start-
ers that fall into this grey area are
often judged by factors other than
ratings-client interest, CPM, spe-
cial audience. And, of course, their
chance for another season often de-
pends on what other material the
network has as replacement fodder.

Hits and Misses
the

sen Television Index ratings (aver-
age audience) for the two-week pe-
riods ending September 26, October
10 and 24 and November 7 were
used to plot the 1965 shows, as
were the NTI ratings for the two-
week periods ending September 25.
October 9 and 23 and November 6
for the '66 shows.

By network, ratings for ABC -TV's
Big Valley, F Troop and The FBI-
held over from last season were aver-
aged to plot the network's "success
line." It's 1965-66 flops - Gidget,
Honey West, The Legend of Jesse
James, Long, Hot Summer, A Man
Called Shenandoah, O.K., Crackerby
and Tammy-were used for the lower
line of the tinted area.

At CBS -TV, last year's Green
Acres, Hogan's Heroes, Lost in Space
and Wild, Wild West were the year's
blockbusters. Their averaged ratings
formed the success line, while those
of The Loner, The Smothers Broth-
ers, The Steve Lawrence Show and
Trials of O'Brien hold up the bottom

of the tinted "safety" zone.
And finally, the NBC-TV hold-

overs from 1965-66 - the Dean
Martin Show, Get Smart, I Dream
of Jeannie, I Spy, Laredo, Please
Don't Eat The Daisies and Run For
Your Life-were included in figur-
ing the success line for the network.
Camp Runamuck, Convoy, Hank,
John Forsythe Show, Mona McClu-
sky, Mr. Roberts, My Mother the
Car, and The Wackiest Ship in the
Army were figured into the failure
line.

The three graphs throw some high-

quirements for return shows.
On the average, shows below a

14.6 rating for CBS were cancelled
last year, whereas at ABC, shows be-
low a 17.0 average got the axe. This
makes the ABC "grey area" much
smaller than that of the other two
networks. That is, ABC considers
shows for renewal that are clearly
above its success line, and also those
in the 2.7 -point range between its
success and failure lines. At CBS -
TV, the range is 6.9 points and at
NBC-TV, it is 6.8 points.

While it is true that "outstanding"

CPM New Programs-ABC-TV

Program Avg. Aud.
Eat. CPM

per cml.
ABC Stage '67 4,560,000 $10.75
Felony Squad 10,038,000 4.34

Green Hornet 7,410,000 4.90
Hawk 6,530,000 5.84
Iron Horse 10,050,000 3.78

Love on a Rooftop 8,560,000 5.43

Man Who Never Was 7,030,000 5.85

Milton Berle 6,860,000 5.10
Monroes 8,240,000 5.02
Pruitts of Southampton 7,850,000 5.10
Rat Patrol 12,020,000 3.63

Rounders 7,910,000 5.61
Shane 6,860,000 5.14
That Girl 9,390,000 4.82
Time Tunnel 8,240,000 4.73
Average 8,126,000 5.34

CP11 is per commercial minute as computed by TELEVISION AGE from best available
industry/agency sources for time and talent costs at minimum discounts; audi-
ence figures rounded as of mid -October.

lights on
standards
was most

each individual network's
in programming. CBS -TV
critical in selecting its re-

newals; its return shows average a
21.5 NTI rating. NBC-TV was next
with a hold -over average of 19.8.
followed closely by ABC -TV's 19.7.
In previous studies (`65, '61, '60),
TELEVISION AGE similarly found that
CRS -TV had the most stringent re-

programs such as Green Acres and
Hogan's Heroes on CBS -TV, and Get
Smart and I Spy on NBC-TV,
boosted the success lines of the net-
works, this season is nonetheless out-
standing for its lacklustre programs.
Only one show, Rat Patrol on ABC-
TV, is virtually assured of a return
season based on ratings alone. Vir-
tually all the other shows, while some
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have performed respectably, are
either in the grey area or clearly
in the sure -death zone. Bern Kanner,
senior vice president and director
of media management at Benton &
Bowles, Inc., says, "I don't think
that there will be any more failures
this year than usual. But the one
single outstanding thing about this
season is that there won't be any
real successes either. I mean shows
that really took off and did well
with 37, 38 or 40 shares."

Despite the fact that none of this
year's shows can compete with the
best of last year, some will return
for fall '67. The question is, which
ones will be back?

At ABC-TV, besides the successful
Rat Patrol, there is a good chance
that That Girl will make it. After
a poor start, the show has picked
up momentum, and its November 6
rating took it into the safety zone.
This, too, is despite its strong com-
petition, the CBS Thursday Night
Movie.

Two are Probable

Iron Horse and Felony Squad are
the only other two new shows on
ABC that didn't fall below the cut-
off line in their first eight weeks.
Although the network would have
to lower its rating standards to justi-
fy a renewal of either one (Felony
Squad ratings average out to 19.1
and those for Iron Horse to 18.6,
both below the network's last-season
hold -over average of 19.7), there is
a good chance that one or both will
be back. Iron Horse is trending up,
and ABC-TV may feel that there is
always room for another good west-
ern, especially one that is perform.
ing respectably. Last year's .Big
Valley, in spite of an average rating
performance, was slotted into this
year's schedule. Felony Squad, too,
is close enough to the success line
to be talked up at the agencies for
another season. Besides, the poor

showing of most of the new shows on
all the networks is a good indication
that the networks may have to lower
their ratings standards to keep even
a skeleton base for next fall.

Six ABC shows will not even com-
plete their first year on the network.
Tammy Grimes was replaced by the
Dating Game early in the season, and
Milton Berle, The Man Who Never
Was, Hawk, Shane and the Rounders
will go off in January. This means
that the network will have cancelled
37.5 per cent of its new shows before
half the season was over.

The Green Hornet, an unsuccess-

in the barrel. The two were probabl)
the network's biggest ratings die
appointments of the season. Phyllis
Diller's show was heavily promoted
and it was hoped that the zany corn
medienne in the sitcom format wouIC
have the Midas touch. It might take
a bit of alchemy to boost the sunken
ratings (after a fairly good perform.
ance at the season's start) but the
network is obviously going to make
the attempt. Beginning in January,
the show will become The Phyllis
Diller Show. If this new title doesn't
upgrade the series, it seems doomed.

ABC Stage '67, on the other hand,

CPM New Programs-CBS-TV
Program Avg. Aud,

Eat. CPM
per coll. min.

Family Affair
Garry Moore Show

11,310,000
6,700,000

$4.457.30

It's About Time .... 8,510,000 5.08
Jean Arthur 6,370,000 5.69
Jericho 8,290,000 4.58
Mission: Impossible 9,500,000 4.70
Pistols 'n Petticoats 8,840,000 5.24
Run, Buddy, Run 9,990,000 5.15

Average 8,688,750 5.27
CPM is per commercial minute as computed by TELEVISION ACE from best available
industry/agency sources for time and talent costs at minimum discounts; audi-
ence figures rounded as of mid -October.

ful attempt to revive an old radio
favorite, and The Mon roes will prob-
ably go off the air by next year be-
cause of poor ratings. Time Tunnel
may be saved by a rating recovery.
Its latest performance put it into the
speculation area. Love On A Roof-
top, despite hopeful critical reviews,
has taken a plunge into never-never
land. It's doubtful that this one,
even if it is like writing off young
love, will find enough favor with
the programmers to warrant a sec-
ond try.

That leaves only The Pruitts of
Southhampton and ABC Stage '67

was never expected to bring in a
blockbuster rating. Still, it is doubt-
ful that the network expected the
7.7 it received in the November 6
survey. But since the program is

essentially different every week, and
assuming that the audience composi-
tion and size would change depend-
ing on the program, the series has
a good opportunity of altering its
standing. If it does come back as
ABC Stage '68, however, it will be
for reasons other than rating per-
formance or low CPM. Considera-
tions of network prestige for putting
on what almost amounts to a cultural
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public service venture, as well as

sponsor interest in hooking up to a
cultural show (even with poor rat-
ings), will certainly play a role in
the fate of ABC Stage '67.

From all indications, then, ABC-
TV next season will have at least
as many new shows (16) as it did
this season. Not only are its new
shows performing below par, for the
most part, but some of the network's
"established" shows are weakening
their hold. Twelve O'Clock High has
already been cancelled. The network's
move to a second night of movies,

though, fills in a two-hour void
which may influence the number of
new shows next year.

A Pair for Consideration

At CBS -TV, it seems probable
that at least two shows will return.
The acclaimed Family Affair will
certainly be back, even though the
graph indicates that its ratings have
not been above
Mission: Impossible has had less

than optimal ratings but then again
its time slot (opposite a movie and
Hollywood Palace) on Saturday at
9 P.M. hasn't been optimum either.
But the program's sophisticated con-
tent and style at least make it eligible
for consideration for a return visit.

Other than these, the CBS -TV
newcomers have proved disappoint-
ing. Pistols 'n Petticoats is not doing
well ratings -wise, and Run, Buddy,
Run, Jericho, The Jean Arthur Show
and Garry Moore have already been
cancelled. That leaves It's About
Time to finish up this season. the
traditional CBS luck with new pro-
grams seems to have run out this

season.
On to NBC-TV, which last year

put in 15 new shows. seven of which
are currently on the air. This year,
only ten new shows had to be slotted.
Of them, it is probable that at least

Top line tinted area from
ratings of 1965 new programs held
to '66; bottom line from '65
new programs that failed
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four will return for a second try,
although none of the newcomers is
clearly in the safety zone.

Tarzan, after a disappointing be-
ginning, appears to be on its way
up. Its November 6 rating put it
slightly above the network success
line. Closest to that is Sheldon
Leonard's Occasional Wile which
will also probably be back.

The Girl From U.N.C.L.E. doesn't
seem to have evidenced the strength
that her relative and precursor The
Man From U.N.C.L.E. did in its first
year. The network has learned from
experience with Man that the type of
show garners a large teen and tot
audience and slotted it in a 7:30-8:30
period. Over at CBS, though, the
same psychology was used, with the
result that the Girl From U.N.C.L.E.
plays opposite Daktari, also a kid -
catcher. As the NBC graph shows,
the program is down -trending. so
that unless enough client interest can
be generated in reaching a some-
what specialized audience (the pro-
gram is presently sold on a partici-
pating basis), it is doubtful that
there will be two U.N.C.L.E. show.
in the 1967-'68 season.

Who is at Fault?
Star Trek, a science fiction series,

seems to be holding its own, but
its "grey area" performance makes
its future kind of iffy.

The Monkees, a free -wheeling
series a la the Beatles, is one of the
few shows this season that broke
away from the established sitcom -
western molds. Its ratings, as the
graph reveals, have been zig-zagging,
with the last two-week showing on
the upgrade. Besides that, the Mon-
kees' success with recordings will
undoubtedly keep the zany quartet in
the limelight, and the show will most
likely see another season if for no
other reason than that it is popular
with the teens. The October TvQ
report confirmed the show's popu-

larity with the under -18 -years -old
audience. This special group is un-
doubtedly the prime target of the
show's sponsors, Kellogg and Yard-
ley, which may be instrumental in
engineering the show's return.

Hey, Lc:milord started the season
with a low of 13.7, but its November
6 showing brought it to 16.2.
Whether or not it will return, or
whether T.H.E. Cat will, are ques-
tions the eight -week period covered
here cannot answer. T.H.E. Cat
has had almost the reverse ratings
history of Landlord, starting up on

both of which have already been
axed.

It is likely that all three networks
will be lowering their lofty ratings
standards next year. Last season,
more of the new programs were ob-
viously in either the "hit" or "miss"
areas. This year is notable for its
average performers, and if the net-
works consider continuing some of
these so-so raters, next year's "suc-
cess lines" will be lower.

It seems probable, at this early
date, that the networks will be bring-
ing in at least the number of new

CPM New Programs-NBC-TV

Program Avg. Aud.
Est. CPM

per rtni.
Girl From U.N.C.L.E. 9,440,000 4.36
The Hero 6,260,000 6.70
Hey, Landlord 9,500,000 4.53
The Monkees 8,780,000 5.04
Occasional Wife 10,160,000 4.51
The Road West 8,780,000 5.52
Roger Miller 8,070,000 5.25
Star Trek 9,610,000 4.14
Tarzan 10,380,000 3.40
T.H.E. Cat 7,580,000 6.18
Average 8,856.00(1 4.96
CPM is per commercial minute as computed by MIA 1-1() \ AGE from best available
industry/agency sources for time and talent costs ,:t minimum discounts; audi-
ence figures rounded as of mid -October.

17.5, reaching a low of 13.8, but end-
ing with a 15.6. Both shows, however,
were up against potent competition.
Ed Sullivan for Hey, Landlord and
the Friday Night Movie for T.H.E.
Cat.

It is doubtful that The Road West
will be back for a second season. Its
ratings have only been average, and
the last figure of 14.8 shows that the
program is trending somewhat down-
ward.

The other two newcomers to the
NBC-TV schedule this fall were The
Hero and The Roger Miller Show.

shows next year that they have in the
past few seasons. The five-year aver-
age for new fall programs is 35.6
entries.

What does this mean for the tele-
vision industry? It means a tougher
time for the sales departments which
have less to base their pitches on than
they do for so-called "established"
shows. It means more money spent
by the networks, because first-year
production costs are usually the high-
est.

Are the networks at fault for the
high death rate? Is the Hollywood
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producer? Can the blame he thrown

onto the feature films which have
lured audiences away from some of

the new shows?
"The blame has to be divided

equally between the network and

Boll% wood boys." says William Tem-
pleton, vice president in charge of
television programming at Norman,
Craig & Kummel. Inc. "They grind
out the formats. but there has to be
interest for them somewhere."

As to i.hy movies can lure

ne%-show viewers. Bern Kanner of
Benton & Bowles, Inc.. remarked,

"Naturally the production value of
a 'le is more than a tv show's. For
example a movie may cost $1.5 mil-
lion and take eight weeks to produce,
men a had movie. A tv show costs

a few thousand dollars. I'm not sure
that the quality differential is not

apparent to the viewers. Even the
lesser movies are better than some
of the bad shows on the air."

Over at Young & Rubicam. Inc.,
Charles C. "Bud" Barry. executive
vice president in charge of television
and radio, thinks that the present
35-15 per cent rate of failure is

healthy for the industry. "If a show
fails. you get rid of it. It's like
Broadway. I would hate to see all hit.
and the exact same schedule next
season. You need variety. Failure in
itself is part of the game. and there
are no guarantees. When you put
money in the bank, it promises 'nr
a certain amount if you save so

much every month, at the present
rate of interest. No guarantee. Every-
body's crying too hard."

Some might agree with Mr. Barn
that the viewers want variety rather
than stability, but others-notably
the sponsors who get burned-feel
that the situation may he reaching a
breaking point. This season's drastic
programming shakeup may be reflect-
ed in next seasons advertising sched-
ule. adversely for the imIti-tt.

Top lines tinted area trout
ratings of I96.1 new programs held

to '66; bottom line from '65
new programs that failed
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Although the entertainment complex
is moving in many directions at one time,

its primary point of the compass is UP

Until last month Seven Arts
Productions, Ltd., was primar-

ily a well -financed and energetically -

supported concept existing chiefly
in the bold and imaginative mind
of one man. The concept was based
on the idea that nobody is truly
able to estimate the value of motion
pictures, at least not this early in
the history of television. The man
was Eliot Hyman, who has the long-
est continuous record of attempting
to determine the value of motion
picture films to the tv medium. The
corporation was created with the aim
of exploiting the potentials of the
market and the talent of the man.
In a run-of-the-mill way the com-
pany has been highly successful, but
not in any strikingly dramatic man-
ner; the promise of great things to
come was continually echoed while
Seven Arts went on turning in a
respectable record of profits (see
table on page 56). But now a break-
through has been achieved with
Seven Arts' acquisition of a major
block of the stock of Warner Brothers
Pictures, Inc.

