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roudly offered for syndication

“first runs
ot the

sewvork
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| features
color

L

It Dramas!

: Westerns!
venture Pictures!
‘nce Fiction!

ion & Suspense!

ABC O &O’s
know a good thing
when they see it

So does Avco!

Boston Herald!
Corinthian!

Cox!

Hearst!

McClatchy!

Time-Life!
* % %

Box office

successes like-

"Hitchcock’s Psycho
"The Rainmaker

"The Desperate Hours
"The Man Who Shot

Liberty Valance

"Too Late Blues
"Detective Story

Outstanding
stars like-

"Burt Lancastgr
"Kirk Douglas
"Humphrey Bogart
"James Stewart
‘Charlton Heston
‘Bobby Darin

£ ).
Portfolio No. 1
the No.1

audience and
rate-building

- buy for your TV station!

Contact: Robert Newgard
Paramount Television Enterprises
5451 Marathon Street

Los Angeles, California 90038
(213) 469-2411
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Posginnnter; Rleaws ngnd ¥orm 3676 o ThievINON, 1780 DeSalen Street. N.W.. Wayshington. D, 0. £0036.

LABOR'S IIAMMER HHANGS HEAVY OVER TV
Labor’s striking power, onee rendered less potent by fractionation,
has a new heftier look. The network technician strike is but one

example. TELEVISION examines unions and finds their membership restless.

It’s the first article of a three-part series to be eontinned next month,

PLAYING THE PROGRAM GAME WITH HALF A DECK
The networks used to deal a full hand of 52 different programs a
vear in a given weekly time slot. No more, Now 26 new segments and
26 repeats are not uncommon for a series, Involved is a delicate
balance of produetion economies and possible audience alienation.

TAKING THE MEASURE OF THE MEASURED MEDTA
New York agency Ted Bates & (oo spreads its media charts for all
n TELEVISION s second annual analysis of costs and expenditures
i five measured media with histories sinee 1960 and projections
For 1965, Spot-TV expenditures look level, but network’s doing fine.

DISCIPLINED CONGLOMERATION WITIH TV'S PROFITS
The publicly owned broadcasting companies, with the rest of U.S.
business, have merger fever. Tt's checked by one poorly kept rule:
Stay i the conununicatious ball park. That’s led them from Yankee
Ntadiam to the Mianu Seaguarium, and they’rve still spreading out.

GOOD CORPORATE DESIGN IS GOOD BUNINESS

At O3S style is not practiced ; it’s enforced. CBS8's insistence on
diseiplined design has drawn ridicule and respect. Tiou Dorvfsman,
divector of desizn, is paid to show a consistent CBS face to the
world, Tf he dictates taste, his aet isn't just avt for art’s sake.

DEPARTMENTS

Toeus on I'RLEVISION
TrrrvisioNn on Toeation
Closeun

Foeus on Finnnee
Leltors

"oy haek

Focus on Comimoreinls

A TrRRvIKIoN Jueountor
Tolentalnu

ditoriylx

MW UVIKIAN MACLA 2N www americanradiohistorv com
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PHISTIGATED
JUGHNECKS

WELVE CAMERAS

broadcast vans by broadcasters for broadcasters!
: o small, or in-between to fit the
at deachyv a as the equipment inside)

t long after others are dead and gone.

| aboratories now makes a rolling TV studio that can
round in the roughest places — yet carry the most so-
quipment imaginable. The interior shown is a portion
uction area of the van above. Not shown are the audio,
Jther control areas that can handle virtually any kind of
needed . . . film, tape, color — you name it. But any van
signed from the bottom up to handle what you need.
tails. Or phone (203) 327-2000.
PROFESSIONAL
PRODUCTS
é% LABORATORIES

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

wwWww americanradiohistory com
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FOCUS ON

TELE

WASHINGTON

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

Sol Taishofl, editor and publisher.
Edwin H. James, FP-executive editor.
Art King, managing editor.

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

Jack Lefkowitz, art director.

Maury Long, VP-general manager.
Ed Sellers, advertising director.
George L. Dant, production manager.
Harry Stevens, traffic manager.

John P. Cosgrove, director of publications.
Richard B. Kinscy, subscription nianager.
Irving C. Miller, comptroller.

Lawrcnce B. Taishoff, assistant publisher,

NEW YORK
44 Madison Avenue 10022;
phone (2]2)755-0610.

Rufus Crater. editorial director.

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

Caroline H. Mever, staff writer.

Erwin Ephron (director of media research,
Papert, Koenig, Lois), research aduiser.
Frank Chiszzini, advertising director.

Jerry Klasman, sales representative.

Eileen Monroc, advertising assistant.

CHICAGO
360 North Michigan Avenie 60601,
phone (312) 236-1115

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

HOLLYWOOD
1680 North Vine Street 90028,
plione (2/3) 163-3148

Morris Gelinan, senior editor
Bill Mcryit, Western sales manager,

"
Fure

Pubiished  monmibly by iclevisfon Magazing
Corp,, o subsidiony of Broadeasting fublications
o BExecinlve, editorial, circolation and adver-
Llnhnr, headagnarters: 1780 DeSpdes Stieer, N.W.,
Wanhiington, 0,0, 20086, 1elephone (202) ©O3H.
1022, Shigle copy $1.00. Yq :u{'.' subkeriptions in
the Unlted States and its possesslons, $6.00: in
Canada, 85,00, visewhere,  $0,00, Printing ol
hee. $110 Llm Avenne, Balthoore, Md, 21211,
Sgeand clam postage pald  at Belthnore,  Md,
Faitackd content wmay i be reprodyced n iy
fosm withone apeclfie weliten peemisslon, Copy-
viehit 1067 by Televinlon Maunrine Corp,

TRELUVISION MACGATZIN

SION

The editors of TELEVISION
been gratified by much friendly
comment about the contents and
appearance ol the September issue,
the first in the new format of the

have |

magazine. The editors may make

some claim to responsibility for the
contents of the book, but they had
little to do with the magazine's ap-
pearance. The design of the new
TrrLrevisionN is the work of our art
director, Jack Lefkowitz.
Lefkowitz is an unusual combi-
nation of artistic ability and ame-
nable temperament. In the uncom-
Jortable gestation of a new TELE-
vision design, he abided the inces-
sant interference of inartistic edi-
tors with the patience of a born
social worker. He even persuaded

el -
¥
Y

B\ /

Lefkowitz

our writers that he had some re-
spect for words,

Lefkowitz is a 32-year-old New
Yorker who g¢raduated from the
Cooper Union for the Advance-
ment of Science and Art and who
landed in Washington because the
givl whom he was later to marry
was resourceful enough to get him
a job there as he was leaving the
Avmy. That was nine years ago,
and he has heen doing art direc-
tion and graphics in Washington
ever sinee, except for a year with
a New York studio and  another
year in Florence, Ttaly, where he
designed books.

In his spare time Letkowitz s an
instructor of design and typography
ar Washington's Corcoran School
of Ave, which puts him on some-
thing of an academic par with his
wile, an instructor of English it
criture at George Washington Uni
Versity.

On pages 52 and Hh3
;lrml:,]u‘l' submission  lrom  Gerald
Gardner  whose  Brst T ELEVISION
work was exhibiced Tast month and
who is hereby appointed editor in
chavge of keeping things in - per.
spective. Gardner and his collabo-
rator, Dee Caruso, got together
originally as writers on NBC-T'V's
Fhat Wag The Week That Was,

of this 1ssue is

www.americanradiohistorv.com

Gardner

They were head writers and story
supervisors for NBC's The Mon-
kees last season. This year they
have written a movie for Columbia
Pictures, “Such a Gorgeous Kid
Like Me,” and three scripts for
comedy series aimed at the 1968-69
season, Like Father, Like Son tor
NBC, The King Thing tor Four
Star, and The Awviators for Screen
Gems, and are working on the
book for a Broadway musical from
a story by Art Buchwald and Rus-
sell Baker, "The Spy in G Flat.”