There'll Be Changes
With the Warner Bros. property,

President Hyman will be in a key
position to usher in many radical
changes which until now have stymi-
ed some of the best minds in the
industry. There's always been the
question of why the major film com-
panies must tie up so much valuable
West Coast property in studio lots
when by careful planning they could

30

Israeli dancers spark recent special

One way for Seven Arts

Eliot Hyman, from movie buyer to founder of a dynasty?



Top hlm names built young (ompato

consolidate their operations on one
property, releasing the real estate
to more revenue -producing use.

There's also the question of film
distribution. Many observers believe
the industry could reduce its film
exchanges drastically if it were will-
ing to take some bold action. Mr.
Hyman's background in tv film dis-
tribution is expected to help provide
some solution to this logistical prob-
lem, even if it calls for blending
some of the distribution facilities for
both motion picture theatres and tv
stations.

Far-flung Empire
And, of course, Mr. Hyman is ex-

pected to exploit to the fullest the
value of old films. The whole in-
dustry is still recovering from the
sale by Columbia Pictures of the tv
rights to the Bridge on the River
Kwai for $2 million. Some experts
figure that after the showing was
indexed it could have justifiably
brought a price of $4 million. And
that's the point Mr. Hyman has been
making for years: that from an ad-
vertising standpoint there's no sure
way of telling just how valuable
feature films are. Now he's in posi-
tion not only to distribute films in
mass but to produce them in num-
bers.

The rise of Eliot Hyman climaxes
the series of changes that swept the
giants of Hollywood in the last few
years. Jack Warner was the last
titan of the industry. Now 74, he
had reigned supreme at his studio

Salvador Dali starred in his own color hour

from the day the four Warner
brothers introduced sound into a

film. It was a bold move and one
that raised the firm overnight from
being an also-ran to the upper ranks
of the industry.

Consider the assets of Warner
Bros. Pictures Corp. In Burbank,
Cal., it owns over 100 acres of

sound stages, outdoor stages and
all the paraphernalia of a film com-
pany. It owns film printing labs in
London, and a 25 -per -cent stock
interest in Associated British Pic-
tures Corp., which operates over
300 theatres and bowling centers
throughout the United Kingdom,
produces and distributes feature
films and has programming rights
for tv broadcasting in Birmingham,
Leeds and Manchester. It owns three
well-known and profitable music
publishing companies and has sub-
stantial interests in several other
music corporations, plus controlling
interest in a record company (Re-
prise Records) which has had medi-
ocre acceptance by the nation's rec-
ord buyers over the last six or seven
years. A year ago Warner's organ-
ized a subsidiary to enter the market
of community antenna systems, pri-
marily in California. It also formed
a company to enter the cosmetic
market. But to date neither venture
has been translated into a signifi-
cant property.

But these assets are simply satel-
lites to the main task of motion pic-
ture production. Warner's has been
turning out films for theatres and

television, but the output has been
diminishing in strength and vigor
over the years. The tactics seemed
to be to concentrate more and more
on making the super -picture, such
as Who's Afraid of Virginia Woolf
and My Fair Lady, and the one
which Jack Warner is now devoting
himself to, Camelot. Just how success-
ful this tactic has been is difficult
to estimate. The studio paid $5.5
million for the movie rights to My
Fair Lady plus agreeing to share
471/, per cent of the gross distribu-
tion over $20 million. It is safe to
assume that as yet the company has
not regained its investment. The
outstanding success of the picture
suggests that it will do so, and show
a handsome profit, before the Warn-
er rights to the film expire.

In the Beginning
The roots of Seven Arts go back

to the 1950's. A group of Canadians
centered around Lou Chesler, one-
time Canadian bond -salesmen, had
been among the first to explore the
potential of buying old feature films
from Hollywood film companies
and reselling them to tv. They had
set up several shell corporations-
PRM, Ridgeway Corp. and Donnell
Mudge, Ltd.-in Canada as vehicles
of acquisition. The sale of the Warn-
er Bros. pre -1948 library to Mr.
Chesler's PRM corporation was the
first deal with a major Hollywood
producer. The sale was consummated
for $21 million and netted $15 mil -

(Continued on page .55)
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Reviewers of Broadway

,tall Hollywood expand the medium
with a "new school" of newsmen

wielding considerable influence

Tv's
critical
faculty

null female critic: Judith Grist Last minute thought by Leonard Harris

l'oive on Broad ow :
Allan Jefler)s

Four cabs, summoned by the pro-

ducer, were lined up outside the
little off-Broadway theatre. drivers
in place, motors idling. as three of
teleision's own theatre reviewers
dashed out before the curtain had
hit the stage. Off in the cabs the
re%ieuers sped. seconds ahead of the
fourth cab which carried the third-

string drama critic of The New York
Times. In the rush uptown, each
of the tv reviewers %%mild be work-
ing over in his mind %%hat he would
sas about the play in the space of
60 seconds or less on his station's.
II o'clock netts.

One of the reieuers. Leonard
Harris of wiits-TN Neu York. might
have as much as 1a minutes in the-

ca!) to mull it over. situ,- his destina-
tion II as the station's newsroom on
the far West Side. Allan Jeffervs of
WABC-TV might have 10 !ninnies to
cogitate before the cab pulled up at
Sardi's where upstairs a Ii lm crew
%%outd be waiting to film him in the.
review. after which the can would
be motoreNcled up to the station
netts central in West 66th Street.
Leonard Probst of WN BC -TV would
have about seven minutes to think
it mer in the cab before reaching
Rockefeller Plaza. Whatever the
space-time problems. the reviewers
would have as much a- a half-hour.
of %%riling time before going, on
the air.

Fillet, Gets There First

Little more than an hour after
curtain. millions of viewers who
probably had not beard of the play
before the telecast would know that
it had opened. and would probably
have some notion of %%holier they
would like to see it or not. The
neu spaper notice by the man from
the Times would not be seen 1)1
one other than theatre "in- people
until breakfast. and then perhaps
would o111 be read by people with
a special interest in theatre.

At the opening of a Broadway
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musical or of a play by someone
of the stature of, say, Edward Albee,
another tv reviewer would be in the
house: NBC's Edwin Newman. Mr.
Newman could be called the dean
of the tv reviewers, an epithet which
would sit awkardly on him, given his
youth and his modesty. A veteran
NBC-TV network newsman. Mr.
Newman is the first of tv's theatre
reviewers to reach the ranks of what
might be called The Critical Estab-
lishment: Walter Kerr. Time, News -

:reek, Robert Brustein. Richard
Watts. all considered influential in
some degree. (Theatre people con-
sider that Leonard Harris shows
promise of becoming a major critic.)

Re% iews of theatre. dance and
other arts are a very recent addition
to the world of television. News-
paper reviews and criticism are
nearly as ancient as newspapers
themsches. and often have been im-
portant in circulation -building. The
presence of Walter Kerr and Judith
Crist were vital to the New York
Herald Tribune in the early '60's.
But television news departments,
with very little "space-time- in which
to pack tabloid summaries of page-
one aces. apparently never gave e -
views a thought moil the New York
newspaper strike of 1962. Then, al-
most overnight, the New York net-
work flagship stations, expanding
their news formats. began to include
luick notices of movies and plays.

Strike Started It

It %%as during that long strike that
Judith Crist. by all odds the most
respected daily newspaper film re-
viewer in the country I and the most
hated by some llollywood pro-
ducers 1. got her first taste of tv.
Currently Mrs. Crist. continuing as
film re% iewer on the World Journal
Tribune, does regular film and thea-
tre reviewing for NBC -TV's Today
show.

In the (lark new spaperless days of
1962. Mrs. Crist, a petite brunette

(Continued on page 58)
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!n an interview recently, actor -
comedian Godfrey Cambridge

told of a new routine he was de-
veloping, in which he would satirize
the vapidity of tv station editorials.
"In this routine," he said. "a guy
comes on the air at four in the morn-
ing and says, 'You viewers may not
think four a.m. is prime time, but
!hat's a matter of opinion. I'd now
like to come out against polio-
myelitis.'"

The comedian's satirical thrust
probably had no connection with a

recent editorial campaign by wxvz-
TV Detroit. in which that station
came out flatly against measles-
but. on the surface. the Detroit drive
would seem to be of enough little
consequence to spark the Cambridge
attack.

Those words, on the surface, are
used avisedlv, htmever. Something
that started out as a few editorials
against a seemingly innocuous chil-
dren's disease ended up nine months
later as a public-service effort worthy
of a top spot in the annals of such
events. From those brief editorials

evolved an all-out drive that soon
occupied 4,000 volunteers, the Mich-
igan legislature, governor, medical
officials and others ranging from
Senator Edward Kennedy to Play-
boy Club Bunnies.

Editorial Director Acts
Nearly a year ago, WXYZ-TV found

itself faced %vith the familiar prob-
lem of broadcasters committed to a
policy of editorializing: what to edi-
torialize about. Pollution? Traffic?
Erosion? The need to stamp out
disease? The last suggestion rang a
bell in the mind of Joe Vaughn.
the station's director of editorial re-
search. When he considered disease.
though. perhaps the line of another
comedian came to him: asked %%h%
he didn't devote his talents to raisin
money for research on muscular II': -
trophy. leukemia. etc.. as others hac
done. the comic is supposed to have
replied. "All the good diseases are
taken. What can I come out against
-dandruff?" Joe Vaughn went to
the state department of health ad-
ministration to find out whether

there were any particular problems
of disease in the area.

He learned there that the state was
headed for a cyclitd1 outbreak of
measles next year. Measles? Was
this anything to be concerned with
-a common childhood disease? I s

Some of his doubts were quickly
brushed aside as he researched the
problem. Measles, he found, can be
a killer, a crippler, the cause of brain
damage. And the disease produces
sexere effects in a high percentage
of rases.

The station, said officials of the
health department, could actually
help in preventing the death of per-
haps hundreds of children, and the
disability of thousands more, if it
could (II convince the public that
measles is not an insignificant dis-
ease to be accepted as a part of
growing up, 121 make parents aware
of the fact that measles can be pre-
vented with a safe and effective vac-
cine. and 1.31 help effect a distribu-
tion system to get the vaccine into
the bloodstream of the kids.

IContinued on page 461

Okay, Mr. Cambridge?

WXYZ-TI" Detroit

shows that television

editorials. proper6
implemented. can
have a powerful

community effect

It



A PROGRAM MAN'S Viewpoints
Cluster the Commercials

Shades of England! CBS recently announced a plan to
place commercials on certain cultural programs in

groups either at the opening or close or at natural breaks,
such as the end of an act. AT&T has won much applause
for lumping its commercials at the end of the show.
Other advertisers have made similar voluntary decisions.
Does this indicate a trend? Is it good for advertisers? Is
it good for the medium?

In the best of all possible worlds there would be no
commercials. The shows would go on without interrup-
tions. In this beautiful dream world there would be no
promos, chain breaks, credits to technicians, charity plugs

or station identification. Since the National Educational
Television network is actually doing that, more or less,
it is possible to dismiss the thought as nice but econ-
omically impractical for everyone, particularly if the

medium is to have good, diversified programming which
is also expensive. The paid advertisement is a way of life,
somewhat responsible for the high standard of living in
the United States, and accepted (yes, even enjoyed) by
most viewers.

From the beginning of television smart advertisers have
plotted ways to interrupt the flow of drama at its critical
peak to insure viewers watching the commercial. All com-
mercials were placed within the body of the show, eve
if that meant a tense opening and a double ending had
to be written. The only exceptions may have been to
place a commercial at the top of a weak show with a
strong lead-in or, conversely. to place the commercial at
the very end if the weak show was followed by a strong
show. The idea was to attempt to get as many viewers as
possible to watch the commercial. Since any advertising
represents only an opportunity to sell, no one can quarrel
with the concept of doing everything within reason to
guarantee a maximum audience to the commercial.

The other side of the coin is the fact that all research
indicates that commercial spots between shows lose about
half the average audience of the preceding and following
shows to factors of talking. reading, going to the bath-
room, leaving the room for eating, changing clothes, do-
ing chores, telephoning, etc. Common sense as well as re-
search dictates that when a commercial is in the body of
the show a viewer doesn't know how long it will last, and
he will watch because he doesn't want to miss the pickup
of the drama. Therefore, while there is some loss due to
inattention it is considerably less than the loss between
shows. Whey then should an advertiser give up placing
a commercial in maximum viewing potential?

The only possible answer is if it increases his net
audience-even after deducting the factor of inattention.
The arithmetic is simple. In order to cluster commercials.
without loss other than dilution. the average audience

between shows must increase about 50 per cent. This
can be accomplished only if a decrease in commercials in
the body of the show causes an increase in viewing simply
because the program now is more attractive to people
who don't normally watch television. Unfortunately, the
most enthusiastic supporter of clustering commercials
cannot believe that will happen. Therefore, if television
is going to cluster commercials, the audience will be less
and the cost per thousand of the real audience to com-
mercials will go up-even though the conventional way
of computing cost per thousand will stay the same.

The ultimate answer must be that clustering of com-
mercials will be gradual and by degree. From a program-
ming point of view it is highly desirable not to interrupt
the flow of drama. It is also true that some viewers would
come back to television, all would enjoy it more and be
more kindly disposed to the commercial message.

Given an indefinite period of time most commercials
will be clustered, and the arguments between network and
individual stations will be violent. For the present the
change will be voluntary and gradual with one exception
-the movies.

Movies were never written for commercial breaks-
tv shows and dramas always are. That is why a movie
break jars so. Even The Bridge on the River Kwai was
over -interrupted. This destroys mood, sequence, and plot
line. Fine movies are now the foundation of television
programming, generally sold out, and limited only by
lack of adequate supply. Commercials can be legislated in

clusters around station breaks. No more than twice an
hour within the breaks is adequate. This would greatly
improve the appeal of the movies and the advertiser
would not be damaged materially.

For the time being, there will be no edict to cluster.
There is a buyer's market beginning to appear, the adver-
tiser will not easily give up his commercial advantage,
and no single network is willing to take a strong stand.
But, the forces are growing. Voluntary clustering will in-
crease and many specials will be sold with clustering
as a condition of sale. In time the viewer will be able
to sit back and be absorbed by the drama without inter-
ruption. When the clustered commercials come on he will
be receptive and possibly even more attentive. -.1-B.

Television Age, December 19, 1966 35



Film/Tape Report
They Speak Madison Avenue

\- -oon as the three Hail. -haired
Italian- took their seats in the con-
ference room at Papert. Loring- Lois,
Fred Papert began to speak to them
slowly. distinctly and loudly. Viola,
Ciccolini and Garroni were mystified.
What a strange way to outline a
commercial assignment? Only later
did they discover that Mr. Papert
thought he was dealing with non-
English speaking cinema-verite pho-
tographers from Italy. The three
men from PGL Productions had a
good laugh: two of them were born
in the U.S., and the third. William
Garroni from Rome. spoke a fluent
English.

Since that day in Mr. Paperes of-
fice. back in 1962. PGL has come a
long way-. now is in the front ranks
of commercials makers in the so-
called "y isual comedy- school, and
grosses close to S3 million a year.
The company had its origins in 1957
in Sebring. Florida. when Henry
Trettin and Al Viola teamed up with
Bud Palmer to make sports documen-
taries. Later Chic Ciccolini joined
the company as supervising editor.
The spirts documentarians special-
ized in the re-creation of events,
made a score of sports specials for
CBS and 10 for NBC-TV.

Then Mr. Papert. impressed by
Life of a Jockey, a special on Eddie
Arcaro made by Viola and Garroni,
called them in for a commercial as-
signment. the first for a new PKL
account. The New York Herald Trib-
une. Mr. Papert figured their dis-
ciplined documentary style would
work well in commercials. Other as-
signments followed in short order,
and in 1963 Raymond LoFaro join-
ed the company to handle sales.

Mr. LoFaro recently said PGL
believes in "the East Coast concept
-realism. great performances. great
location...". "We're the largest com-
mercial- -ludic, in New York y% ithout
a West Coast oflice.- he said. but
added that PGL may branch out to
California and even to London be-
fore long.

Mr. LoFaro said the company- had
been tripling its % olume 01I'\ \ ear.
Reasons for this success? "No tiade
tricks. no secrets creative people in
a creative environment. in a compa-
ny- entirely um ned bN civatiNe peo-
ple." In the past Near PGI, has been
shuffling its staff. m ith Jack Gold-
smith. former Pk!, art director. mov-
ing from producer to creative direc-
tor as lice president in charge of
creative t"Ile %%as one
of the first Aft- to mine into the
producing end.- said \Ir. Lohtro.1
Allen Spikol. who had been special-
izing in graphic,. !unwed into live -

action Ntork. This scat Lear Levitt.
formerly a producer midi Young &
Rubicam and Grey Advertising.
joined PGL as a director.

Internally. PGL runs a training
program fit di-yid/ping expertise.
"We'ye des clipped assistant editors
into editors. messengers into produc-
lion assistants and into assistant edi-
tors.-

"Our main business is n ith medi-
ocre story boards that mant to be
good." Mr. LoFaro said. "and v.i
have young goys %%ho want to share
what e \ not to create from
scratch.- company has moved
increasingly into % isual comedy. like
the Brirlt On the Rocks spot, but
has also continued its documentary
tradition.

PGI, is also planning it- first fea-
ture film. to be shot starting in April
in Saint Lucia in the Wines. Eycn-
tually. \Ir. LoFaro said. the company
hopes to combine regular feature
production with k program and com-
mercial production. "on the
system." in mhich directors alternate
betmeen feature and commercial a--
signments.

"We may prow you can make a
big picture for a small budget by us-
ing tv commercials production tech-
niques. Basically me -re a movie com-
pany-our commercials are movie
commercials: they look like cinema."

PGL. lodged in a penthouse over-
looking \Lidisiiii Square. may be lo-
cated near the bottom of Madison

Avenue. but hope, to -la\ on top
of ii.

Zooming In on People
Jou\ L. resigned a- pic-ident

4f
I

/as. \h. Sinn. pies-
ident ZiN. became pie-ident of

1)9 Ts. In 1,401 1 .
t ,,,.

cA-TV. Ile had been 5s ill Zi since
and before that. ma. in radio

%%1111 1st o. anti \\ 1.\\

5511.1. \HA \ 11 \ .14.111(11 \\ la . Pio-
grant Sales in ilie nem post of \\

(:oast sales manager. ci.yei in.! I I

e,tern -tate- from headquarter, in
San haw i-co. \II. Tomb
\\ est tepir-eniatiNe for
Grill', and before that ma, milli In-
dependent Ty (:orp.. 1 sited Arii,is
Associated and Buena Vista.

RM.) General promoted NI iltTI \
FLIESI.Elt lo the low.I of vier picsi-
dent and assistant to the per-illent of
likt) Pictures. Ile had been director
of special projects for lIKO Genet al

and lieloie that ma -

Nice pie -;lent and gencial managei
of KIIJ radio. Loo. Beim,
joining III0 General in P).-0.
Heisler ma- m itli BIM°. McCall

Corp. and i.ill-DaNi,
RoisEwr LE551, 'wined Gen-

eral l'roduct;4)11s a, a sports ...ale-

executiNe. Ile had hrt'll '11411 Group
Ilroadta-I ing I a,

sales executiNe Group
all-tiems radio -t.ttion, in Phila-

delphia and \ oils. kefore that
he m as ssitli Petry for six
yea!, a- -ale- manager.

.iii Nx returned to Screen
Gems to, of studio promo-
tion and puldi, its. Ile had heel'
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with SG for five years as West Coast
publicity director until 1964, when

tit he went to CBS -TV as press informa-
tion director in Hollywood.
JEAN LENAUER joined Official

Films as director of technical serv-
ices, supervising preparation of Of-
ficial's feature films for television re-
lease and theatrical distribution. Mr.
Lenauer produced and directed sev-
eral tv series: Geography, Inspector
Maigret, Famous Jury Trials and

Perspective.

Featuring the Features
Independent Tv Corp. is ready-

ing a package of 17 features in color
for release to tv stations next year.
Fourteen of the features in the proj-
ect. called The Magnificent 17, are
being .co -produced by ITC with film-
makers in Europe. According to Abe
Mandell, president of ITC. the three
films that are not being co -produced
were picked from hundreds of "the
best features available to the U.S.
market."

High Noon is back in the tv

market, after being plucked from
syndication for a theatrical run two
seasons ago. Signing up for the film,
which is being sold by National
Telefilm Associates, are 32 stations:
WGN-TV Chicago. KHJ-TV Los An-
geles. KOOL-TV Phoenix. KATY Little
Rock. KTVU Oakland, WTIC-TV Hart-
ford. wFLA-Tv Tampa. WSB-TV At-
lanta. KGM B -TV Honolulu. W Ell F

Evansville. WISH -TV Indianapolis,
WANE -TV Ft. Wayne, W LTV Bowling
Green. W W L -TV New Orleans. WBZ 'TV

Boston. WJ RT-TV Flint. KSD-TV St.
Louis. K LAS -TV Las Vegas. WGR-TV

Buffalo, W N EW -TV New York. WTVN

Columbus. K TOL-TV Toledo. WKST

Youngstown. ti a -TV Zanesville.
WJ ET -TV Erie. W TPA -TV Harrisburg,
KDKA-TV Pittsburgh, WDAU-TV Scran-
ton. W USN -TV Charleston. WSIX-TV

Nashville. W FAA -TV Dallas, KPRc.-Tv

Houston and KUTV Salt Lake City.
Meanwhile, NTA sold M&A Color

Feature Library to west[ -TV Port-
land. 20th Century -Fox Hours to
WIBW-TV Topeka. and The Pied Piper
of Hamelin to w MAL-TV Washington.

Harold J. Klein Associates,
distributors of a number of pack-
ages of films acquired in Europe.
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Film/Tape Report
They Speak Madison Avenue

\ -.ion as. the three dark-haired
Italian- took their seats in the con-
ference room at l'apert. kiwing. Lois,
Fred ['alien began to speak to them

di,tinctiv and loudly.. Viola,
Ciccolini and Garroni %sere mystified.
What a strange way- to outline a

commercial assignment? Only later
did IiitV disco\ et. that \Ir. Papert
thought he was dealing 1% ith non-
English ,peaking cinema-verite pho-
tographers from Italy. The three
men from PGI. Productions had a
good laugh: two of them were born
in the U.S., and the third. William
Garroni from Rome. spoke a fluent
English.

Since that day in Mr. Papert's of-
fice. back in 1962. PGL has come a
long way. now is in the front ranks
of r1)111111VICialS makers in the so-
called "%istral comedi- sdrool. and
grosses close to 83 million a year.
The company had its origins in 1957
in Sebring. Florida. when Henry
Treitin and Al Viola teamed up with
Bud Palmer to make sports documen-
taries. Later Chic Ciccolini joined
the company as supervising editor.
The Tort, documentarian: special-
ized in the recreation of events,
made a -core of sports specials for
CBS and 10 for NBC-TV.

Then \l r. Papert. impressed by
ol a Jockey, a special on Eddie

Arcaro made by Viola and Garroni,
called them in for a commercial as-
signment. the first for a new PM.,
account. The New York Herald Trib-
une. Mr. Papert figured their dis-
ciplined documentary -I le would
work well in commercial,. Other as-
signment -4 followed in short order,
and in 1)63 Raymond LoFaro join-
ed the company to handle -ales.

Mr. LoFaro recruit\ said PGL
believr!. in "the East ( concept
-realism. great performances. great
location...' -We're the largest com-
mercials Audio in New York without
a West Coast office.- he said. but
added that PGL ma\ branch out to
California and even to London be-
fore long.

Mr. LoFaro Said the comp: ny had
been tripling its volume e% year.
Reasons for this success? ..\o trade
tricks. no secrets-creative people ill
a creatiye eniironment. in a compa-
ny entirely owned li\ ,Aralise pi.0-
Irk.- In the past \ 14;1. has been
shuflling its stall. with Jack Goid-
smith. former PIN:L art ditector, moy
ing from producer to cisati\ e direc-
tor as vice president in charge of
creative ileyelopment. I -Ile was one
of the lirst :ND', to 11111%e into the
producing end.- said \I r.
Allen Spikol. who had been special-
izing in graplii,',. mu\ s -d into live-
acj work. IIIi, ,,., Lear Levin.
formerly a joodiu.ci lib Young
Rubirain and Gres kilvertising.
joined PGL a- a director.

hiternalls. PGL run. a 6;611111.2

program lot de\eloping e\peiti-r.
-We'ye drs eloped a-istant editors
into editor,. ine,...enger, into produc-
tion as,istani, and into assistant edi-
tors.-

-Out main ss ith medi-
ocre stunt...lid, that \sant Io hr
good.- Mr. LoFaro said. "and we
have young guys who %sant to share
what exists. not to create from
scratch.- The company has moved
increasingly into visual comedy. like
the Bytrh On the Rocks spot, but
has also continued its di,timentary
tradition.

PGL is also planning it, 14.! fea-
ture film. to be shot starting in \pull
in Saint Lucia in the Willi-. L'ven-
tually. laiFaro said. the company
hopes Io combine regular feature
production with tv program and corn -

nu -trial production. "on the Engli,h
system.- in which directors alternate
between feature and commercial as-

signments.

..We may limit- you can make a

big picture for a small budget In us-
ing tv commenials production tech-
niques. Basically we're a moy it- com-
pany-our commercials are movie
commercials: the\ look like cinema:-

1'GL. lodged in a penthouse over-
looking Maili,on Square. may be In-
raled near the bottom of \Ia li

At.lin,.. hot bop, i .1;1 ill. till)
of it.

Zooming In on People
")11\ 1.. r'I\\ le-.0-mrd a -

"f "'led 'I in Hoti nI.
CA -TV acquired Ziy. 'ors.
ident of Ziy. became rie,ident of
u \-Tv. lIe had been %sill. /i\ since

and before that. isa, in radio
with I ()% and V11.1% (

%%ILI, ill Ma\ SON i4pincil \\
gram Sales in the new 1...,1

Coast sale, IIIaIr.Igel . . ri 111'.!

Western -tate, limn headquattel, in
San \IL Tomlin -n1

e,i ,..1,1 irpic,entati\ e for S,
(;ems. and !while that is as is ith In-
dependent T% Coil... I 'tiled Artists
Associated and Buena i,ta.

111\11 (;eneial promoted s.

ri.wsi.0: to the post of ice presi-
dent and a,sistaiii to the pre-ident of
111\0 Pi, tine,. Ile had liven director
ill .41,, ial projects fill 1:1\I n Cogieral.

Ilioad,,i,ting. and below Illal was

%kr pie -;,lent and general manager
of h11.1 Indio. 1.11, Angelt.,.. Before
joining BM) Geneial in 1050. Mr.

with 111100. NI, Call

Corp. and Zi1T-1/a\ Publishing.
noituur is joined 111\() Gen-

eral Product:oils as a -putt, sites
r\ectiiiie. Ile had been with (;mule

Pooad,a,ting I as

uti\e Glory
alkiess, in Phila-

delphia and Nei% Nod.. Before that
he isa, with Petri for ,ix
yea'', a- -.11c- ni.inager.

.1INI 1:111515\ returned Screen
Gem, ,1s director of studio promo-
tion and publicity. Ile had been
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with SG for five years as West Coast
publicity director until 1964, when

11i
he went to CBS -TV as press informa-
tion director in Hollywood.

JEAN LENAUER joined Official
Films as director of technical serv-
ices, supervising preparation of Of-
ficial's feature films for television re-
lease and theatrical distribution. Mr.
Lenauer produced and directed sev-
eral tv series: Geography, Inspector
Maigret, Famous Jury Trials and

Perspective.

Featuring the Features
Independent Tv :orp. i- ready-

ing a package of 17 features in color
fur release to tv stations next year.
Fourteen of the features in the proj-
ect. called The Magnificent 17, are
being co -produced by ITC with film-
makers in Europe. According to Abe
Mandell, president of ITC. the three
films that are not being co -produced
were picked from hundreds of "the
best features available to the U.S.
market."

High Noon is back in the tv

market, after being plucked from
nd kat ion for a theatrical run two

seasons ago. Signing up for the film,
which is being sold by National
Telefilm Associates, are 32 stations:
WGN-TV Chicago. K Ili -TV Los An-
geles. KOOL-TV Phoenix. KATY Little
Rock. KTVU Oakland, Ivric-Ty Hart-
ford. Iv F LY-TV Tampa. wslt-TV At-
lanta. KGM B -TV Honolulu. WEB r

Evansville. W1511 -Ty Indianapolis,
WANE -Tv Ft. Wayne. WLTV Bowling
Green. WW L -TV New Orleans. W BZ 'TV

Boston. win -r -Tv Flint. K SD -TV St.

Louis. K LAS -TV Las Vegas. WGR-TV
Buffalo. W NEW -TV New York. %VII' N
Columbus. KTOL-TA Toledo. WKST
Youngstown. w IZ-TV Zanesville,
WJ ET -TV Erie. WTPA-TV Harrisburg,
KIIK 1 -Tv Pittsburgh. WDAU-TV Scran-

ton. wusx-TY Charleston. WSIX-TV

Nashville. W FAA -TV Dallas. K PRC-TV

Houston and KUTV Salt Lake City.
Meanwhile. NTA sold ilaAl Color

Feature Library to WCSII-TV Port-
land. 2011, Century -Fox Hours to

W -Ty Topeka. and The Pied Piper
nl Huntelin to to \I \L -Tv Washington.

11,414141 J. Klein Assoeiateo,
di-tuibutors of a number of pack-
apc- of films acquired in Europe.
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"In creating and producing TV com-

mercials, it is important that I am

aware of . . . What's new? . . . Who's
doing it? . . . Where can I find out
more about it? . . . TELEVISION
AGE answer these questions con-
limitm.sh for we."

PHIL HORNSTEIN
Vice President, Creative
Bliss/Grunewald, Inc.

Previous to his present position with Bliss/Grunewahl,
Mr. Hornstein held the positions of Executive Art Director
and member of the Plans Board of Deutsch & Shea, Inc.,
Art/Writer Director, Creative Services for North American
Aviation, and Senior Designer with a department of the
U.S. government.

Mr. Hornstein is a graduate of New York City Com-
munity College, the New York School of Design and the
School for Art Studies.

When there is that rare thing called "spare time" avail.
able, he can be found deeply involved with experimental
painting.