The Telestatus report beginning
on page 68 provides estimates ot
multiset homes in all of the tele-
vision markets of the country, and
1s another service that the new
TeLevision will regularly supply.

Telestatus is prepared under the
direction of Erwin H. Ephron, vice
president and director of media
research for Papert, Koenig, Lois,
New York, who has become TELE-
VISION’'s research adviser.

Ephron came out of Swarthmore
College, the Harvard  Graduate
School of Fine Arts and the New
York University Graduate School
ol Business Administration, in that
order, and has a master’'s degree in

cconomics. His muoduction (o
media was in the A. C. Nielsen
Co., New York, trom which he

went to BBDO as associate media
director i charge of media analy-
sis and computer applications and
then o PRI

-

Eplivon
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Cupid uses a computer

And the result is a sparkling half-
hour of television entertainment
every weekday.

The participants are three young
ladies and three young men, previ-
ously matched by a computer, and
brought together on the show.

pE

rfect match

Each one who correctly guesses
whom the computer has chosen as
his (or her) “perfect match’” wins a
host of prizes. And a chance for
romancel!

Already sold in New York
(WABC-TV) and Los Angeles
(KTLA).

When screened before a test

audience of adult women, they
indicated a strong preference for
THE PERFECT MATCH over many
current popular network daytime

programs.

Your Screen Gems representa-
tive has the full story on THE PER-
FECT MATCH.

Available in color videotape
exclusively from € SCREEN GEMS.

et L i i)
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Confidence
builders.

General Electric PE-240
Color-tilm camera
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In reality, General Electric color TV cameras. The color
film PE-240...the live-color PE-250.

[n our customers’ minds, confidence builders. That's
what General Managers and Chief Engineers of successful
TV stations repeatedly tell us.

“Broadcaster confidence. That's why we bought your
cameras. We looked at ali the others and bought Generai
Electric because it showed us the best pictures, the most
stable and reliable performance, the most economical
operation.”

You get the best when you buy General Electric color
TV cameras. Color you can have confidence in, cameras
you can rely on.

Read about our PE-250 and PE-240 in the brochures
we'll be glad to send you. And if you need more than that
to build your confidence in these cameras, visit us in
Syracuse where we buiid them. Visual Communication
Products Department, Electronics Park, Syracuse, New
York 13201. ceas

GENERAL @3 ELECTRIC

)

(3

L=
T ouston rAAS
¢ | -

General Electric PE-250
Live-Color camera
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Emblematic of the spirited excitement which makes
Chicago great. The Picasso is now an integral part
of the mood of the city.

WGN Television,too,is part of that mood. Quality pro-
-gramming in color. Award-winning public affairs and
documentaries. Imaginative children’s and musical
programs. Thoughtful news coverage and thorough
sports reporting. Great movies. WGN Television, in-
digenous to Chicago. That's why we say with pride ...

e o e e .

www americanradiohistorv com

WGN

IS
CHICAGO

the most respected call letters in broadcasting
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LOGATIC

Washington: tightening bind on cigarette ads.
Why nobody in New York sits up to read reviews.
In Hollywood: the anxiety of waiting for ratings.
Hefner’s Chicago pad: home video gone wild.
London: color is a-coming in—-but not very fast.

WASHINGTON:

FCC memoranda look forbiddingly
official, but once you get past the
first chapters you may find them
packed with delightful turns ol
phrase, convolutions of logic, all
the niceties of legalistic bickering,
even individual asides and animad
versions on wavward decisions
therein. Cavil may run rampant
through a document that comes to
a unanimous conclusion.

So it is with one that begins “FCC
67-1029 5063 in the matter of the
application of the fairness doctrine
to cigarette advertising. Parts of it
could be mistaken for phrases
lifted from a Television Bureau of
Advertising promotion kit. At one
point it says: “The attractiveness
of the broadcast media, particular-
ly television, as a means of eftec-
tively reaching the vast majority
of the American public with ad-
vertising, as well as other messages,
is without equal.”

Commissioner Nicholas Johnson,
own account, refers to
broadcasting as ‘““the most power-
ful medium of mass communica
tion in our society” and later adds
“there is no social force more pow-
erful than broadcasting today.” At
a Madison Avenue media workshop
these endorsements would have to
be taken for unseemly official bias
But in their context they have been
used as some of the reasons for
treating broadcasters in a rather
special way when it comes to ciga-
rette advertising.

As the most powerful influencers,
| broadcasters find themselves sub-
ject to unusual restraint. At one
time it was enough to say they
were charged to operate the public
airwaves in the public interest; now

it seems the weight of their influ-
| ence is relevant to the dose of

| government regulation they must

| of an earlier FCC

take,

As a most unhealthy product,
but one with a large economic in-
fluence, the cigarette (its sale and
promotion) is ofhcially seen as
mostly all right but a little bit
wrong. So it seems that advertising
it on television is ofhcially mostly
all right but a little bit wrong.
As a rule of thumb it seems about
three parts all right to one part
not all right. That’s the unofhcial
ratio of promotion to antipromo-
tion suggested for broadcasters by
FCC counsel. It puts one in mind
of a man whose lungs are three
parts cancerous and one part heal-
thy who, in his terminal hours,
can be one-quarter grateful to the
government that he is still breath-
ing,

The memorandum referred to
above amounts to a reaffirmation
decision that
found the fairness doctrine appli-
cable to the advertising of cigarettes.
That is, significant amounts of
broadcast time (free if necessary)
must be devoted to antismoking
messages to balance the advertising
by tobacco companies. The com-
missioners agreed by a vote of six
to nothing (one absent) that they
had been right the first time, argu-
ments of the advertising and broad-
casting industries to the contrary
notwithstanding.

In coming to its conclusion, the

| commission, being a creature of

Congress, pays its most humble re-
spects to something called the in-
tent of Congress. In the case of
cigarettes it finds some ambiguity
of intent and apparently feels
obliged to perpetuate the ambi-
guity. Thus the FCC finds that to
require equal time for antismoking
comment would be carrying things

www americanradiohistorv com

too far. It would not only violate
a station’s prerogative in deter-
mining its own obligations under
the fairness doctrine but “would
be inconsistent with congressional
direction in this field provided in
the Cigarette Labeling Act.”

It says the practical result of a
one-to-one ratio of cigarette pro-
motion and antismoking messages
would be the elimination or shar
reduction of broadcast cigarette acF-
vertising. But through some strange
calculus it finds itself *“not per-
suaded that the effect of our ruling
on the amount of cigarette ad-
vertising presented on broadcast
media will be significant.” Thus
one-to-one equals possible elimi-
nation of $200 million in cigarette
billings while something like three-
to-one equals no change. For the
FCC to be logical in the midst of
a generally illogical government
approach to the cigarctte issue
would be difficult indeed.

The comimnission’s neurosis is not
too difficult to analyze. After all,
Congress did appropriate $2 mil-
lion through the Department of
Health, Education and Welfare to
educate the public to smoking
perils, and the Public Health Serv-
ice has provided stations with spot
announcements on smoking and
health. HEW has reinforced the
1964 Surgeon Gencral’'s Report
on Smoking and Health with an-
other report forging a still strong-
er link between smoking and dis-
ease and estimating that 429, of
our population smokes and that
half of our young people are smok-
ers before they are 18.

In coming to its decision the
commission seemed convinced that
the application of the fairness doc-
trine to the advertising of a product
was within the bounds of legal
propriety. It came to this position
although the rule, which requires
stations to give reasonable oppor-
tunity for presentation of conflict-
ing views on issucs of public im-
portance, was originally written to
deal with news and commentary,
not commercials.

Commissioner Lee Locvinger dis-
agrees vigorously with this new
application of the doctrine. He
argues eloquently on behalf of the
broadcasters’ position that using
the rule this way puts the commis-
sion on a slippery slide to a pit full
of decisions on the social desira-
bility of other broadcast-advertised
products. After demolishing his
colleagues’ reasoning to his own
satisfaction, he turns around and
votes with them. In effect he admits
to the same step he attributes to
them: voting as a result of senti-

OCTOBER 1967
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ON LOCATION
from page 9
ment rather than legal conviction.