Television Age

are also handling sales for Myriad
Productions: Wounded in Action,
Look for Me Tomorrow, The Green
Roof, and Shark off Fire Island. The
latter three titles are currently in
production. Meanwhile, Mr. Klein
reported sales of a 16 -film package,
made up of several from the now -
defunct Thunderbird productions-
among them Purple Noon, Mondo
Cane, Frantic-and other films ac-
quired by Mr. Klein in Europe. The
package was recently sold in Los
Angeles, Washington, Honolulu, De-
troit, Spokane and Washington. Mr.
Klein, who says he's got a flair for
picking good films out of discarded
numbers, said that good movies can
always be found, but "it's like find-
ing a pearl in a pile of oysters."

Mr. Klein is also readying several
sports series on golfing, bowling,
billiards, and surfing. Meanwhile, he
is involved in co -production deals
on six pictures. among them a Czech
film called The Boxer.

Drive-In's Putt -In Put-on
Restaurant operators in the South

sometimes have more to contend with
than a sit-in. The Krvstal Co.
in Chattanooga. which operates
100 drive-in restaurants scattered
throughout the Deep South. recently
experienced a drive-in of another
sort. A golfer blasted a drive right
through the plate -glass wall of one
of its outlets. Then he walked up
to the counter. ordered breakfast.
wolfed it down. and casually pro-
ceeded to make a chip shot through
the broken glass. The Krvstal people
were delighted by the entire episode.
It occurred in one of a series of 60 -

second color commercials produced
for Krystal and its Atlanta agency,
Gerald Rafshoon. Inc.. by Lew
Schwartz. of New York's Lew
Schwartz /Del Sol Inc.

Quick Cuts
 A South African judging panel

was set up to screen entries for the
International Broadcasting Awards.
The Johannesburg panel is headed
by E. J. Smith, a director of the
Lindsay Smithers advertising agency.

 Harry Sosnik. president of Har-
bet Enterprises. was signed up by
NBC-TV as musical director and
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composer and conductor on the net-
work's film production of the Radio
City Music Hall Christmas stage
show. The special will be telecast in
the Christmas season of 1967.

 Muhammed Bangura, Sierra
Leone's chief tv scenic and graphic
designer, visited Wilding, Inc., in

Chicago to learn about new styles
in production.

 Video-tape Productions of New
York recently completed a series of
color spots for the North Carolina
National Bank, through Cargill, Wil-
son & Acree in Richmond.
 The staff of Filmexpress spent a
week in Chicago late last month ac-
quainting Windy City agency ex-

ecutives with the Filmex print -ex-
pediting service launched earlier this
year. On hand for conferences were

Paul Minor, Stephen Kambourian.
Frank Tuttle, Mickey Dubin, Patricia
Linburn, Jackie Vaden, Barbara
Steward and Eileen Rogers.
 Berkey Photo Co. acquired Man-
hattan Color Laboratory, as an ad-
dition to its new professional serv-
ices division which also includes
K&L Color Services. Benjamin
Berkey, head of the company. said
the new division will put "particular
emphasis on tv commercials and in-
dustrial films." Next month Man-
hattan will move to new quarters at
222 East 44th Street, in the same
building that houses K&L. Mr. Ber-
key said the new layout is being
designed along lines "that will

drastically reduce the color bottleneck
for commercials producers."
 Hanna -Barbera is building a 15,-
000 -square -foot wing to house its
commercial division. and to provide
more space for its industrial and
entertainment divisions. Walter Burr,

director of commercials, said
the company's commercials business
this year has been nearly double that
of last year and it's expected to
double again next year. He said H -B
has turned out 114 minute and
minute -and -a -half commercials, half
of them in live -action. this year. Last
year live -action accounted for oniy
a quarter of the business, three-
quarters of which was in animated
commercials.

As part of the expansion in com-
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mercials, TERRY CROGHAN, ART BAB-
BITT, and HAL CORDON joined the H -B
staff. Mr. Croghan was formerly with
Jerry Fairbanks, Inc.; he becomes
live -action production supervisor at
H.B. Mr. Babbitt is an animation
director; Mr. Gordon, a film editor.
 Filmex is producing three sales
films for Florida's General Develop-
ment Corp., through Spire Advertis-
ing in Miami. In the works at Filmex
South in Fort Lauderdale, the films
cover real-estate in three develop-
ments: Port Charlotte, Port St. Lucie
and Port Malabar.
 For Clark Oil & Refining Corp.,
Papert, Koenig, Lois and Colodzin
Productions made a flying -car color
commercial, with wires carrying the
car through the air, dangling from a
90 -foot crane.
 General Electric is marketing a
closed-circuit, solid-state video cam-
era and tv recorder for under $1,700.
The package might be found very
useful by commercials makers and
agencies anxious to check out story -

board ideas at low cost. The system
is made up of vtr, camera, and a
12 -inch monitor, and includes ac-
cessory mike, tripod, cable and tape.

Promoting the Product
Attracting attention in New York

recently was a reel of winners from
the Venice commercial film festival
shown at the New York Advertising
Club. The screening was arranged by
Movierecord's New York office,
which is U.S. representative for the
Screen Advertising World Associa-
tion's festival held alternate years,
in Venice and Cannes. A series of
pots for Guinness had Americans

concerned with beer advertising
green with envy: there were the hard -

handed working men, bellying up to
the bar, quaffing draughts of the
stout with great relish. "Ah, if we
could only show that here," went the
whispers. The reel of winners will be
circulated by Movierecord to other
centers of advertising, including
Chicago and Los Angeles.

Last week in Chicago, every morn-
ing was breakfast time at the studios
of The Film -Makers, with agency
people dropping by to sample eye-
openers accompanied by edibles for
which the film company has made
commercials. The fare was large
enough to keep the sideboards groan-
ing with eggs. sausages, milk, mar-
garine, bread, rolls, tarts, corned
beef hash, soup, waffles, coffee and
tea. Besides food products for which
Film -Makers have worked, the studio
was bedecked with non -edible prod-
ucts of other clients.

Van Praag Productions recent-
ly finished a challenging assignment
for Doyle Dane Bernbach and the
Lees Carpet division of Burlington
Mills. The 60 -second color commer-
cial involved taking over a mansion,
laying carpets in nine rooms, down a
staircase and across a hall, lighting
all the rooms at once, and shooting
50 seconds of the commercial in one
uninterrupted take while moving con-
tinuously through the house. Cine-
matographer Tony Ficalora said the
job required "more quartz lights
than have been used at any one time
in any one commercial."

Intertel Exchanges One
Early this month the Group W

Tv Commercials 'Industrials
Russ Ford

Sy Shaffer
Marc Anderson

Rib Smith
Joel Appell

Joe Edwards*
FFA INC. 18 East 41st Street, New York, N.Y. 10017 (212) 889-7036

'221 N. La Salle Street, Chicago, III. 60601 (312) 372-2628

stations telecast The Lion and the
Eagle, a 60 -minute documentary on
the Anglo-American alliance from
1940 to the present, produced for the
Intertel program exchange by Re-

diffusion Television of London. The
special was telecast in New York by
WNDT, the etv station, and elsewhere
in the U.S. by NET member stations.
NET, along with Group W, is a
U.S. member of Intertel.

At the Commercials Makers
JAMES WALSH joined Colodzin

Productions as executive vice presi-
dent and creative director. Mr. Walsh
had been vice president and director
of tv production at Papert, Koenig,

Lois since the agency was founded in
1961, and had been with Young &
Rubicam previous to that. He has
directed tv programs for Herbert
Brodkin's Plautus Productions, the
ABC-TV network, and Omnibus. Be-
fore his involvement with television,
Mr. Walsh was a stage director for
10 years.

In discussing the appointment,
Robert Colodzin, president. said he -
had been on the lookout for a keen
creative eye, a man who could deal
with the increasing involvement of
agency art directors and copywriters
in commercials production, some-
one who spoke the language of
agency creative people. "The biggest
problem in the communications in-
dustry is communication itself, com-
munication between the people who
are trying to do the communicating,"
Mr. Walsh remarked. "The trouble
with many admen is that they talk
only about the ends, and not about
the means to achieve it. Making
commercials is an interpretative art;
our job is to understand the con-
cept. and then to enhance it, not
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l': change it. If a studio has a 'style,'4I
it should be the style of making the
agency's style look better."

"What we want to do is not grind
out film, but make good commercials.
This means concentrating on the
means, handpicking the cameraman,
propping carefully, getting the right
lighting to enhance the staging-de-
signing a style through good visual
treatment."

The latest commercials studio to
capitalize on the affinity between art
director and still photographer is

Dimension Productions. The com-
pany was set up earlier this month
by WILLIAM H. UNGER, a founder of
EUE/Screen Gems. \IAURICE LEVY,
founder of Eastern Effects, and still
photographer LEN STEcKLER, along
with TONY SEINIGER, who had been a
producer at EUE. Screen Gems. It's
offering a combination of high-level
film -making knowhow and creative
cinematography. The new studio is

headquartered at 20 East 5lth Street
in New York.

GROVER J. ALLEN has been named
general manager of the newly formed
commercial production department at
WFLD Chicago. Sterling C. Quinlan,
president of Field I :mu mu n kit -
lions Corp., said the new depart-
ment will offer both tape and film
commercials facilities. and creative
and technical services to agencies in
preparing commercials. Mr. Allen,
who has beeen a consultant and free-
lance producer with WELD, was form-
erly executive producer at D'Arcy
Advertising in Chicago, and earlier
was with Wade Advertising and
ABC-TV.

HAROLD F. STONE I. i and ADRIAN

A. RISO 0%1 were promoted lo stall
directors at \ iileotape Produe-

lions of New York. The two have
been producer -directors at Videotape
Center; Mr. Stone since MI, Mr.
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Riso since 1964. George K. Gould,
executive vice president of Videotape
Productions, said the promotions
were made to free Mr. Stone and
Mr. Riso from production detail and
to allow them to concentrate on di-
recting.

Before joining Videotape Center,
Mr. Stone had worked as a director,
producer, talent coordinator, camera-
man, and actor. Mr. Riso had 10
years of experience in tv produc-
tion, most of it as production mana-
ger at WBRE-TV Wilkes-Barre.

SID HECHT joined Pacific Title

and Art Studio a- executive pro -
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ducer in the company's commercials
division. He had been with VPI of
California.

Syndication Upbeat

Last month broadcasting scored a
remarkable news beat on the print
mass media when WNEW-TV, New
York, telecast a three hour tape dis-
cussion, A Re-examination of the
Warren Commission Findings: A Mi-
nority Report. Even before the tele-
cast, Wolper Tv Sales had decided to
syndicate the tapes. Overnight, the
orders rushed in, most of them by
phone. "Stations bought it sight un-
seen," remarked Walter Kingsley,
vice president of Wolper Tv Sales.

Wolper Tv Sales is of course in
the vanguard of documentary syndi-
cation, but it is also doing well with
entertainment programs-My Fav-
orite Martian, Laurel and Hardy,
Crusader Rabbit, the new Truth or
Consequences. "We're the one outfit
that is successful without features,"
remarked Mr. Kingsley, a veteran
syndicator who recently returned to
the station -by -station business after
five years in Southern California
real-estate. As Wolper Tv's vice pres-
ident he is also involved in sales to
the networks. But he was in syndica-
tion from the beginning of the busi-
ness until 1960, with Ziv. How has
the business changed? "There's more
competition, and it's tougher to sell
since time is tight," Mr. Kingsley
remarked. "But if all your properties
are first -run, as are all of ours with
the exception of Favorite Martian,
the market is there. There's a gnat
market for documentaries and spe-
cials in the top 50 markets," he said,
adding that a number of agencies
are looking for packages of specials
to run in top -50 lineups.

He mentioned that the company
had plans on the drawing boards for
six new first -run properties. "Wolp-
er is not only filling the documentary
gap, but is building for the future."
With the addition of Wynn Nathan
as general sales manager and Randy
Place as New York sales manager,
"we've had our third increase in
manpower since March."

"The day of the peddler is gone
in syndication, but the day of the

salesman is here. The salesman is
still the key to the business, but he
must be a man who knows what's
going on," said Mr. Kingsley. He
likes to quote Xerox board chairman
Sol M. Linowitz, who remarked that
when you have something to com-
municate to someone, wrap it up in
a human being and send him off.

On the Dotted Line

Four Star International hit the
100 -market point last month with
Something Special. Sales of the musi-
cal series to KVAL-TV Eugene and
WMCT-TV Memphis last month upped
the tally to the 100 mark. Meanwhile,
Rifleman, currently running in 168
markets, was renewed in Salt Lake
City, Idaho Falls, Cadillac, Rockford,
Lexington and Austin. Burke's Law
went to Salt Lake City, New Orleans
and Denver, and P. D. Q. was sold in
Lynchburg -Roanoke and in Paducah.
A documentary special, Frederic
Rossif's The Fall of Berlin, went to
Salt Lake City, Sacramento and Port-
land.

With 17 more stations signing up
for the live feed of New Year's Eve
with Guy Lombardo, ABC Films
racked up a 68 -market lineup by the
beginning of December. The 17 new
signers: WAKR-TV Akron, WFBG-TV
Altoona, WAGA-TV Atlanta. WJBF TV

Augusta, WRBL-TV Columbus, KTVB-
TV Boise, KTSM-TV El Paso, KFRE-TV
Fresno, KnEx-Tv Grand Junction,
WZZM-TV Grand Rapids, KCBD-TV

Lubbock -Abilene, WLVA-TV Lynch-
burg - Roanoke, WMAZ - TV Macon;
WTAE Pittsburgh, WTVR-TV Richmond,
KSTV San Jose and WNYS-TV Syra-
cuse.

United Artists Tv, through its
international division, sold Rat
Patrol to the BBC for a network run
in Britain. The series, currently run-
ning on ABC-TV, was sold earlier
to the Canadian Broadcasting Corp.
and to 30 other stations in Canada,
and abroad in Brazil, Argentina, El
Salvador, Honduras, Costa Rica,
Panama, Thailand, Uruguay, Singa-
pore, Philippines, Puerto Rico, Peru,
Japan, Mexico and Venezuela.

RKO General Productions sold
Firing Line with William F. Buckley
Ir. to KHTV Houston, the nineteenth
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station to run the weekly 60 -minute
debate program. Meanwhile, Madison
Square Garden-RKO General Sports
Presentations, through Four Star In-
ternational, sold its film coverage of
last month's Torres -Tiger world light -
heavyweight bout to France, Italy.
Mexico, Argentina, Venezuela, Pan-
ama, Puerto Rico, Nigeria, Singa-
pore, Dominican Republic, Surinam,
Curacao and St. Thomas. Also, last
month 12 countries saw televised film
of the Ortiz-Elorde bout: Ireland,
Dominican Republic, Argentina. Ven-
ezuela, Puerto Rico, Panama, Cura-
cao, Surinam, France, Singapore, the
Philippines and Hong Kong. In a
13th country, Mexico, the fight was
telecast live.

Liberty Mutual Insurance Co. is

lining up 25 more markets to carry
Gadabout Caddis: The Flying Fish-
erman. The fishing show is now on in
some 50 markets in the U.S. and
Canada. N. W. Russo. executive vice
president of Gadabout Caddis Pro-
ductions and executive producer of
the half-hour color show. said 13

more half-hours are in the works for
completion this spring.

Onward with Overmyer
Oliver Treyz, president of ON. the

Overmyer Network, reported a line-
up of 123 stations for ON's upcom-
ing latenight show from Las Vegas.
Represented in the lineup are 43 of
the nation's top 50 markets. 71 of
the top 100. Interestingly. 13 of the
stations in the lineup are primary
ABC-TV affiliates, even though that
network is preparing its own late -
night show with Joey Bishop. Four
of the stations are primary NBC-TV
affiliates.