Commissioner Nicholas Johnson
who is not troubled by the novel
use of the fairness doctrine, dis-
misses the slippery slide argument
as specious. He says: “By drawing
the line at cigarette advertising we
have framed a distinction fully as
sound and durable as those in thou-
sands of other rules laid down by
courts every day . ..”

Not all of the problems facing
cigarette advertising are coming
from the commission. There's some
new legistation in the hopper de-
signed to give more definition to
that hazy intent of Congress. Sen-
ator Robert Kennedy (D-N.Y.) in-
troduced three bills that would
authorize the FCC to limit the
volume of broadcast tobacco ad-
vertising, prohibit any cigarette
sponsorship during heavy child-
viewing hours and require strong
health warnings in the commercials
themselves,

He also proposes to exact a slid-
ing excise tax on cigarettes, pro-
rated on tar and nicotine levels,
so that America, which would
otherwise be readjusting to the new
longer Benson & Hedges, might be
persuaded to re-readjust its ciga-
rette lengths or its tobacco budgets
instead.

Perhaps the FCC and Congress
will grow to better understand each
other’s feelings about tobacco. This
could lead to shorter, more concise
and less personalized FCC memo-
randa and perhaps to a consider-
able saving of legal staff,

If they don’t, who's going to
straighten out the two young men
who were handing out free samples
of the new 100 millimeter Pall Mall
digarettes in front of FCC head-
quarters a few weeks ago? Unaware
of the anachinations inside, they
probably thought they were doing
society a favor. ‘They weren't exact-
ly flower children, but were simi-
larly occupied in an carnest give-
away game and, beter than some
petal pushers, they weren’t shoving
their goods in your face.

JOUN GARDINER
NEW YORK:

In this Tun city of advertising men,
network excecuatives and a Tew other
inhabitams the annual ritual of
reading and even collecting  the
works of the critics of 1the season's
NEW PIOErams continnes at its nec-
essartly gluey pace.

At cach of the networks the
verdicts, both local and owr of
town, are carefully read, digested,
pasted down and filed. Bur the

oY UVINION MA(LAZINY

tension of a Broadway opening or
the premiere of a Hollywood film
is absent. As in past seasons, de-
tached men dispassionately read
horrible invective or grudging
praise about programs on which
they've staked their reputations,
sometimes their careers, They read
the stuft, and then return to the
job of ordering 26 or 30 more
episodes of the show that has been
denounced as having *all the plot
cliches of TV westerns” (Bill Irvin,
Chicago American, on ABC-TV’s
The Legend of Custer) or dismissed
as “a rather conventional horse
opera” (George Gent, New York
Times, on CBS-TV's Cimarron
Strip) .

The annual hazing seemed to be
absorbed this year with more
aplomb than usual, and a check
of all three networks on whether
in fact they had reacted at a lower
key uncovered the usual trichotomy
of opinion you get when you try
for any consensus in network tele-
vision, Were the critics any more
measured and balanced than in
previous seasons? The answers:
Better. Worse. The same.

Was the state of the art of tele-
vision criticism any better this sea-
son? Worse. Immensely improved.
Hard to tell.

Do television critics have any
effect on regular entertainment pro-
graming? A consensus, at last:
None. None. None,.

On the grounds of delicacy and
sheer fright, many of the comments
that follow were made off the rec-
ord. (The critics may be powerless
to aflect the direction of commer-
cial programing, but they seem to
have the cobra’s ability to paralyze
or at least inhibit specech among
the people who have to deal with
them.)

“I find the critics are even less
analytical this year than in previ-
ons years” said a spokesman for
one network,

“Frequently, the critic’s tastes are
the opposite of the public’s taste
and that's why it's hard to pay
serious attention to them,” said a
man from another network. “Cer-
tain types of erities dislike out of
hand certain types of shows. Jack
Gould Lates all situation comedies.”

“Critical conmnent is much more
reasoned, and reasonable, than in
the past,” said Fd Bleier, vice
president-information, ABC, who
doesn’t mind heing quoted. Bleier,
who concedes he may be influenced
by a large and friendly file of A4 frica
clippings in his office, thinks that
critics understand “as never belore
the difliculties in 'I'V programing,
the difficulty of maintaining esthetic

www.americanradiohistorv.com

standards week to week and by and |

large are reviewing popular enter-
tainment series for what they are.”

Now that the number of daily
newspapers in this largest of metro-
politan areas has been reduced to
three, The New York Times, with
its new type face and its swinging
women’s page, becomes even more
important. And so does Jack
Gould, its radio-TV critic, who re-
mains the most respected and most
disagreed with observer around. In
recent weeks Gould has unaccount-
ably been devoting a good deal of
space to individual new shows
whereas in the past he tended to
use two or three sentences to cut
them up as though they were,
well, turkeys.

No one here is arguing any long-
er that TV critics don’t know what
they’re talking about and ought to
be sent back to Shipping News, or
that they’re biased because televi-
sion is getting all that advertising
money while still another daily
newspaper, somewhere, just folded.

The argument still seems to be
that TV critics are beside the point
because their reviews follow, rather
than precede, the event and be-
cause they have nothing in common
with the guy in Gary, Ind., with the
T-shirt and the can of beer. “Re-
viewers write for readers, not for
that hard-core viewer,” says one
sales-oriented executive. Another
thing that seems to bother people
is that an educated critic in one
city can write vitriol about a show
that inspired an educated critic in
another city to write a love letter.

Meryl §. (Bud) Rukeyser, vice
president, public relations, NBC-
TV, says that this year, with almost
no exceptions, “there isn't a new
series where you couldn’t find a
rave or a pan. It's curious, but you
can always find the opposite point
of view."”

There remain areas in which the
TV critics exercise considerable in-
fluence—in news, news specials and
general cultural programing. In
this area, where the success or
failure of the programing doesn’t
depend entirely on audience and
advertiser acceptance, critics per-
form a valuable and valued serv-
ice, and the news departinents are
especially sensitive to what is said.

It may sound terribly cynical,
but favorable reviews have a func-
tion for which they were never in-
tended: judiciously chosen quotes
help to get awards. They are also
helpful to a degree in entertain-
ment programing where advertiser
support is negligible or where sta-
tion clearances are in doubt.

Still, the collection and analysis
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Only Yesterday

The year was 1938.

A long-shot pilot named Doug
Corrigan made his “wrong-way” flight
from New York to Dublin.

A long-shot horse named Lawrin
won the Kentucky Derby.

And the longest-shot of all —a fellow
named Bob Hope —began his career as
aregular broadcaster with NBC.

Today, hardly anyone discusses
Doug Corrigan or Lawrin any more,
but they're still talking about Hope —

...And Tonight, Too

even though he keeps threatening

to sue.

Chances are they’ll be talking about
him even more spiritedly this season,
his 30th as an NBC headliner.

The merriment is spread over nine
productions this year —an increase of
three shows over past seasons. Bob will
be starring in seven comedy-variety
presentations, one “book” show, and his
annual 90-minute Christmas special
from U.S. overseas bases.

In the mercurial world of show
business, it’s an exceedingly rare
achievement for a performer to be
starting his 30th year with the same
broadcasting company.

But then, Mr. Hope is a pretty rare guy.

The National Broadcasting Company

www americanradiohistorvy com
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from page 10

of TV reviews goes on. If the re-
view is bad, it just doesn’t matter;
if it’s good, it’s a thing to take home
to the kids. RICHARD DONNELLY
HOLLYWOOD:

To the casual observer it was a
time like most any other in Holly-
wood in the last month. The same,
good old, tinsel scene was giitter-
ing, and all seemed right with the
world.