Mr. Treyz said the lineup for the
Vegas show has an audience potential
of over 46 million homes. He said he
hoped to have 140 stations lined up
by kickoff time in April.

Speedy Invasion

On the basis of a quick pilot
screening. ABC Films sold The In-
vaders in 15 countries abroad. weeks
before it was set to go into ABC-TV s
"Second Season." Thomas J. Mc-

Manus, executive vice president, said
the 15 sales were a record for so
short a period.

Tv Commercials
AV Corporation
Completed: Cordons Jewelers, Winius
Brandon; WISH -TV (news intro), M -E; Na-
tional Bank of Commerce (services), Aylin
Adv; Corpus Christi Bank & Trust (serv-
ices), Aylin Adv; ABC Network (intro -
space shot), ABC Network; Trans -Texas
Airways (DC -9 Pamper Jet), Glenn -Hous-
ton; Foleys Dept. Stores (Alemada-Geona
Store), Goodwin-Dannenbaum Littman &
Wingfield.
In Production: Gordons Jewelers (Wishing
Ring #2), Winius Brandon; Foleys De-
partment Stores (wine cellar), Goodwin-
Dannenbaum Littman & Wingfield; Hous-
ton Bank and Trust (services), Foote,
Cone & Belding; Trans -Texas Airline (new
DC -9. Glen Adv. Ag.

3Iurakami A'olf Films, Inc.
Completed: "Never Steal Anything Wet'
(main titles), Executive Pictures Corp.;
Foremost Ice Cream, D -F -S, Inc.; Chicken
(Delight. Tilds & Canty: Pacific Northwest
Bell (1 ellow Pages), M -E; Kellogg Sugar
smacks, Leo Burnett; Foremost So -Lo,
D -F -S; Kellogg Sugar Pops. Leo Burnett;
Bosco Chocolate Drink, D -F -S; Sunnyland
Juice Corp. (Spook), Marsteller, Inc.; Con-
tinental Illinois Bank, Earle Ludgin &
Co.; Mattel (billboards), Carson Roberts;
Oxydol, D -F -S; General Mills (Frosty
O's). D -F -S; Skippy Peanut Butter, D -F -S;
Pacific Northwest Bell (Ten for One),
M -E; Malo-O-Meal, C -M; Pillsbury Moo
Juice, C -E; Heart's Delight Apricot Nectar,
C -W; KNBC promo, JWT; Lucky Lager
Draft. BBDO; Foremost Ice Cream, D -F -S;
Max Factor Christmas. Max Factor & Co.;
Roman Meal Cereal. M -E; First National
Bank of Cincinnati, Richard Peck Adv.
In Production: Falls City Brewing
Winfield Adv; First Wisconsin Nat'l Bank.
Cramer-Krasselt Co.: General Mills Corn
Cones, D.F.S.

Film Fair
Completed: Van Camp Seafood Co., DFS:
Seaboard Finance (loans), FCB; General
Foods (jello), Y&R; McCulloch (saws),
M -E; Southwestern Bell Telephone Co.
(yellow pages), Gardner; Bank of Amer-
ica, DArcy: American Oil (stations).
IYArcy; Simoniz (car wax), DFS; Sunray
DX Oil Co. (gasoline), Gardner: Heinz
(soups), DDB.
In Production: U.S. Borax Co. (borax/
borateem), M -E; Procter & Gamble (Bold
detergent). T.L.K.; Procter & Gamble
(Duz detergent), Grey; Pillsbury (food),

C -M; Fairchild (industrial film), Faust -
Day; Kimberly Clark (kleenex), FCB.

Filmex
Completed: Chevrolet, C -E; Arrid (deo-
dorant), SSC&B; Halo Shampoo, Esty;
General Foods (D-Zerta), Grey; Ford,
J WT.
In Production: Con Edison, BBDO; Im-
perial Margarine, BBDO; American Home
Products (Easy -Off Oven Cleaner), C&W;
Colgate (dental cream. colgate 100),
Bates; Metrecal, Ogilvy; Lipton Tea,
SSC&B; Chemical Bank. B&B: Sealtest,
Ayer.

The TVA Group
Completed: Nabisco (Team Flakes), K&E;
Coca Cola Export Corp. (Minute Maid),
Marschalk Co.; Firestone (tires), C -E.
In Production: E.C.A.P. (power), Ayer;
Kodel (carpets), NH&S; Chevrolet (Ca-
maro), C -E.
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Wall Street Report
Close Look at Lin. Another new
entry in the tv-electronics field is the
Lin Broadcasting Corp. A Delaware
corporation, organized in 1961, it is
headquartered in Nashville. Tenn. It
is organized into four main segments:
radio, television, CATV systems and
program services. Until 1965 virtu-
ally all of the Lin revenues came
from its radio broadcasting opera-
tions. In late 1965 the company enter-
ed the community antenna market
with the acquisition of Gregg Cable -
vision which held 23 franchises for
CATV systems. one in operation in
Hoggs, N.M., and three under con-
struction. The cost was $11/2 million
($450,000 in cash and $L050,000 in
the form of a promissory note). By
September 1966 the company had
seven CATV systems in operation,
serving almost 7,000 subscribers.

The Hobbs system has 4.750 sub-
scribers. while those in Niceville and
Crestview, Fla.. Martin, McKenzie
and Huntington, Tenn., and Daleville,
Ala.. have anywhere from 100 to 700
subscribers. Other franchises are in
small communities in those states and
in Illinois. Texas. Arkansas, Georgia
and Kentucky. The largest area is

that of Galesburg. Ill., with a popula-
tion of 38,000; the smallest is Cam-
den, Tenn., with a population of

3,100.
The company is paying the

Stations May Conflict. Last Feb-
i oat Lin purchased station WAND, a

uhf channel serving the Springfield -
Champaign -Decatur -Danville area of
Illinois. It is the 73rd largest market
in the U.S. and 67th on the basis of
homes with tv sets.

WAND, prior to acquisition by Lin.
relied on the ABC network for 60 per
cent of its programming, but it has
since increased its operating schedule
from 16 hours to 18 hours daily, with
most of the increase going to locally
produced programs. The company in-
tends to seek additional tv stations
but it is to be noted that one of
its stockholders, Medallion Pictures.
has applications pending for two tv
stations, one uhf and one vhf. This
may cloud the ability of Lin to reach
the maximum of seven stations
although Medallion has agreed to

either sell its stock ownership in Lin
or to sell a tv station.

The relationship between Lin and
Medallion was created last Novem-
ber when Lin purchased the right to
use Medallion's name and logo, and
its rights to 235 feature length films
and 175 cartoons. In exchange Lin
gave 250.000 shares of its common
stock and $400.000 of five -per -cent
promissory notes and also assumed
$100.000 of Medallion's liabilities.
The agreement with Medallion pro-
\ ides that I in have fii,t option

Lin's Fiscal Fortunes

Income (after
agency comm.)

002

$1,089,934

;

$1.723,762

0,01

$1.901.987

/965

$2,216,621

1966*

82,421.268

Per Share (250) 20e 300 560 370

Shares Out.

*First eight months only

262,593 292,593 292,593 323,093 448,093

construction of its authorized sys-

tems, estimated at not over $234 mil-
lion, with 80 per cent of the cost
financed by a loan from the Economy
Finance Corp. of Indianapolis. The
loans bear an effective interest rate
(if 1214 per cent. The revenue from
these systems will be based on

charges of $5 to $7.50 monthly.

on participating in films produced or
distributed by Medallion in the next
five years. Lin also purchased for
$167.500 the distribution rights to
four films owned by Medallion.

Radio Started It. The major bus-
iness of Lin prior to 1966 had been
radio broadcasting. The company

owned radio stations in Shreveport,
La., Nashville, Tenn., Louisville and
Little Rock. Last September a sub-
sidiary of Lin purchased the stock
of WBBF. Inc., which owns an am -
fm unit in Rochester, N.Y. The
paid was $2 million, with $550,000
paid in cash and the remainder in
notes due by 1971 bearing interest
payments of six per cent.

The dominant personality in Lin is
Frederic Gregg Jr. He has a back-
ground of employment with Crosley
and Bendix home appliances and
later with Young & Rubicam. In 1957
he became major stockholder and
president of Community Broadcasting
Corp. operating in Lexington, Ky.,
and then proceeded to organize other
radio broadcasting corporations in
many of the communities now cov-
ered by Lin. Today Gregg owns 55.-
180 shares of the Lin common, equal
to seven per cent of its outstanding
shares. The biggest shareholder in
Lin is Medallion Pictures. a develop.
ment stemming from the transaction
described earlier. Medallion owns
31.7 per cent of Lin common. The
next largest shareholder is Lehman
Brothers, the investment banking
firm. holding 56,850 shares, equal to
7.2 per cent of the outstanding com-
mon.

1
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Measles (Continued from page 34)

At mid -February, the television
station (and its radio affiliate) be-
gan a series of editorials to approach
the first of the three objectives. The
statements of station manager John
Campbell and others were direct and
to the point, warning of the en-
cephalitis or death that might re-
sult from a case of measles, and
pointing out that even a simple case
of measles need not be tolerated. The
announcements weren't slotted at
four in the morning, either; they
ran as regular segments of the sta-
tions' newscasts. In all, seven differ-
ent editorials were broadcast
throughout the campaign. with each
delivered six times for a total of 42
"attacks" on the topic.

Set Target Day

Once the editorials were on the
air, WXYZ-TV officials found them-
selves intricately involved in a major
project-bringing the second and
third objectives to fruition. A series
of meetings was set up between the
station people and various represen-
tatives of the medical and political
worlds. The station enlarged the
scope of its editorials, including
"news" interviews: scientists pointed
out that an anti -measles vaccine was
put on the market in 1963 and had
been tested for six years previously:
elected officials beat the drum for
compulsory innoculation of school
children. and so on.

Early in July, a joint meeting of
health authorities, political leaders
and representatives of various media
was held to set a final goal for the
campaign. Because any successful
show needs a grand climax, it was
decided that on a single day the
Detroit area would end the threat of
measles, if not for all time at least
for a number of years. October 23.
Sunday, was chosen as the target day.

The station increased its on -air
editorial effort. Dr. Joseph Molnar
filmed a demonstration of the "space
gun" that blasts vaccine painlessly
through the skin. Senator "Ted"
Kennedy made a spot stressing the
need for innoculation. WXYZ-TV

brought to Detroit a "poster girl"
who had been seriously injured by

measles, and fihned interviews with
the child for inclusion in the cam-
paign.

Legislative efforts, sparked by the
initial drive, resulted in passage of a
bill making an anti -measles innocula-
tion mandatory for schoolchildren.
Michigan thus became the first state
to include measles along with small-
pox and other diseases requiring vac-
cination, and Gov. George Romney.
approving the bill, congratulated
both the lawmakers and the WXYZ
stations.

`Be First on Your Block'

Roughly a month was left to go
before October 23, now proclaimed
by the mayor of Detroit as "End
Measles Day." It was up to tv, radio
and other media to get the kids in
for their shots. The station's art de-
partment came up with the visual
symbol for the drive-a cartoon of
some youngsters safely sheltered
under an umbrella from the "spots"
showering down on them. The car-
toon was shortly on billboards, buses
and touring sound trucks all over
the three counties to be covered Arid
it appeared dozens of times on the
tv screen, while audio carried a run-
ning feud between "Measles Mc-
Gillicuddy," a bad guy that likes to
make little kids sick, and the "sure -

shot" vaccine that knocks him o:t.
Done in the mysterious voices kids
love, the commercials urged the
youngsters to tell mom and dad to
get 'em their shots. be the first on the
block to get rid of Measles Mr-
Gillicuddy, etc.

Would it Work?

Meetings upon meetings resulted
in the establishment of 150 innocula-
tion centers throughout the area, and
a crew of volunteers was trained for
a week to handle the details of the
mass innoculation. Station manager
Campbell prevailed upon the United
Fund and the state to provide money
to pay for the vaccine, which was
supplied at a reduced rate by a Dow
Chemical subsidiary. (If funds
hadn't been forthcoming, officials
state, WXYZ was ready to foot the
bill alone.)

"End Measles Day" dawned bright

and clear. At the 150 centers, doe-
tors, nurses and volunteers from the
stations, civic organizations and even
the local Playboy Club were on hand
to take names and addresses, keep
the lines moving and handle the in-
jections. At the WXYZ-TV studios, a
kind of "Vaccination Central" had
been set up, so the station could go
on the air with a running tally of the
number of innoculations from each
center. Also, tardy parents could be
urged to hurry down with the
youngsters to the nearest innocula-
tion point.

All that was needed were the kids.
Would they come?

They came-and came-and came.
They lined up before the doors
opened at midday. They filled the
schools and basements, pressing
against one another in eagerness
while the harried volunteer workers
struggled to keep them in line. Un-
prepared for the crush, the medical
men in numerous centers found their
supplies running short. Emergency
calls to hospitals and other sources
in the area uncovered more vaccine,
and police cars rushed it throughout
the city. The WXYZ helicopter was
called into play to aid in the delivery.

Story Put on Film

Four hours after the doors were
opened. the exhausted workers helped
roll down the last children's sleeves.
More than 175.000 children had been
innoculated. A doctor estimated that
the lives of at least 100 children who
might have died from measles would-
be saved. In the weeks immediateiv
following the drive, another 25.000
measles innoculations reportedly took
place.

Justifiably proud of its achieve-
ment, WXYZ-TV put the entire story
from start to finish on some 20-25
minutes of film. and plans to show
it to tither stations, sponsors, civic
groups and anyone interested in how
a public-service effort can bring
about important benefits to the com-
munity. On -the -air editorials with a
point of view started it all, of course,
but it was action far beyond mere
editorializing that brought about the
results.

How's that, Mr. Cambridge?
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Agency media people who wait
on long coffee lines each morn-

ing may have some trouble believing
the latest coffee consumption figures
that Edward Petry S Co. Inc.. has
released. In its booklet called Fresh-
ening the Coffee Sales Flavor, the
rep firm points out that while the
percentage of consumers drinking
all other popular beverages has in-
creased since 1950, the coffee share
had decreased some 3.3 per cent, rep-
resenting five million consumers.
This loss is reflected in the total cof-
fee consumption decline of 100 mil-
lion pounds in 1965 over 1961,
valued at $128 million.

That this sorry state was not evi-
dent until the mid -'60's is due to
population increases and to per capita
consumption gains. especially of in-
stant coffee. Since '62. however, per
capita consumption has fallen 10 per
cent, or from 3.01 cups per person
per day to 2.79 cups.

Why has coffee lost ground i unin-

tentional, that) ? The youth market
has apparently not been proselytized,
according to the report. Because teen-
age coffee drinking has plummeted
over the past 15 years, the toll is

being reflected in the drinking habits
of today's young adults. In addition,

a review of
current activity
in national
spot tv

the four -cup -and -over drinkers have
been cutting down.

In conjAction with thi,. the report
notes that coffee roasty!, -pent less on
measured media ad \ el ti,ing in 1965

17.125.0001 than they did in 1960
($48.810.000). In spot tv specifically,
while soft drink manufacturers in-
creased their budgets four -fold since
'60, coffee makers only increased
theirs by one per cent.

To reverse this downward trend,
the rep firm recommends a major
all -industry coffee promotion through
the National Coffee Council. whore
members include major roasters like

At Ogilvy & 'halter, Inc., media
buyer Doug Spellman works on the
Mead Johnson Metrecal account.

REPORT

General Foods, Hill Brothers, Stand-
ard Brands, etc. The premise is that
an increase in coffee consumption
generally would accrue to each indi-
vidual advertiser. The rep firm ap-
plauds the efforts of the World Coffee
Promotion Committee, which this
season launched a $5 -million promo-
tional push though McCann-Erickson,
Inc.. but feels that a more extensive
and intensive U.S. effort is needed.

As a finale, the study offers some
specific suggestions for raising coffee -
drinking levels: reaching the youth
market; promoting hot -weather
drinking of iced coffee; increasing
coffee breaks; teaching the public
how to make a good cup of coffee.

Copies of the study are available
from Edward Petry & Co.. Inc.. 3 E.
54 St., New York, N.Y. 10022.

Among current and upcoming spot
campaigns from agencies and adver-
tisers across the country are the
following:

American Chicle Co.
(Ted Bates & Co., Inc., N.Y.)
Major markets will be picked up for a
1967 CLORETS campaign. The prime
and fringe minutes will probably continue
for the contract year. Mary Osher is
the buyer.

IContinued on next page)
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Spot (Continued)WOC-TV SELLS BEER...
BY THE WAGONLOAD!

I

AND COFFEE...

AND SOAP...

AND CEREAL...

AND GASOLINE...

AND A LOT OF

OTHER PRODUCTS, TOO.
Your PGW Colonel Can
Tell You More'

111

woc 6
SERVING THE
QUAD -CITIES
FROM
DAVENPORT. IOWA

Esclusire National Reprosentabre - Grim. Window.. Inc

MID -MICHIGAN

BATTLE
CREEK

ANN
ARBOR

JACKSON

MID -MICHIGAN TV IS...

WILX-TV
555 Stoddard Bldg./ Lansing 48933

GOT THE PICTURE?

NOW . . .

talk to the Young Men about WILX

National Representatives:

YOUNG TELEVISION CORP.

Borden Co.
Doyle Dune Bernbach, Inc., N.Y.)

January 9 is the start date for activity
on CRACKER JACKS. The 13 -week push
in about 50 markets will use minutes in
kid shows. Ed Koehler buys, with Mike
Raymond assisting.

Bristol-Myers Co.
(Foote, Cone & Belding, Inc., N.Y.)
Commercials for MISS CLAIROL
SHAMPOO FORMULA will appear in
26 markets beginning on January 2. The
campaign will last four weeks, using
minutes and piggybacks in fringe and
day periods. Bob Gass is the buyer.

Campbell Soup Co.
(Leo Burnett Co., Inc., Chicago)
Campbell's FRANCO-AMERICAN
spaghetti and SPAGHETTI -O'S will be
promoted in an eight -market campaign
beginning January 30. The 15 -week push
will consist of day and night minutes.
Bill Boris is the contact.

Carnation Corp.
Ern in II use), Inc., Los Angeles)

A campagn for this company's dairy
products will begin on January 2 in
about 75 markets. Prime time piggybacks
will continue for 19 weeks. Frank Clarke
is the buyer.

Coca-Cola Co.
(McCann-Erickson, Inc.)
This company's soft drinks, TAB,
SPRITE and FRESCA, will be involved
in an intensive cooperative advertising
program using outdoor and spot tv. In
every major market, plus many small ones
I the company has some 960 bottlers)
the two media will be used in the
$4 -million effort. The schedules are 52
weeks, with the three products coming
in on a rotating basis in some markets
Fresca, a new drink from Coca-Cola, will

That's a check for S25,000 being
handed to mayor Robert E. Misner
of Belmond, Iowa, by Dr. David D.
Palmer, president of Palmer Broad-
casting Co., owner WHO -TV -AM Des
Moines. The check represented con-
tributions of listeners and viewers,
alter the stations asked help for the
citizens of Belmond, whose city was
partially leveled by a tornado.

Three -111011th Spot 1/p

After a disappointing 4.9 -

per -cent gain in spot activity
for the second quarter of '66
over '65, the third-quarter in-
crease reported by Television
Bureau of Advertising was
more upbeat. National and re-

gional spot advertisers put 7.3
per cent more into the industry
from July to September than
they did during the same pe-
riods last year, according to
TvB. That increase, dollar -wise.
means a $270,632.000 invest-
ment this third quarter, com-
pared with 8248.320,000 in '65.

The largest third-quarter
gains were registered in the
following product classifica-
tions: Clothing, furnishings, ac-
cessories, from $1,971,000 to
$3,099,000 (up 57 per cent):
consumer services, from 85,-
959.000 to 87.903.000 (up 33
per cent i; dental products, up
51 per cent, from $6,690,000
to $10,073,000; gasoline & lu-
br:cants, from $10,332,000 to
S13,078,000 (up 27 per cent);
tobacco products & supplies,
from $10,516,000 to $12,603,-
000 (up 20 per cent I ; and
transportation Si travel, from
S 1.238,000 to 85.248.000 (up
21 per cent I.

As usual, Procter & Gamble
Co. had the highest investment
in spot, $19,563,500, followed
by the Colgate-Palmolive Co.
with $11,411,200, and General
Foods with $11,149,100. At the
other end of the list, the lOtith
top advertiser was Abbott La-
boratories with $530,900 in
spot from July to September.

New to the list of top 100
spot advertisers during the
three-month period were the
Goodyear Tire & Rubber Co.,
with $671,700, and the House-
hold Finance Corp., with
$626,000.
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One Buyer's Opinion . . .

CONTROVERSY AND CREATIVITY
In this space last issue the "Seller" who alternates his opinions with

mine discussed some of the problems he faces when he pitches one of
those "controversial" discussion shows to a buyer. We recently became
involved in such a pitch and think the subject deserves some thoughts
from this side of the desk.

The Joe Pyne and Alan Burke shows in New York (and elsewhere)
have successfully withstood the competition of the late night movies. The
new David Susskind show has adopted the control , founat. awl
others are springing up all over the dial.

The success of Pyne and Burke lies, apparently, in the audience in
volvement which the shows generate among the studio and broadcast
audiences. Add to the pandemonium the acrid tongues of the hosts, and
you have between an 8 and 10 -rated program; indeed, a bargain at
between $1.25.1.50 per thousand homes.

This being the case, why are buyers uneasy about purchasing spots
within such a program? In many cases. it is out of the frustrating and
time-consuming necessity of "selling" the buy, as described in the fol-
lowing hypothetical situation between an account exec and a buyer:

"Bill, I understand you've picked up some spots on the Pyne and
Burke shows."

"That's right, Jack. What's the problem?"
"I just don't think the client will care for the spots, Bill. Can you do

something about it?'
"Why do you feel that way. Jack?"
"People don't like the guys' personalities."
"Well, Jack, if you recall, Sullivan as a personality has one of the

lowest TvQ scores; but his show maintains a good rating. You wouldn't
object to appearing in the Sullivan show on that basis, would you?"

"No, but the Burke and Pyne shows involve peoples' emotions."
"Doesn't our creative philosophy reflect an 'emotional' appeal?"
"Y -e -e -e -s . . . . but too many people might associate us with con-

troversy! It's a negative emotional appeal. It'll rub off!"
"Well, there weren't any objections to buying into those movie..

`Murder at Midnight,' or 'Return of the Corpse,' were there? Thos.
don't exactly have positive emotional appeal, do they?"

"That's true, Bill; and I'm also aware that the shows are very efficient
buys. But look, we can avoid a lot of trouble with the client by just
cancelling and picking up something less 'controversial.' "

"Look, Jack, I'm more than willing to do that. But I think that the
great attention and involvement which these shows generate would

carry through the client's message even more effectively than the aver-
age situation comedy or movie. Also, if there's any `rub -off' on the prod-
uct, I think it will be a positive one from a most loyal audience.

"So with your accord, Jack, I'd like to write up a rationale of the
buy, as we've discussed here, for the client. If he wants the spots changed
after he reads it, O.K. Fair enough?"

"O.K., Bill, fair enough."
The example attempts to anticipate a situation that will be occurring

more often as so-called "controversial" shows proliferate (and represent
good spot buys to the media buyer). In such instances, "creative" buyers
will remain undaunted by the apparent non -logic and unfounded pre-
judice of others. Like Bill, the astute buyer who recognizes a "solid"
buy and purchases it for what he believes will be to his client's ad-
vantage, will attempt to creatively sell as well as creatively buy. It appears
that "controversial" shows, for the future, will cause creative selling to
assume a greater part of the media buyer's job.

IOWA

CEDAR RAPIDS

DES MOINES

IN THIS

TWO STATE

AREA . .

rei

Jp'9.Ic,T,

ILLINOIS

ROCKFORD

CHICAGO

A

PEORIA

ILLINOIS

THIS IS MARKET

NO. 2
The Quad -Cities follows Chicago as
a target area to any marketer in the
Midwest. This is U.S. television
market No. 67, covered best by
WHBF-TV, Channel 4.

WHBFtv

"The station
to buy, to reach
people who buy

in western
Illinois and

eastern Iowa!"

WHBFtv
CBS FOR THE QUAD -CITIES

TELCO BLDG., ROCK ISLAND, ILL.
Represented by Edward Petry & Co., Inc.
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Buyer's Checklist
New Representatives

KZAZ-TV Tucson, Ariz, appnino d
Eastman TV, Inc., its national rep-
resentative, effective January 1,
1967, the station's target air (late.

VDTV Clarksburg -Fairmont -Weston,
W. Va., appointed Venard, Torbet
8 McConnell, Inc., its national sales
representative.

WNJU-TV New York, reappointed
National Television Sales, Inc., its
national representative (excluding
New York and Philadelphia).

.Network Rate Increases
KBX-TV Bryan, Tex., from $100 In

S130, effective May 7, 1967.
KID -TV Idaho Falls, Id. from $275

to $300, effective May 7, 1967.
KOOK -TV Billings, Mont., from

S275 to $300, effective May 7, 1967.
CHP-TV High Point, N.C., from

roll to $850, effective May 15, 1967.

Station Changes
WSBK-TV are the new call letters

of WIHS-TV, Boston.

WDXI-TV Jackson, Tenn., became
a primary affiliate of ABC-TV.

AND SOAP...

AND BEER...

AND CEREAL...

AND GASOLINE...

AND A LOT OF

OTHER PRODUCTS, TOO.
Your PGW Colonel Can
Tell You More'

UNIIP 3
OC 6

SERVING INE
QUAD FINES
FROM
DAVENPOR1. IOWA

Nalienai R.pinenlai - Pelves. Gideon. Seodeaull. Mc.

Spot (Continued)

probably be national by next July. Buys
are handled out of the local offices of
McCann-Erickson.

Consolidated Cigars
(Papert, Koenig, Lois, Inc., N.Y.)
A pre -Christmas campaign for DUTCH
MASTER CIGARS and HARVESTER
CIGARS is currently running. Dutch
Master minutes in early and late fringe
and 20's in prime time are scheduled
in about 12 markets. The Harvester 20's
in prime time are running in three
additional markets. Ricki Sonnen is the
contact.

Corn Products Co.
( Lennen & Newell, Inc., N.Y.)
January 2 is the kickoff date on activity
for DIET MAZOLA. The four -week
push in about ten markets will use day
and fringe minutes. Sandy Floyd does
the buying.

Curtiss Candy Co.
(Clinton E. Frank, Inc., Chicago)
January 16 is the start date for activity
on CURTISS CANDIES. The 13 -week
push will be in about 66 markets.
Afternoon 60's are scheduled to reach a
large number of children. Charlotte
Tucker, Tom Stumpf and Joan Scholl
do the buying.

Dow Jones & Co., Inc.
(BBDO, N.Y.)
A six -eight -week campaign for the WALL
ST. JOURNAL will break during the
first week of January. About 20 to 25
markets will be picked up. Gail Fiske is
the contact.

R. T. French Co.
(Kenyon & Eckhardt, Inc., N.Y.)
Four of this company's products have
campaigns beginning in the first two
months of next veer. INSTANT MASHED
POTATOES and COUNTRY STYLE
MASHED POTATOES will be in about
30 markets for six weeks starting
February 12. The campaign will consist of
early and late fringe minutes. BAKE -'N-

SHAKE CASSEROLE. previously in
test markets. is now expanding to Los
Angeles and San Diego. Day minutes and
30's will run for a 16 -week period
ba.inning on bumary S. Tn addition.
TIFO AM OVEN CLEANER will be in
Los Angeles and San Francisco for eight
weeks beginning on February 22. Fringe
and day minutes are scheduled. Louise
Gainey buys.

R. T. French Co.
(I. Walter Thompson Co., N.Y.)
Campaigns for this food firm's COPPER
KITCHEN. SPAGHETTI SAUCE anad
SLOPPY JOES are anticipated for
January. The activity will last for 11
weeks in about 12 markets. Minutes and
Piggybacks are being slotted. Dottie
Thornton is the buyer.

G. W. Hume Company
(I. Pledger & Associates, San Fran-

cisco)
The agency has just been appointed to
handle marketing, merchandising and
advertising test runs for this 103 -year

Vince Daraio, executive vice presi-
dent at Hicks & Greist, Inc., New
York, checks the spelling of his name
with Ben Margolis (r.), vice presi-
dent of Television Advertising Rep-
resentatives. The card reading "11
you see Vince Daraio on this train,
wish him a merry Christmas and a
happy new year for us" was one of
150 featuring the names of key
media people that TvAR placed in
650 railroad cars for the holidays.

canned food packager. Media plans are
being formulated to promote the
company's Hume and Honeybee labels
on yams, peaches and cooked apples.
Alan Cameron is the account supervisor.

Hunt -Wesson Foods, Inc.
Koenig, Lois, Inc.)

Fairly heavy activity for WESSON OIL
is being planned for '67. The start date
will probably be in the first quarter of
the year. Betty Sue Garner buys.

V. LaRosa & Co., Inc.
(Wells, Rich, Greene, Inc., N.Y.)
New -year activity on LA ROSA
SPAGHETTI is anticipated for February.
A 13 -week campaign in no more than
five markets is planned. All commercial
lengths except ID's will be used. A buyer
was not yet assigned at press time.

LaSalle Extension University
(Harry W. Graff, Inc., N.Y.)
A total of 15 markets are carrying
commercials for the ACADEMY OF
HOME STUDY this month. The 60's
will run in day and night time periods.
Harry Alleys is the contact.

Liggett & Myers Co.
(Compton Advertising, Inc., N.Y.)
January 1 is the start (late for activity
on !AM CIGARETTES. The campaign
is scheduled to last 26 weeks, using
20s and 60's. Stone Roberts is the contact.

Menley & James Labs
(Foote, Cone & Belding, Inc., N.Y.)
New year activity on CONTAC will break
in several markets in January. Minutes
and ID's in prime and fringe time
periods are scheduled. Sharon Burke and
Sally Crawford do the buying.

National Biscuit Co.
(McCann-Erickson, Inc., N.Y.)
Activity on MILLBROOK BREAD will
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Profile

With foresight as ammunition.
media buyer Pete Warren is

Is ell -equipped to answer the question:
When the circuit learns your job,
what will you do? His vision of
media's future and of the future
media buyer stems from his under-
standing of the impact of computers
in advertising.

In his office at Ogilvy & Mather.
Inc., which he joined three months
ii go to work on Mead Johnson's
\ Ietrecal products and Pablum, Mr.
Warren talked about tomorrow's
media man:

"Basically the media function will
become more of an integrated and
integral part of marketing operations.
Because the media man will become
even more involved in decision
making on the marketing level, he
will have to be more broadly orient-
ed; he'll have to know more than
demographics. Rather than being
specifically trained, he'll be better

PETE WARREN

educated on an all-around basis."
Many of these changes are already

in effect at Ogilvy, Mr. Warren
noted, but he feels a changeover
on an industry -wide level is needed.
"The media man will have to know
how to 'think media,' but less about
the mechanics. Mechanical functions
will be relegated to computers. Some
day we'll see one computer selling
to another. In addition, the media

themselves are becoming more sophis-
ticated in providing specific data."