Princess Grace (the ultimate in
local-girl-makes-good stories) came
calling, took the Universal studio
tour with her family and later, re-
portedly, bad-mouthed it for being
too commercial. Ronald Reagan
(the ultimate in local-boy-makes-
good stories) came south from
Sacramento to be feted bv such
people as Universal’s Jules Stein,
Batman’s Bill Dozier, Tle Ione
Ranger’s Jack Wrather and Seven
Arts’ Jack Warner.

And those were only a couple of
turns in this season’s social whirl.
For though there’s no raising of
the flag in centerfield to murk the
onset, sure as residuals follow a
rerun, Labor Day in Hollvwood is
followed by a major-league sched-
ule of rubber-chicken banquets and
indigestible alter-meal  speeches.
Surely the Hollywood TV and
movie colony has to be rated with
the stormers of the bastille when it
comes to fraternity and Dbrother-
hood,

It probably has somcthing 10 do
with the deecentralization of 1he
place, and Freudians can make a
case for the effects of insccurity on
the psyche. But for whatever rea-
sons, people in Hollviwood need
fittle excuse to get together, slap
a back, exaggerate about business,
inflate the ego a livle, bend an
clhbow and listen to an honored
guest from the top tell how it is to
climb those last few rungs.

Thus did the Hollywood Radio
and Television Society and the
Southern  California  Broadcasters
Association and the Pacific Pioncer
Broadeasters all open theiv doors
to another loug, long round  of
industry  camaraderie,  while  the
Advertising Club of Los Angeles,
Merchandising Executives Club and
Western States Adveriising Apeney
Association girded for their own
near-at-hand social campaigns,

The tatk was mostly small and
decidedly incestuous, What's Ken
Hyman, the new boss at Warner
Bros.-Seven  Ars, really liker Do
you (hink NABE'T will sirike?
Hey, what about “Fime Magaszine
buying into MGM? And will Fdgar

e Ml BAIUIIANS AL AZYATTINI Y

Bronfman of Seagrams get a seat
on the MGM board?

All in all quite an ordinary
month. Yet there was something
else in the wind. It hardly seemed
right for glamorous, frippery Holly-
wood. But there was an unusual
stir of anxiety in the air.

It was all but buried beneath
the avalanche of affability and all
but lost in the language that’s too
slick for squares and too square for
the sub-cultures. (“OK, I'll check
with you on Monday, sweetheart,
and- we’ll see if we can bring off
that project before the fizz goes out
of the pop.”) Why the concern?
Vietnam? Romney’s brainwashing?
The hippies and their pot? Racial
tensions? Not on your XKE, baby.
All those were playing second
banana to Hollywood’s real current
bag, the new television season.

Funny? Not here it isn't. Maybe
$125 million is riding on television
production, and most of it is being

spent in an area little bigger than

a star’s estate.

Hollywood knows little beyond
the reason for its being, film-mak-
ing, Don’t seek reactions in Holly
wood to piggyback commercials.
The complexity ol explaining what
a piggyback is will hardly be worth
the opinion given in reply. Forget
about questions involving the FCC.
These are creative people or crea-
tive camp followers, remember, and
would you expect Rembrandt to
dismantle a carbureror? When FCC
Commissioner Lee l.ocvinger came
to speak at the Hollywood Radio
and Television Society last month,
some ol the film-makers looked on
him as a sort ol hureaucratic
plastic man who spoke a strange
fanguage {ull of legal-sounding non-
sequiturs.

yut they know about the new
scason, and what they know is
cause for anxiety. It wasn't well
received by the critics and scem-
ingly (hat's always cause for a turn
of the innards. But then their ol-
ferings traditionally are denigrated
by intellectnals and  ceritics, after
all, arve merely intellectual fellow-
travellers, ICs as if (he program
producers come cach new scason,

scrubbed  bright and  cean,  to
humbly ask, do you love me?
An observer ol the scene has

only to circulate 1o see the anxiety
lines Torming, "F'he quotes are from

three  men, nonymous  because
their names would not add any-
thing.  One, a veteran network

public-relations  executive over 2
table at tunch: “Did you read the
Times veview of the show? After
you get past the first graph ic really
wasit't had, was it?” T'wo, a young
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executive lor a ilm-production com-
pany in the back of a studio as a
show is in progress: “Did you see
our thing last night? It was a mess,
wasn’t it? I don’t know how we
could have turned out something
like that.,” Three, the high-flying
producer of one of television’s past
big hits over a cup of coffee in a
studio commissary: “Did you see
what they said about our show?
I don’t care, I still think it was
funny as hell. The thing that really
got me was the complaints about
the canned laugher. Don't the idiots
know we film before a live audience
and use that laugh track?”

Put all these expressions together
and they spell anxiety—anxiety
over who wins, who loses, whose
option is renewed, who gets another
season. That’s what Hollywood was
all about last month and maybe
in the next few months, as well.
Not so much anxietv about loss of
job and security. There are only
just so many creative people in
good standing, and the accepted
ones can easily bounce back. It’s
the same kind of anxiety that’s
there with a speculative stock. So
what if an investment is lost? It’s
missing a grab at a lifetime annuity
that reallv hurts.  MORRIS GELMAN
CHICAGO:

“You are cordially invited to attend

brunch at Hugh Hefner’'s mansion |

on Monday at 10 a.m., 1340 North
State Parkway, Chicago, in honor of
Lee Bailey, host of our new series,
Good Company, David Susskind,
executive producer, and John Mox-
ey, director.”

That's what ABC-TV’s telegram
said. Brunch on the day delense
attorney Bailey would take a color
television tour with the king of
bunnyland, Playboy and other as-
sorted fantasies.

Coffee and rolls: brunch? Well,
fill the cup once more and go down
to the front of Helner’'s cavernous,
two-storied living room. The dark
paneling is relieved by bright
splashes of color in pillows, paint-
ings. At the broad stairway en-
trance to the rear two medieval
suits of armor stand guard, each
with battle lance ready.

Here, try the end of this long
low sofa necar the fireplace. Hef
olten sits here, but he’s sleeping
now. Late party last night. (Parties
at the house are quite proper, in-
mates assert, complete with Andy
Frain ushers and trained lifeguards
at the pool) From here he can
reach the controls of his array of
Ampex  (Model 851) stereo tape
gear,

Susskind and Bailey are joining
the group, sitting down at the table
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. This morning Tele-Tape Produc-
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in front of the massive gray mantel.
Above and behind them hangs a
reclining nude. Original Picasso, |
$35,000 worth.

Now to plans for today’s Hefner
tape. Bailey thinks the ideal way
to shoot is to tape as much in one
running gulp as possible. Preserves
the mood, freshness.

But today's shooting will not
work out that way. The many
levels of the mansion, the compli-
cated technical problems posed by
the subterranean swimming pool
and grotto bar, Hefner's total-
environment - controlled bedroom,
plus the varied personal equations
all will combine to make this re-
mote a hard day’s night.

Hefner's house is a stately mass
of brick and stone, edged by much-
manicured, much-watered greenery
and a high black fence. It spreads
a few doors north of the Ambassa-
dor West in a neighborhood ol
luxury high rises and town houses.

tions’ big color van hugs the
mansion. Black cables snake in and
out, tentacles calculated to suck up
every precious drop ot the delicious
juices that surely must be flowing
within. The technical crew of near-
ly 50 had begun the installation
about 8 am. It would be 24 hours
of push and pull before they mop
their sweat and pick it all up again.

The mansion has regular power |
lines of 800 amperes going into it.
Today Commonwealth Edison has
brought in another transformer 10
push it up higher still to feed the
batieries of floods and spots. Six
live color cameras will capture the
wonders ol America’s most publi-
civzed pad.

The day wears on, Susskind de-
laying start of taping in delerence
to Hefner who knows no time and
may work in a three-day around- 1
the-clock spurt, then sleep two. It’s
around 7 p.m. Finally the taping
begins. But it comes in bits and
pieces. Bunnies titter on the side-
lines waitine occasional cues. Bill
Cosby, a lt,use juest, comes down
to watch. Still later Zsa Zsa Gabor
pops in briefly. Slow night for
celebrities, a Hefner regular muses,
checking his watch.

Now it is the next morning,
dawn. The bits and pieces on Tele-

| Tape’s reels finally total 30 min-

utes, plus 10 for insurance. Suss-
kind decides it’s time good com-
pany goes home. The crew begins
ripping cable.

What the Susskind cameras
didn’t capture, however, was Hef-

er'’s private hobby world, the big

plush-carpeted electronics room just
off his bedroom. It is packed with
television monitors for all local
channels, a custom automated Am-
pex (Model 660) video-tape re-
corder, solid-state Marconl camera
(he has another in his bedroom, to
record conferences), a Swiss Thor-

ens turntable, Marantz FM tuner,

Ampex (Model 351) prolessional
stereo recorder and mixer, James B.
Lansing graphic controller etc. etc.

It all is rigged so Helner can lie
in bed (big, circular, rotating, with
time-set vibration patterns—ripple
head to foot or circular) and by
remote control choose his program-
ing from the previous 24 hours. Or
listen to the Tijuana Brass, Sinatra,
Nancy Wilson. He likes it loud, so
lie can leel it, not just hear it.

Or he can choose trom among
the 225 reels of Ampex vidco tape,
cross indexed, which fll a wall of
the electronics room and contain
his personal TV appearances, tavo-
rite programs and movies. Lots of
movies, especially oldies. Especially
Laurel and Hardy, Bogart. Each
12-inch reel is Ampex special order,
containing 5,500 feet (regular reel
is 4,800 fcety which will play over
five hours on the helical scan Model
660. At bulk rate each reel came
in for about $247, recalls George
Alton, Hetner's fulltime electronic
engincer.

Five tons of air-conditioning fecd
into the electronics room hehind
the cquipment. Constant tempera-
ture ol 72 degrees and humidity ol
459 is maintained. The basic lav-
out style was created by Dan Czu-

bak, Helner’s personal designer lor |

nearly everything. The gear here.
together with  assorted big-ticket
items elsewhere, represents an in-
vestment of a quarter-million dol-
lars. Included are the pair ol Cen-
tury theater-model 35mm  movie
projectors olt the living room
(films, Sunday afternoons at 4) , the
General Precision Labs Model 611

arena-type TV projector (Helner |

buys special rights to closed-circuit
fights, pays per head for guests, gets
the feed on special microwave via
links atop the Ambassador), re-
mote controlled pancl-hidden Con-
rac monochrome monitor and Ze-
nith color receiver, plus scores ol
hi-f speakers, MacIntosh, Scott and
Fisher amplifiers, etc. in the ball-
room and personal quarters.

If anything can be concealed and
still quickly pulled out to service or
operate, Alton has built it tha.t way,
with the help of George Fujimori,
who heads Hefner’s personal furni-
ture-design shop. There three other
fulltime craftsmen and Fujimori
make every table, chair or desk in
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Hefner's living quarters, his con-
terence rooms or the ofhces of his
key executives. These offices, in
Playboy’s newly acquired Michigan
Avenue headquarters (formerly the
Palmolive Building opposite the
Drake), also are e.ectronically fitted
to the utmost lor both sight and
sound communications.

Collectively they are all linked
to a private all-channel coaxial dis-
tribution system leased {rom Illi-
nois Bell with the head-end patched
into the master TV antenna sys-
tem operated by Central Televi-
sion Co. atop the 1000 Lake Shore
Drive Building, across Michigan
Avenue Irom the Drake. The co-
axtal link has five intermediate
amplifiers to leed Hefner's distant
house, seven to get into the Pluy-
boy ofhces less than a stone’s throw
away. Alton savs the cable runs
well over a mile around the north
side and then back through the
Drake to get into Playboy. That
happens to be the only route under
Michigan Avenue,

The same TV-electronics sophis-
tication is built into Helner's apart-
ment overlooking the East River
in New York and the penthouse
he has atop the Playboy Club on
Hollvwood’s Sunset Strip. Hetner
has become very color conscious,
Alton observes, and wants his elec-
tronics room VTR gear converted
to color as soon as it can be worke«
out.

Designer Czubak is ecstatic over
interior styling plans for Helner's
newly acquired DC-Y9 jet. Delivery
of the $[.5-million craft is sched-
uled tor carly 1969. Then custom
outfitters will turn it into “the most
luxurious penthouse flying in
the sky, completely electronically
equipped with every possible de-
vice tor the entertainment and com-
lort of the guests,” Crubak ex-
plains. Top of the list ol exotic
devices is the new TV playback
system recently announced by CBS.

Will Helner come out of hiding
when he gets his plane, perhaps get

back into television program syn-

dication? “It may be a lot sooner
than that,” personal assistant Dick
Rosensweig says, indicating a Hel-
ner package could even pop up to
fill in lor some dropout in this sea-
son although not likely. Talks
with producers go on continually,
negotiation with a Hollywood
packager waxing especially warm
just now.

Hefner wants to get into
forms of commercial communica-
tion and entertainment, especially
TV. Color, starstudded, high-
budget, full-time series, with Hef-

all |

ner as host. Maybe some specials |

OCTOBER 1967

15



www.americanradiohistory.com

ON LOCATION

from page 15

too. Timing awaits Hetner’'s own
time. But when it happens it is to
be a very much upgraded version
of the syndicated monochrome
series of Playboy Penthouse which
a lew years ago made it into sev-
eral dozen markets belore running
out.

Sit a few moments longer in the
dining area off the great ballroom
and sip the 20th cup or so of cottee.
Listen to the hyrics ol that song
playing in the background music
system: . . . looking for the drcam
that’s never quite there.”

LARRY CHRISTOPHER

| LONDON:

The grass, observed the television
critics in hushed tones, was green—
except where it was brown and
dustv. The balls were white, and
the stuft in the bottles with which
the players refreshed themselves be-
tween games was lime-and-orange.
Color television had arrived in
Britain, six months early, in time
for the Wimbledon lawn tennis
championships in June this year.
But only a few hundred sets could
receive the new transmissions,
which continue at a lew hours a
week until the scheduled opening
date in December, when the rate
goes up o 25.

Even then the take-off in color is
not expected lor two or three years—

| a sad disappointment to makers of

television sets, who see that Britain,
with 14 million Dblack-and-white
sets, or one lor every three people,
is a replacement market until color

comes. And since two-thirds ol
Britain's sets arc rented, profus
(such as they are) have 1o he

shared with the renwal and relay
companics. Only one manulactnrer,
Sir Jules Thorn's Thoi Elecuical
Industries, is heavily involved in
set rental.

This rental habit would cncour-

wre the Brivish to change over to
color more quickly than e the
Amevicans, since it obviates the

heavy capital outlay of buying a
set, if rental prices can he brought
down. Becavse color sets are so
expensive, rentals are $hH a week
(il 42 weeks rent has to he paid
in advance, part of the govern.
ment’s credit restricrions)  against
$1 or so Jor ordinary hlack-und.
white sers. And viewers of colot
have to pay a $2R.a.year license
fee, double the normal figure. Man-
ulacturers bravely talk of 50,000
sefs this year, and donble that fg
ure next, but there are many skep-
tics who [Juinl out that it will by
4 job to equip each of Britain'y

|
!

10,000 retail outlets. with demon-
stration sets this year, let alone
with some to sell.

The other major problem is that
all the color hours for a couple ot
years will be on the BBC’s second
channel. This is Britain’s first UHF
channel. Inaugurated in 1964, and
now reaching about two-thirds of
the country’s popuiation, it has not
been very popular. The programs
have been mainly of minority in-
terest; the reception, at its best,
has been excellent. But too often,
Briush viewers (and installers)
have found the complications of
625-line UHF beyond them, since
they were used to Britain’s normal
405-line VHF transmissions, which
have given the country excellent
reception since 1937. So the change-
over will be slow until 1970. Then
both the BBC’s first (and more
popular) service and the commer-
cial channel will also be available
on 625-line UHF—and in color as
well. This is in preparation for the
eventual switch when this will be
the standard British format and
VHI" will be abandoned. So only in
1970 will the manulacturers (and
the rental companies) have a sct
that will be simply UHF (and not
dual-standard UHF and VHF) and
vet able to receive all available
programs.