Because of this, the trend is away
from the type of buyer who handles,
say, the western region for 13 prod-
ucts. "The media man will be taking
a more active involvement in his
products. With the advent of com-
puters, he'll have more time to inves-
tigate new areas of media-merchan-
dising, sales promotion, new elec-
tronic media, etc."

Mr. Warren is currently studying
for his Master's degree in marketing,
for which he may do a thesis on the
future media department. He received
his Bachelor's degree from New York
University where he majored in ad-
vertising. After college, he joined
Look Magazine as a media research
assistant. and from there he went to
Fuller & Smith & Ross, Inc.

Born in Teheran (he came here at
the age of three), the bachelor now
lives in New York's Greenwich Vil-
lage. His favorite pastimes? Outdoor
sports, sketching and conversation.

LEWIS I. HABER, JOHN HUGHES

and PAUL L. RICHEY were promoted
to associate media directors of La-
Roche, McCaffrey & McCall, Inc.
All three were media supervisors.

RUDY C. WAHLIG was named media
director of Doremus & Co. He was
formerly associated with McCann/
ITSM, a division of McCann-Erick-
son, Inc., and was with J. M.
Mathes, Inc., prior to that.

DALE K. STEVENSON WaS appointed
media director of Campbell -Ewald,

\ I 'TEPHENSON

'Nan Francisco. He was in media and
media research in the agency's De-
troit office.

Media Personals
ISABELLE S1 ANNARD joined Hell-

gott & Partners, Inc., New York, as
media manager. She was previously
with Young & Rubicam, Inc.

Howard Swink Advertising, Inc.,
Marion, Ohio, named MILTON L.

KRIST director of media and re-

search. He was executive media di-
rector of W.B. Doner & Co., Detroit,
and a vice president of Lang, Fisher
& Stashower, Inc., Cleveland, prior
to that.

LEE PETERS was named a buyer on
General Mills at Dancer -Fitzgerald
Sample, Inc. She was previously a
buyer at Hicks & Greist, Inc., and
before that was with N.W. Ayer &
Co., Inc.

WILMA M. GELLER was appointed
supervisor of media operations at
Firestone & Associates, Inc., New
York. She was formerly a senior
media buyer at West, Weir & Bartel,
Inc.

Needham, Harper & Steers, Inc.
named JOHN M. COLE manager of
media buying and RICHARD M. OLSON

associate media supervisor in its
Chicago office. Mr. Cole has been
broadcast supervisor since 1962. Mr.
Olson was previously media super-
vior of BBDO, Chicago.

MAXINE C. COHEN, media director
of Redmond, Marco- & Shure, Inc.,

MISS COHEN

New York, was elected a vice presi-
dent of the agency.

VAL RITTER joined Wells, Rich,
Greene. Inc., as a media supervisor
on LaRosa, Utica Club Beer and
Western Union. He was previously
a media planner at Clyne Maxon.
Inc., and was media supervisor al
Tatham -Laird & Kudner, Inc., for six
years before that. Also at WRG,
Inc., BILL REID was named a buyer
on the Braniff account. He was form-
erly an assistant buyer at McCann
Erickson, Inc.
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COUNT ON KOVR
FOR ACTION]

SACRAMENTO
s-rcpc '<Toni

CALIFORNIA

You are heading for big results in the booming $4.64 billion
Stockton -Sacramento market on television station KOVR.
McClatchy know-how, applied to farm and other local news,
is one reason KOVR has grown so much, so fast. New vitality
in community service is another. Add high -rated ABC shows,
and you have the combination that gets your commercials
seen . . . in one of America's fastest growing markets.

Data Source: Sales Management's 1966 Copyrighted Survey
(Effective Buying Income)

KOVR

McCLATCHY BROADCASTING
BASIC ABC AFFILIATE REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC.

break in about eight or nine markets
in January. The 52 -week campaign will
use early and late fringe minutes,
mostly slotted in five -minutes weathercasts.
Frank Finn is the buyer.

Nestle Co.
(Leo Burnett Co., Inc., Chicago)
TASTER'S CHOICE, a new freeze-dried
instant coffee, is coming to the U.S.
After being tested in Canada, the product
will be launched here with tv advertising
beginning next year. Print ads are
currently running.

Quaker Oats Co.
(La Roche, McCaffrey & McCall,

Inc., N.Y.)
January 15 is the kickoff date for activity
on LIFE CEREAL. The campaign of
early and late fringe minutes will break
in about 50 markets and will continue
for four to five weeks. Jim McCollom and
Warren Means buy.

Quaker Oats Co.
(I. Walter Thompson Co., N.Y.)
New -year activity for BURRY BISCUITS
will break on January 1. The 30 -market
push will continue for 13 weeks. Kids
are the target audience of the 60's. Carol
Bag is the buyer.

Schick Safety Razor Co.
(Compton Advertising, Inc., Los

Angeles)
Two new foaming after --have lotions,
LIME WOOD and BARK WOOD, are
being introduced by this company. The
products are being promoted with 30's
and 20's in about six markets. MENT, an
after -shave lotion in aerosol foam form
was introduced earlier this fall via a
Chicago agency, but planned to use
primarily network tv.

Shell Oil Co.
(Ogilvy & Mather, Inc., N.Y.)
A nine -week campaign for the SHELL
STEAK KNIFE PROMOTION began
last week. About 23 markets are carrying
the early and late fringe minutes.
Stephanie Rudolfo is the buyer.

Southwestern Bell Telephone Co.
(Gardner Advertising, Inc., St.

Louis)
January 2 is the kickoff date for a
YELLOW PAGES campaign in about 18
market-. The push will continue until
May, using 20's during family -type
programming. Terry Culver buys.

Squire Dingee Co.
(Harpham Co., Chicago)
Three new products, BOZOBERRY JAM,
BOZO GRAPE JELLY and BOZO
PEACH PRESERVES, are being
introduced and promoted in 15 states:
Illinois, Michigan, Ohio, Indiana,
Kentucky, Wisconsin. Minnesota. Iowa,
Missouri, Kansas. Colorado, North and
South Dakota, Nebraska and California.
The spot tv campaign will feature live
commercials slotted in Bozo the Clown
shows.

The Toni Co.
(Jack Tinker & Partners, Inc.. N.Y.)
k new product, INNOCENT COLOR
SHAMPOO. is currently being tested in
St. Louis, Kansas City and Dallas -
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GC) FIRST CLASS

WITH KNLI -r

FRESNO  CALIFORNIA

Beef up your western sales campaign: put your message
with the quality programing of KMJ-TV, Fresno. The San
Joaquin Valley's first television station has first class skills
and equipment at work. That is why KMJ-TV delivers the
audience you want in the nation's Number One agricultural
income county. Data Source: SRDS, June, 1966

KMJ-TV

McCIATCHY BROADCASTING
BASIC NBC AFFILIATE REPRESENTEG NATIONALLY By THE KATZ AGENCY, INC.
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Fort Worth. Bill Willis is the contact.

United Fruit & Food
(Grey Advertising, Inc., N.Y.)
December 26 is the breakdate for
activity on RIGHTAWAY SANDWICH
MIX. The campaign, in about five markets,
will continue until April 2. Minutes
will be used. Marvin Kress is the buyer.

Utica Club Beer
(Wells, Rich, Greene, Inc., N.Y.)
A February start date is being discussed
for a campaign on UTICA BEER. The
push will probably be in nine regional
markets, using everything but ID's, and
will last throughout the year. Val Ritter
is the contact.

Victor F. Weaver, Inc.
(Weightman, Inc., Philadelphia)
The introduction of pre-cooked and
frozen batter -dipped fried chicken will
be aided by a spot tv campaign. The
company, "one of the world's largest
processors of chicken and eggs." is
planning the activity in '67. Jim Egan is
the contact.

James 0. Welch Co.
(William Esty Co., Inc., N.Y.)
A seven -week campaign for WELCH
CANDIES breaks on January 16. About
35 markets will carry the piggyback
commercials. The spots will be slotted
mostly in afternoon shows. Jack Sweeney
buys, with Bill Eder assisting.

BUT... Your Spots Carry Weight in the 37th Market via WKZO-TV
SRDS (1966) lists Grand Rapids -
Kalamazoo as the nation's 37th
television viewing area - UP a
couple of notches!

Why the growth? Because the

WKZO-TV MARKET
COVERAGE AREA ARB '6S

Greater Western Michigan area is
booming! In Kalamazoo alone, for
instance, just four new plants
meant another 7,200 jobs, 18,000
new people in town, and another
525,000,000 in retail sales. And
that's going on all over the market.

If you want to do a heavyweight
job in a big market that's getting
bigger, bear down where it will add
up throughout Greater Western
Michigan - on 131/KZO-TV. Your
Avery-Knodel man can help you
increase your impact if you'll give
him the chance.

And if you want all the rest of
upstate Michigan worth having, add
W1VTV I WWUP-T V, Cadillac -
Sault Ste. Marie, to your WKZO-TV
schedule.

*The giant dinoraurs reached this weight.

.-"ie/ye?
RADIO
IttO KALAMAZOO SAME CRIIA
Will DRANO RAPIDS
WI/11 CRAM. RAPIDS KALAMAZOO
.Ia4W FM CADILLAC

TELEVISION
WRIWTV CAM AMOS RUA/AA/40

WHO -T V
100,000 WATTS CHANNEL 3 1000' TOWER

MAI. In Bath Kalamazoo and Grand Rapids
for GraMor Wastarn Michigan

Arry-Knet1.1, Inc, 1.1.;. National Rep ,,,,,

Rep Report
CHUCK CONARD joined the tv sales

staff of the Katz Agency in Chicago.
He has been with Adam Young,

lnc., in chit ago and Ntw York
the past three years.

Harrington, Righter and Pat -

Inc., named BRUCE C. GEORGI an
count executive. He was formed'
with WFMY TV Greensboro, N.C., and

with wuuNc-iv New ihcti,
before that.

THOMAS H. BEMs() JR. was pro-
moted from account executive to
eastern sales manager of ABC-TV

Spot Sales. He has been with the
network division since 1961 and was
with the Katz Agency before that.

Metro TV Sales named BRUCE

FoGn. an account executive in New
York. He was formerly with H -R
Representatives, Inc., and before
that was spot coordinator and buyer
at Norman, Craig & Kummel, Inc.

7;
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Seven Arts (Continued from .31)

lion to Warner shareholder: after
taxes. That buy touched off a whole
series within the industry although
Chesler and his associates failed in
their bid to acquire the M-GM
I ibrary.

A year after the purchase, the

Warner library was sold to a United
Artists affiliate which had entered
the field of tv film distribution. The
man brought over to handle the
distribution for United Artists Asso-
ciated was Eliot Hyman. a former
tire salesman who had been wearing
several different hats. In 1957 he
had formed Seven Arts Production
Co. with Ray Stark. a talent agent,
to acquire books and plays for in-
dependent film production. At the
time, writers and actors were first
realizing it could be more profitable
to produce a film on their own and
to have the majors distribute it than
to work for a salary.

But Mr. Hyman's experience with
film for tv dates back to 1946. Then,

he was in microfilm which had be-
come a lucrative business during
the war and given him some capi-
tal. One of his first deals was the
purchase of 18 old western films for
$12,000 and the re -sale of those

films to station WPIX New York
three days later at a profit of $77.-
000. His next major coup was the
purchase of 199 Monogram films
for $1,250 each. The eventual sale
of these pictures brought a healthy
profit.

$15 Million noised

With a continuing round of such
deals Mr. Hyman had built up a
knowledge of the values of feature
films for tv as well as an under-
standing of the distribution problems
that were unique in the mushroom-
ing industry. When the 122 Warner
Bros. films were sold to United
Artists Associates, Lou Chesler had
shrewdly reserved the Canadian
rights and given them to Donnell &
Mudge, Ltd. In 1959 Mr. Chesler
decided to concentrate on the devel-

opment of a new entry into the tv
film field and, seeking the best talent
possible. he persuaded Mr. Hyman
to quit UAA and join his new cor-
poration, first renamed Creative
Telefilms and then renamed Seven
Arts Productions, Ltd.

The capital for the new firm,
totaling $15 million, was raised from
a number of individuals, many of
them friends or associates of Mr.
Chesler. Among them was Wallace
Grove, a promoter who at that time
was developing real estate projects

in the Bahamas. Mr. Chesler was
also involved in a Florida real estate
project. General Development Corp..
and it was perhaps inevitable, given
his imagination. his eye for the great
opportunity and his impatience for
action, that these ventures eventually
would become intertwined. The first
moves of the new company were
orthodox but important. In 1961

Seven Arts acquired from a then
hard-pressed 20th Century -Fox the
distribution rights for ten years of
88 post -1948 films for a price of

Lassie, a Real Dog

(Some dog!)
 Friend of millions!
 Loved by adults-and by

children, too!'

 156 episodes for stripping.
 And how it attracts

sponsors!
Nielsen shows 56.2% of audience are adults.

la, 1966 Nielsen Audience Composition Book I.

For top family entertainment
in your market ask for

"Timmy and Lassie"

Telesynd
375 Park Avenue New York, N. Y. 10022

212 PLaza 2.3210
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$6.200,000. The following year the
company acquired another group of
post -48 films from Warner Bros.
Then in rapid succession it negotiat-
ed deals covering 215 Universal
Films, 228 more 20th Century -Fox
films (including 103 post -48 films)
and additional smaller acquisitions.

Meanwhile, Seven Arts also had
become involved in actual feature
film production. Primarily this phase
of operations represented the interest
of Ray Stark who had sold his own
company to Seven Arts Productions,
Ltd., in 1960. This was the rejoining
of the Stark -Hyman relationship.
They had broken up their earlier
partnership in 1959 when Mr. Hyman
wanted to concentrate his energies
in the financing of film acquisition
and distribution of properties while
Mr. Stark was increasingly enamor-
ed of the actual production of films.
Now Mr. Stark became a senior
vice-president in charge of produc-
tion. Under his direction Seven Arts
became involved in the whole or
partial financing of such pictures
as Dr. Strangelove, Loneliness of the
Long Distance Runner, Lolita, Night

BUYING
TIME

IN

AUGUSTA?

Represented by
The Kits Agency, Inc.

A RUST CRAFT STATION

Seven Arts executives (I. to r.): W. Robert Rich, executive vice president
and general manager, Seven Arts Television; Herbert G. Richek, vice president
and director of theatrical and tv film services, Seven Arts Associated Corp.;
Donald E. Klauber, executive vice president and general sales manager, Seven
Arts Associated Corp.

of the Iguana and several others,
climaxing its activities with partici-
pation in the current epic, The Bible,
Is Paris Burning and Reflections in
a Golden Eye. All of these recent
films involve Seven Arts as a partner
of another company -respectively
20th Century -Fox, Paramount Pic-
tures and Warner Bros.

In 1964 a corporate explosion
took place at Seven Arts which turn-
ed on Lou Chesler's interests in other
ventures. In 1961 he had persuaded
the corporation directors to invest
$5 million to acquire 20.837( of the
shares of the Grand Bahama Devel-
opment Corp. which was developing
resort and recreation facilities on
102.000 acres of Grand Bahama
island. Mr. Chesler faced attack on
two fronts at this moment. He needed
more money to proceed with the
island development and he had a
disagreement with other interests in
General Development Corp. in Flor-
ida. Seven Arts shareholders attack-
ed the Grand Bahama investment
and management. Mr. Hyman espe-
cially was uneasy about the re-
lationship, particularly since the
island plans called for the develop-
ment of a gambling casino.

Quickly Seven Arts management

arranged a complicated procedure
which in essence had Mr. Chesler
swap his interest in Seven Arts for
the Seven Arts position in Grand
Bahamas.

From that point on Mr. Hyman,
who had become president in 1962,
took over complete responsibility for
the direction of the company. He
began to plan and move with speed.
The company had built up a backlog
of 2,500 feature films for syndica-
tion purposes. It has something like
341 films of post -1958 vintage still
unreleased for tv, making it one of
the largest, if not the largest, library
of films in that category. It has push-
ed into several allied areas, including
a deal with Railway Express by
which it would furnish equipment
and films to show entertainment
programs on planes, buses and trains.
But despite involvement in other
fields, the distribution of films for
tv accounted for 75-85 per cent of
all revenues.

Recently the company has diversi-
fied into the production of series
and specials for sale to tv stations
and networks. It has come up with
such properties as the hour-long
Nutcracker ballet. telecast this month
on CBS -TV. The World of Salvador

Five Years With Seven Arts
1962 1963 1964 1965 1966

Income (millions)
Tv Distribution $12.7 $14.7 $33.9 $23.5 $28.5
Theatrical Dist. 2.4 3.4 6.1 1.5 3.2
\ I keellaneous .7 1.2 1.1 .8 2.2

Total $15.9 $19.4 $41.2 $25.9 $33.9
I .al flings ( millions) $1.1 $1.7 $3.1 $2.4 $5.2
Earnings per share 85e $1.08 $1.81 98e $2.05
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Dail., The Karmon-Israeli Dancers
and Singers, six hour specials on
lien in Space, a daily talk -show

featuring Gypsy Rose Lee, a half-
hour children's program. Marine
Boy, and others. Seven Arts is under-
writing production in this county.
Japan, Germany. France and else-
where around the world.

In developing his far-flung cor-
poration. Mr. Hyman has surround-
ed himself with young men, talented
men. many of whom worked with
him in his early days in the field
of tv film distribution. However. as
these men-Donald Klauber. head-
ing the tv film distribution wing. W.
Robert Rich. heading the internation-
al tv distribution arm. Herbert
Richek. heading the theatrical and
tv film services, anti others-have
moved to the forefront of Seven Arts
operations. Ray Stark has moved out
of the company's main arena. Still
involved in production. where his
chief interests and successes reside.
he once seemed a likely candidate
to head production if Seven Arts
were to become a major force in
that area.

Now. although \Ir. Stark remains
an important stot kholder. and with
Seven Arts holding a one-third inter-
est in Warner's. the leading candi-
date for a successor to Jack Warner
appears to be Kenneth lk man. Mr.
Warner already has roved up to the
post of chairman of the board of
Warner Bros. Pictures anti has been
succeeded by executive vice president
Ben I\ .dmenstm as president. How-
ever. \I r. Warner continues as "'exec-
utive producer in charge of world-
wide production of all Warner Bros.
pictures."

Young Kenneth Hyman. in addition
to being the son of the president of
Seven Arts. has pros ed to be a cap-
able producer in his own right. Ilk
most notable work. The Hill. was
recognized as an artistic success and
had moderate boxoffice acceptance.
It is entirely possible that Si.vn
Arts in the space of a relatively short
time has not only gross n to the

status of a giant in the entertain-
ment industry. but that the industry
is about to see one more dramatic
example of the development of a

dynasty.

adds a

"Champagne
Punch"

to your sales!

serving ,602,800
buy -minded people...
with an annual spendable income of

$3,059,787,000.00 in the nation's

NEW 43rd Market!

'32nd in total retail sales
'25th in total automotive sales

'30th in total food sales
'30th in total furniture

and appliance sales

'32nd in total drug sales

If you want to add a
Champagne punch
to your sales ...

put a new sparkle in your profits ... ask your Petryman for
the full story of TV 5's dominance of the NEW 43rd Market!

FLINTaGlliARBNAY.TIArlIDLAND

WNEM TV r'.
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Critics (Continued jronz page 331

whose dark eyes seem to smolder
with perhaps passionate indignation
at what Hollywood has oftimes done
to her eyeballs, was invited to go
on WABC-TV New York with film
reviews. At that time Leonard Probst
had just started reviewing plays on
WNBC-TV, and a little later Leon
Pierson, precursor of Leonard Harris,
took up the drama chore at WCBS-TV.

Later Mrs. Crist moved to the
NBC-TV Today show at the behest of
producer Al Morgan. How does re-
viewing for tv differ from reviewing
for a newspaper? "On tv you can't
talk in grays; you have to be clearly
either pro or con," Mrs. Crist said.
"since the review goes in one eye
and out the other ear. Otherwise the
audience wouldn't know whether you
were for or against the subject under
review." On tv Mrs. Crist works
without a script-"If you're giving
an opinion. you shouldn't read or
use the TelePrompTer "- but her
tv reviews are based on the news-
paper column she has already
written. She writes her newspaper
review "with a friend in mind,"
thinking about what she would want
to tell the friend about the film.
With her tv appearances, the friend
also is in mind, and "tone of voice
and facial expression convey a great
deal.' "

orth the Money'

Mrs. Crist, after four years as
major film critic in both tv and
newspapers, and after a decade of
experience as a theatre critic, finds
that tv. and especially the Today
show, is for her pretty much like the
newspaper business. with the differ-
ence being that tv has no need to
fill time the way newspapers have
a certain need to fill space. "What
you can get across is whether the
show is worth the viewer's time and
money."

The female member of broadcast-
ing's critical corps gives all evidence
of genuinely liking movies. whether
as art form or as entertainment. but
she doesn't pull any punches when
reviewing the shoddy, the sham, or

the pseudo -sophisticated. For this
reason the movie industry has often
attempted to bring pressures to bear
on her publishers.

But if any pressures have been
put upon NBC-TV or the Today
show, they have not been felt by
Mrs. Crist. "Movies aren't advertised
on the Today show," she remarked.
But more importantly, there is no
censorship of her views and reviews.
Mrs. Crist said her mail averages
about 20 letters per appearance, and
three-quarters of them express agree-
ment with her. "Today is big among
college faculties and the intelligensia
generally," she remarked. "For some
millions of viewers, the show pro-
vides contact with the culturopolis.
It's put me on the map."

"Broadway is a beat like any
other," said Leonard Probst of WNBC-

TV New York, who was the first ry
man on the beat. Earlier he had

Critics on the Outs
A danger in reviewing thea-

trical productions is that pro-
ducers and actors have long
been known for occasionally
taking a horsewhip-if only a
verbal one-to the offending
critic. Producer David Merrick
has withheld free tickets to
some of his productions from
NBC's Edwin Newman in New
York. and from Roy Meachum.
who reviews for WTOP-TV

Washington.

Mr. Meachum was barred
from one Merrick production.
but purchased a ticket and
attended anyway. His review
called the production "high
camp and low melodrama." He
contends that a capable review-
er can't allow personal feelings
to influence him: "I was not
thinking of Mr. Merrick when
I did the review." His aired
opinions have also put him on
the outs with some movie
press agents. and he is often
barred from previews. Unfazed,
he buys his way into the
yenings.

honed his critical faculty in three
years on WNBC radio, learning to
compress a review into 45 seconds.
Among advantages of tv reviews, Mr.
Probst remarked, are the immediacy
and the wide exposure given to the
news of the opening. An inevitable
disadvantage, however, is that a tv
review must be more of a shopping
guide than a thorough analysis. Still,
he feels that the tv reviewer should
be the most knowledgeable man in
the audience, well-grounded in the
history of the theatre. Mr. Probst
added that he should be a man who
enjoys good theatre. although he need
not be a theatre buff or enthusiast,
"nor a salesman. His job is not to
save a play, or sell tickets." He holds
that today's critics have power "be-
cause the public doesn't give a
damn." but the power acquired by
public default should not be abused:
"It's important that the critic main-
tain his integrity and stick to his
point of view, and not fall into
crowd -pleasing or calculating what
the audience response might be. It's
no good being dismissive or funny at
the expense of people: it's not a

stand-up comic routine."

What Qualifications?

The youngest man on the beat is
Leonard Harris. who started at WCBS-
TV last June. after six years at the
World Telegram as assistant drama
critic. He also covered cabaret, ballet.
opera, the gamut of the performing
arts for the paper before it was
merged into the World Journal Trib-
une. Now cultural news reporter at
the CBS flagship station. Mr. Harris
reviews films, opera and ballet, as well
as plays and musicals. and also cov-
ers the art world.

"Tv can and should take up the
slack of the disappearing dailies." Mr.
Harris remarked. He added that even-
tually tv will have more effect on
theatregoing as its critics become
more respected. but that this will de-
pend on the quality of the critics.

Asked what he thought were the
qualifications of the critic. he men-
tioned the abilit% to write well within
tough time limits. to use imagery
to get the point across. an awareness
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tell you more of what you need to know

about today's television audience
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THREE geographic reporting areas -
Metro Area, Total Area and the new
Area of Dominant Influence (ADI),
an unduplicated television market
definition based on specific and
exclusive county groups where more
people watch more hours on home

market stations.

Whatever your goals in spot television planning
-selective target audiences, specific geographic

t areas, or both -the new ARB Television Mar-
ket Reports tell you more of what you need

r to know to do an effective job.

t Metro Area ratings and share information,
homes and extensive demographic breakdowns
of total audience reached, people ratings for
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the new exclusive market ADI and audience
spill -over into adjacent market areas are pro-
vided for every time period.

Whether you need reports from one or from
all of the 225 U.S. television markets, ARB
can supply you with the information you need.
Your ARB representative will be glad to help
you -contact him today.
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THE LIGHTER SIDE In camera
Norton Mockridge, writing a col-

umn for the New York World Journ-
al Tribune, reported the following:

Al Slep, WNBC-TV press manager,
was cleaning out some urgent files
the other day when he found a car-
bon of a letter he'd written in 1963
to Ed Warren. a WNBCTV program
manager who was leaving to join
wAsc-Tv. It went:

"Dear Ed. It has been the custom
when a beloved colleague leaves the
company for those of us staying be-
hind to say 'hail and farewell' in
some fitting manner. I think, since
you've been with us only a year,
you may anticipate what's in store
for you when I mention that the
scope of this outburst of affection
is usually in proportion to the ten-
ure of the departing.

"Since you fall into the classifi-
cation known as 'Johnny -come -lately -
leave -early,' you needn't expect too

John Chase, former President, Assn.
American Editorial Cartoonists, ap-
pears twice nightly (taped) on
WDSU-TV to give another unique
aspect to the News, Sports, Weather,
and Editorial lineup. Chase's ability

WDSU -TV
NBC 

much in the way of tearful farewells
or expensive gifts. So, as you take
your new office, ask not what we
can do for you. Ask what you can
do for us. So that you may be better
equipped to take steps along that
line. I have arranged for all of us
to have sent to your home-hand-
somely wrapped-our individual res-
umes.

"How better can we say: 'Eddie,
boy, we're with you!'? By the way
. . . sorry I never did get to meet
you. Your close friend, Al Slep."

* *

As powerful as the "trade press"
can be at times, the consumer press
sometimes appears to have certain
advantages. Recently Playboy maga-
zine did a short profile on Gordon
McLendon, president of the McLen-
don radio stations. Mr. McLendon
took to the typewriter to advise
Playboy of the following:

UVIRTISI MI NT

to reduce national and local events to
simple dramatic graphics has been
one reason for his tremendous follow-
ing among Orleanians. The cartoon
above is an immediately recognizable,
excellent example.

New Orleans
BLAIR TV

"My . . profile has resulted in
a barrage of mysterious, sensuous
phone calls from all over the coun-
try-at all hours. I simply can't
understand it. Earlier articles in
such magazines as Look, Coronet
and Business Week netted me nothing
-other than a few duns from
evangelist preachers and several job
applications from Del Rio, Texas.
Playboy's pulling power, particular-
ly among females, goes unchalleng-
ed . . ."

* *

Baltimore's WBAL-TV has a weather -

cast, sponsored by Gulf, featuring
a weathergirl named Rhea and a
puppet. The show recently got a
fan letter from Mrs. Hoyt F. Moxley
in which she wrote: "Have to tell
you how much I enjoy your unique
weather reports . . . wish you could
repeat most, if not all, of your pro-
grams."

WBAL-TV advised Mrs. Moxley that
if 1966 comes back, the weather
forecasts will be repeated.

* * *

New York Mayor John V. Lindsay
is so enamored of show business
that NBC -TV's Johnny Carson says
"he'll do 10 minutes of jokes at a
street excavation." Mayor Lindsay
appeared at a luncheon hosted by .

the New York Academy of TV Arts
and Sciences and said that despite
widespread rumors, he was not
leaving City Hall for showbusiness,
"and a flat denial will be issued by
my agent."

Although he claimed to have turn-
ed down an offer to succeed Ronald
Reagan as host of Death Valley Days,
the mayor said he had helped bring
more viewers to television "by clos-
ing down the topless restaurants."
He contended further that he i% as

the heaviest user of broadcasting
facilities in the city's history: "Where
Fiorello La Guardia used to read
the funnies to the kids on the radio,
I read tragedies to adults."

62 Television Age, December 19, 1966



THE CRAFT TUAI CAVE 131UT1-I IC AN ART
In the early days of television, most music was truly incidental.

Hastily assembled, it was intended to be unobtrusive. -t? Today,

the creation of music for television is an art. The makers of tele-

vision programs have learned that music is as much a part of

comedy as funny lines, as moving or exciting in drama as visual

action, as important to romance as a close-up embrace. Original

music, which is so thoughtfully integrated into virtually every

phase of television, is the product of men of talent, skill and

taste. f Most of the music created for television is licensed

through BMI. The themes and/or scores for 40 serie:, produced for

this season's prime -time viewing are written by BMI affiliated com-

posers. And the music of BMI composers also is used regularly on

21 other prime -time programs. 1' What began as a craft is now a

recognized art that transcends the television screen to become a

major factor in the music of our time.

ALL THE WORLDS OF MUSIC
FOR ALL OF TODAY'S AUDIENCE

BMI
BROADCAST MUSIC. INC



THE ONLY BOSTON

FAVORITE THAT'S

ONE UP ON US IN
VARIETY.

ithly
BOSTON

STYLE

BEANS
nto145., sauce

with ork

the December 19, Kaiser Broadcasting and
The' Boston Globe join to bring Boston a new
wave of color television entertainment -
WKBG-TV, Channel 56. Exclusive Celtics

and Bruins coverage, exciting sports events, game
shows, comedy, drama, plenty of first -run movies, up-
to-date public affairs, these and many more will be
available to choose from on Channel 56. And it's only

the beginning. In the months to come, Channel 56 1

promises Boston more information, more entertain-
ment, more of everything that makes television view-
ing great. What else can you expect umBG_TV, unone of the nation's leaders in televisii
Kaiser Broadcasting,and one of the world -
great newspapers. The Boston Globe, jt,::
forces?

KAI
BROHERADCAST/NG / OIht leoston Slain

The %%met, Channel

More variety coming to Boston at 710 on the AM radio dial and tats 9 on the FM dial on WXHR end WXHR FM get the Kisiser/Globe treatment.
Represented by Broadcast Communications Grout,