This set-up is not without its
critics. The Independent Televi-
sion Authority had hoped to start
color on its present channel, but
most independent observers agreed
that the technical standard on 405-
lime VIHF color was not good
enough. Some observers had hoped
that all three services could have
been fitted into the present VHEF
channels—even il it meant dislodg-
ing a lew channels reserved for the
police and taxis. But since the
British expect everyone in  this
crowded and hilly island to get all
services  perlectly, the 809 -859;
coverage possible with three 625-
line VHE scrvices was not consid-
cred adequate.

So while waiting for 1970 (when
demand could possibly escalate to
a million sets a year very uickly)
the only P(‘“E)IC who are happy are
the makers o
New cameras are needod, and num-
bers of new transmitters—=26 major
stations, cach transmitting for hoth
JTA and BBC, as well as dozens
of relay transmitters within  the
next [our years, a minjimumn expen-

digwie of $I150 million in  this
country alone. Then there arve the
exports.  Britain’s  Marconi  and

Elecerical &  Musical  Industries
(Marconi is part ol the Tnglish
Klecrric group and EMI is best

www americanradiohistorv. com

[ broadcast crquigmenl.. ‘

known in the United States for its
Capitol Records subsidiary) as well
as Pye and Peto Scott, both owned
by Philips, have a long lead in
Europe in the production of studio
and transmission equipment—Mar-
coni has even broken into the
United States TV camera market.
Exports are bound to increase be-
cause Europe is changing over to
cclor at the same time as Britain.
And all countries in Western
Europe (with the exception of
France) will probably standardize,
as Britain, Germany, Italy, Switzer-

land, and the Netherlands already |

have done, on the German PAL
system, which is a European refine-
ment of the NTSC system used in
the U. S,

Within a couple of months of his
startling shake-up of Britain’s indle-
pendent television system (see TEL-
EVISION, August 1967) Lord Hill,
chairman of the Independent Tele-
vision Authority, has been ap-
pointed by Premier Harold Wilson
to be chairman of the board ol
governors of the rival BBC, as suc-

cessor to Lord Normanbrook, who |

has just died. This step is held to
be a promotion for Hill as thanks

for his toughness with the com- |}

mercial companies, and a rebuff for
the BBC’s director-general, Sir
Hugh Carleton Greene (brother of
novelist Graham), who has en-
couraged liberal elements in the
BBC who have been . responsible
lor some sharp criticism of the
Labor government.

As expected the [ormer common-
wealth secretary and chief whip,
Herbert Bowden, was appointed
chairman of ITA at the end of
August. Now Prime Minister Wil
son has a faithlul supporter at ITA
but a [ormer conservative minister,
Lord Hill, at BBC. Since both these
men are politicians, they can be
expected to receive with sympathy
sugeestions at the next eclection
that party leaders should be allo-
cated more air time. This would
suit Wilsor; he is notoviously fond
ol appealing over the heads of the
press direct to the people on tele-
vision. For the rest, Bowden’s ap-
pointment means little change in
the tough policy toward common
I'V  companies inaugurated by
Lord Hill. The new chairman has
a number of problems on his plate
notably relating to attempts by
big TV companies to lord it over
small ones as in the old days and
disposal of studio space in London
left vacant by the shot-gun mar-
riage of both present mmpnnies,
ABC and Rediffusion.

NICHOLAS FAITH
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they
must be
writing
something
right

Awriter knows that he gets to people when they buy his music.
The writers and publishers affiliated with BMI must be reach-
ing pretty nearly everybody—according to 1967 Gold Record
Awards, certified by the Record Industry Association of
America. To date this year, recordings of music by BMI writers
came out on top. 13 out of 16 Singles Gold Record Awards
went to BMI composers. 24 of the 30 certified long playing
albums contained music licensed by BMI. What this signifies

is a spectacular talent for pleasing people. To qualify for an
RIAA Gold Record Award a single must have amassed a sale of
at least one million copies. A Gold Record Album must have
earned a minimum of $1 million in sales at the manufacturer
level. <z That's why we say BMI com-

posers must be writing something right. B M I

ALL THE WORLDS OF mMUSIC
FOR ALL OF TODAY'S AUDIENCE.

BROADCAST MUSIC INC
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ARNOLD ZENKER Five months alter
the AFTRA strike carly cthis year it
looked as if Arnold Zenker was a 29-
year-old has-been. After filling in lo
Walier Cronkite for nine glorious days,

Zenker retreared once more into the
obscurity ol CBS management, Early
n Septcml)er, however, Zenker an-
nounced he was moviug 10 Boston
where he would serve as waz-Tv's an
chorman on its evening news report,
On Oct. | Zenker cleaned out his desk
at the GBS Production Center in New
York where he has been manager of
program admimstration  and  right-
hand man to Bill Leonard, vice presi-
dent of GBS News., A switch from 1he
management end 1o the talent end ol
things is a strange dirvection o take,
but Zeuker's caveer is notably ivregular.
A graduate of the University of Penn-
sylvania school ol law and a member
ol the New York Bar, Zenker began ag
a labor relations lawyer for ABC in
1962, "1 never wanted to practice law
as law,” he says. Zenker was involved

VT PUNEIAART RAACATIN

in the original contract negotiations
with AFTRA that resulted in the
strike this year—the Ircak event that
projected him into on-camera news,
“lt was very ironic because 1 knew the
whole cast of characters involved in
the strike” In 1965, Zenker joined
CBS as assistant director ol business
affairs. He liked the work he was doing
for CBS, and, although he received
several offers alter the strike, none was
tempting enough until Westinghouse
proffered a local news show in the
filth largest market in the country.
Although the opportunity was an acci-
dent, Zenker's ambitions did not {all
out of the blue. He started oft in col-
lege-radio news, and by the time he
was 19 he had his first professiorntal
radio job. He maintained announcing
jobs all the way through law school,
first for woer. Wilmington, Del., then
wexN at the University ol Pennsyl
vania, finally at were New Brunswick,
N. J. Zenker was born in Philadelphia,
is. married, and plays tennis.
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DR. PETER C. GOLDMARK As his
tory is recorded, the president of
CBS Laboratories may well go down as
one of the pantheon of the emerging
McLuhan Age. Already the 60-year-
old immigrant has in large part modu-
lated the listening habits of much of
the civilized (and electrified and tran-
sistorized) world. And it would appear
he is about to have a profound impact
on the viewing and learning pattern as
well. It was under Dr. Goldmark'’s
direction that CBS Labs developed its
revolutionary new video playback de-
vice that can be connected to an ordi-
nary television receiver to cconomically
show up to an hour of any material
recorded on special photographic film
cartridges. Most observers {cel this de-
velopment may have f{ar greater world
impact than his last major develop-
ment of mass application: the 33V3
RPN phonograph record in 1948,
(The improved reproduction of sound
provided by the Lp record was of
special interest to Dr. Goldmark, who
plays piano, cello and holds chamber
music recitals at his Stamlord, Conn.,
home.) Although commercial projects
have brought much of the public rec
ognition to Dr. Goldmark’s lab, a
large proportion of its work is done
under the tightest security on such top
sccret government projects as develop-
ing means of receiving pictures from
space vehicles. Dr. Goldmark was born
in Vienna, studied at the Universities
ol Berlin and Vienna, took a PhD in
physics and came to the United States |
in 1933. Three years later he joined
CBS as chief engineer of its fledgling
television division and became a natur
alized citizen. In 1954, he was named *
president ol the labovatories and a
vice president of parent CBS Inc. Dur-
ing his rise to scientific promincnce
he has had onc major project which
rates mixed reaction in review: He
made a niche in history by developing
the first practical color-television system
in the laboratories and making the
world's first color broadcast, on Aug.
27, 1940, (rom a CBS transmitter in
New York., But CBS lost out when
RCA’s color system was selected.
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ROBERT REINHOLD PAULEY Only a supremely con-
fident man, one who revels in combat and intrigue, could
possibly want Paulev’s new job: making a second try at
starting up a fourth television nciwork. As president ol
United Network, Pauley is in television for the first time.
There are those who say he is confident ¢nough and com-
bative enough to do what is required, and there are those
who insist it is no job for a novice in TV, that not only
Pauley can’t do it. No one can. Only time will tell. "The
problems lacing United,” he has said, “ar¢ much less than
those I taced when I took over ABC Radio in 1960."" The
reference is to the difficult chore the executive faced in
bringing that network out of its deep hole and increasing
its sales. Paulcy was able to do those things and if he docs
anything comparable for United he will be the most sought-
after wonder man of the ycar. At the moment, Pauley is
sought after, for one of his avocations is public spcaking.
When last heard {rom, he had given an address in Dallas
only days after speaking in Boston. Pauley got his start in
broadcasting in 1950 with a part-time sales job with wkox
Framingham, Mass. At the time, he was attending Harvard
Business School to get his masters in business administra-
tion. Before the war, he attended Harvard College, then
served as a merchant marine ofhcer. IFor several years alter
discharge, he sold space lor Ideal Publishing Co. He then
served with wor New York as an account exccutive until
1953, at which time he joined NBC Radio. He went on to
stints with Benton & Bowles and CBS Radio before joining
ABC in 1957. Married, Pauley lives with his wife and four
children in New Canaan, Conn.
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FOCUS ON

BINAYE

Manuafacturers and programers lead a rising
market in television-associated stocks

While prices in general rose on a

| relatively strong market, television

| dustrs

stocks bounded to their best month
of the summer in the Aug. 14-Sept.
13 reporting period. The TELEVI-
stoN Magazine index of leading in-
stocks showed an over-all
gain of 4.7597

Leading the climb were manu-
facturing stocks, up 9.49, and pro-
graming stocks, up 8.79,. Wall
Street observers credited the manu-
facturing increase o growing op-
timism  over color-TV-set sales.
RCA, parent company of NBC and
the largest maker of color sets, had
an 119 cain in stock price as
it announced that factory sales
through August were 309, higher
than the record number sold in the
same period last year. Admiral,
General Flectric, Magnavox, West-
inghouse and Zenith showed similar
stock gains.

The programing stocks rose with
the growth of enthusiasm over the
start ol the new network season.
Columbia Pictures went up 59, as
the Banque de Paris et des Pays-Bas
announced sale of i1s 369, nterest
in the production company. The
I'rench bank said it was sclling
197 to J. B. Williams Co., a New
York maker of pharmaccuticals and
totletries, with the remaining 177,
going to a group that includes
Greek  shipping magnate Stavros
Niarchos, two Columbia cmploye
stock Tunds and two mutual lim(ﬁ:

| Investors Viariable Payment Fund

Inc. and National Securities Growth
Stock Series.

Stock in Wale Disney Produc-
tions was up 139 as dircctors de-
clared o two-lor-one stock split to be
distribited Nov. 15, Filmways went
up M9, as it amounced acquisi-
tion of Cinelx Ine, a Hollywood
fnm specializing in production ol
titles and  opical elfects. Four
Star TV jomped 41197 as control-
ling interest in the company was
hought by a groap of investors led
by Lewis Bracker, director of cor-
poriate fmance for the western di-
vision of McbDonnell & Co., New

FELFEVIBION MACAZING

York brokerage house. Metro-Gold-
wyn-Mayer was up 99, as proxy-
fighting stockholder Philip J. Levin
announced he was selling out his
holdings, with 420,000 shares being
purchased by distillery magnate
Edgar Bronfman and another 300,
000 shares by Time Inc. MGM’s
continuing talks with John Blair
& Co. over possible acquisition of
the station representative also
boosted Blair’s stock in the service
area 69,

Screen Gems shot up 189, ap-
parently on the basis of audience
reception lor some of its new sca-
son TV programing, including
ABC’s The Flying Nun.

Trans-Lux’s stock was off 1597
despite a report of slightly higher
carnings for the six months ended
June 30. Earnings per share were
42 cents, up two cents from the com-
parable 1966 period. Twentieth
Century-Fox stock was up 39, as
it announced higher first-half earn-
ings ol $2.57 a share (compared to
$2.09 the previous year) but post-
poned action on a proposed stock
sphit.

In other areas, strictly television
stocks were up 3.29,. CBS's an-
nouncement ol development of a
revolutionary prerecorded film cart-
ridge system f[or use in ordinary
television sets had surprisingly little
cllect on the company’s stock. It
rose¢ only 197 during the period.

Wometco Fnierprises stock went
up 1695 as the Miami-based cor-
poration announced acquisition ol
National Studios Inc. and Proles.
sional Color Services Inc., two New
York firms specializing in TV-slide
production and special effects.

CATYV stocks were up an average
of 39, primarily on the basis ol
Terrold Corp.s 289, leap in value.
This sudden increase is attributed
to announcement ol plans to merge
the Philadelphia-hased CATV man-
ufacturer and multiple-system own-
er with the General Instrument
Corp. of Newark, N. J.

I'clevision with other major in-
terests finished the month almost
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exactly even. Avco Corp. stock was

down 7Y%, as it announced post- |

poncment of a stockholders’ meet-
ing called to vote on the proposed
merger of the Cincinnati-based firm
with the Paul Revere Corp., Boston
holding company.

Cowles Communications was off
89, as it announced plans to halt

ublication of its Insider's News-
elter next January because of de-
clining circulation and rising postal
costs. Fuqua Industries dropped
1497, as it revealed cancellation of
previously announced plans to ac-
quire Hall Motor Transit Co. of
Harrisburg, Pa. The diversified
group broadcaster plans to go
ahead with previously announced
purchases of two small Georgia
manufacturers: Rome Industries, a
producer of tractor equipment, and
McDonough Power Equipment Co.,
maker of lawnmowers.

Gulf & Western Industries, new
owners of Desilu Productions, was
down 129, as it announced a
change in terms for its proposed
merger with Consolidated Cigar
Corp. Exchange of stock still will
be valued at about $150 million.

Meredith Publishing Co.’s stock
was up 6%, as it announced a rec-
ord high in revenues for its fiscal
year ended June 30. Per-share earn-
ings were $2.57, as compared to
$2.53 the previous year.

Stock in C-E-I-R shot up 249, on
the basis of reports that Control
Data Corp. is negotiating to buy
the Washington-based research and
computer services company that in-
cludes American Research Bureau.

Comsat stock was down only 1%,
despite second-quarter earnings of 9
cents a share, compared to first-
quarter earnings of 12 cents a share.

Agency stocks fluctuated. Foote,
Cone & Belding was down 69, after
reporting its second-quarter earn-
ings dropped to 85 cents a share
from 42 cents for the comparable
period in 1966. Grey Advertising,
however, was up 169 as it reported
aross billings up 259, in the first
half of the year and per-share earn-
ings of 65 cents, compared to 63
cents the year before. Ogilvy &
Mather, on the other hand, was
down 109, despite its report of a
119, increase in billings during the
first half of the year and per-share
carnings for the period of 75 cents,
compared with 66 cents in 1966.

Rollins Inc. was up 139 as it
also reported all-time highs in re-
venues and earnings for its quarter
ended July 31. Earnings per share
were H6 cents, as compared to 51
centsin the comparable 1966 period.

Service stocks rose an average of
5.69,. END
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First in Pittsburgh!

Only WIIC-TV has the new RCA
Traveling Wave antenna.
Here's what people in
the Pittsburgh market
are telling us
about our new
signal . . .

Q/

Mr. J.J. Gdovka,

Carmichaels,says:

Great improvement.
In colorwe nolonger
have to fine tune.

Mrs. Harry F. Lilly,

M New Brighton,
"} claims: better re-
. ception . . . every-

thing nice & sharp.

Mrs. Jesse Pore,
Monessen, agrees:
reception perfectly
clear.

Mrs. J. H. Stewart,
Washington, says:
New Tower Power
gives us a much
better picture.

Our new “Tower of Power" is just another step in our continuing
effort to give Pittsburgher’s the finest viewing possible. And you
the best market possible.

Cd FULL COLOR WIIC TVTY.

Mrs. Dorothy
Kacharian, Baden
writes: three cheers
for the tower of
power!

Mrs. Elliott Dunn,
Greensburg, thrills:

| Now! Wow! Picture
i comes in clear.

Basic NBC Television Affiliate. Represented by Blair Television.

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

www americanradiohictorvy com
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The Television stock index

A monthly summary of market movement in the shares
ol 68 companies associated with television.

OIS 0N
=

{ =7 L

Approzx. Total Mariet
Ez- Closing Closing Change from Aug. 14 1967 Shares Out Capitalization
change  Sept. 13 Aug. 14 Points % High Low (000) (000)
Television
ABC N 78y 77% + 3 + 1 102 73 4,682 $366,400
CBS N 6214 61} + . M + 1 76 60 23,050 1,432,000
Capital Cities N 51%% 4744 + 4% + 9 53 35 2,746 142,400
Corinthian Broadcasting 0 253, 261y - 3 -3 27 24 3,384 87,100
Cox Broadcasting N 574 5214 + 5 +10 59 35 2,662 152,100
Gross Telecasting (6} 31l 31l — w 34 24 400 12,600
Metromedia N 61 57 + 4 + 7 63 40 2,192 133,700
Reeves Broadcasting A 844 8% - % -7 10 5 1,807 14,900
Scripps-Howard (0] 31 34Y —- 34 -9 34 26 2,589 80, 300
Tait Broadeasting N 154 413, + 4 +10 45 32 3,361 152,100
Wometco N 31 29%4 + 4% +16 31 21 2,226 75,700
Total 49,099 $2,649,300
CATV
Ameco A 94 9% - X4 -3 13 7 1,200 11,100
Entron Inc. o 634 7 - X4 =4 7 5 617 4,200
H&B American A 1615 1574 + Y + 2 17 4 2,618 42,200
Jerrold Corp. (0] 49 3844 +1034 +28 50 21 2,318 113,600
Teleprompter A 331 3134 + 134 + 6 37 13 846 28,300
Vikoa Ine. A 1134 134 — 1% —11 15 11 1,359 16,000
Total 8,958 $215,400
Television with other major interests
Aveo N 5624 60% — 434 -7 65 22 13,983 790, 000
Bartell Media Corp. A 87% % + 1% +25 9 4 2,045 18,100
Boston Herald-Traveler (0] 62 62 — — 72 58 540 33,500
Broadcast Industries O 27%% 3% - 5 —18 4 1 632 1,800
Chris-Craft N 3613 3613 — — 42 22 1,663 60, 100
Cowles Communications N 1554 17 — 134 - 8 21 14 2,944 46,000
Fuqua Industries N 56 65 - 9 — 14 74 27 706 39,500
General Tire N 2914 30Y4 -1 -3 38 29 16,719 489,000
Gulf & Western Industries N 5214 5974 = 7% —12 64 31 11,282 592,300
LIN Broadcasting (6] 24 2244 + 23 +11 29 7 789 19,400
Meredith Publishing N 321 30%% + 1% + 6 38 26 2,662 86,500
The Outlet Co. N 24)4 24%5 - Y -1 27 15 1,033 25,100
Rollins Inc. A 4934 43%% + 5% +13 49 23 3,087 152, 800
Rust Craft Greeting (6] 41% 3815 + 3 + 8 43 28 727 30,200
Storer N 1513 45 + K — 59 40 4,157 187,600
Time Ine. N 10034 10434 — 4 — 4 115 89 6,560 660,900
Total 69,529 $3,232,800
Programing
Columbia Pictures N 5044 48 + 23 + 5 53 33 2,065 104, 300
Disney N 94 8314 +1054 +13 106 75 2,013 189,200
Filmways A 27 2334 + 3Y +14 27 13 724 19,500
Four Star TV 0 85¢ 6 + 2854 +41 9 2 666 5,700
MCA Inc. N 58%% 5754 + 14 + 2 59 35 4,707 275,400
MGM N 61 55%% + 5% + 9 62 33 5,298 323,200
Sereen Gerns A 30Lg 2554 + 4% -+ 18 34 21 4,009 120, 800
Trans-Lux A 2234 2625 — 44 —15 30 14 718 16,300
20th Century-Fox N 5254 51%% + 1% + 3 60 32 2,924 153,900
Walter Reade-Sterling (6] 554 55% - — 6 1 1,583 8,900
Warner Bros.-Seven Arts Ltd. A 334 33Y, + Y + 1 39 20 2,547 85,300
Wrather Corp. O 418 334 + 3% +10 4 2 1,753 7,200
Total 29,007 $1,309,700
Service .
John Vlar (¢] 34 32 =2 + 6 36 15 1,017 34,600
C-I-1-1 O 18Y 1444 + 3% +24 19 6 1,555 28,400
Cornsat N 64 B4y - % -1 75 41 10,000 (340,000
Duoyle Dane Bernbach o] 48 4134 + 34 + 8 49 22 1,994 96,200
Yoote Cone & Bolding N 164, 1744 -1 - 6 21 14 2,146 35,900
Genernl Artists (o] 644 7 - Y — 4 8 4 600 4,100
Crey Advertining 0] 2334 20Y4 + 34 16 25 16 1,201 28,200
M 1’0 Videotronics A 1214 11l + 1 + 9 13 6 469 5,700
Maovielal Tne, A 2474 17% + 7 +39 26 10 1,00u 27,300
Nielson (o] 36l 40% — 4y — 10 412 29 5,130 186, 000
Ogilvy & Mather Internutional o] 17 18% - 1% -10 17 10 1,087 18, 500
Pupery, Kocnig, Lois A 1223 694 - Y - 4 9 ) 791 5,100
Total 27,089 $1,110,000
Manufacturing
Adrairad Corp. N 2044 + 23 +12 38 21 5,062 134, 100
Ampex Corp N 384 3634 + 2 + 7 41 4,480 367,400
Croneral Joucbric N 1114, 108Y -+ 84 + 8 114 82 91,068 10,176,800
Vingnuvox N 48% 1354 + b%& +12 18 81 15,410 753,200
R | N 8814 8h%4 + 28, + 3 94 75 53,466 4,731,700
Motorols Tne, N 12015 129 + 4% 135 90 6,114 789, 500
Nibionnl Video A BEE 3184 -+ 8834 +11 46 23 2,779 46, 600
A N I n3% ] 111 G0 43 62,435 3,738,300
Jteoves Tmlustrics A by 454 + ¥ 4186 i 2 3,327 17,900 {
Westinghonuse N 7644 03%% +11% +18 76 46 87,571 2,822,500
Zonith Ludio N 0% 6024 + 3% b b 71 18 18,783 1,319,500
Total 305,495 $24,947,500
Grand Total 489,177 $33,404,700
N-New York Brock Exehung Data compiled by Roth, Gerard & Co.

A-American Btock Lxchange "
-Ovor the countor

LLEVISION MAGAZINE . .
TEL www americanradiohistorv com
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' DISTINCTIVELY DETROIT
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Photograph by Kirsch Studios

UNITED FOUNDATION TORCH DRIVE. /n 1949, the Detroit UF pioneered the
concept of “'give once for all”’ campaigns now in operation in some 2,000 cities
throughout the nation. The 1966 campaign raised over $27.4 million, the largest
sum ever collected by any united fund campaign anywhere.

Just as Detroiters regard this bright, brave beacon as distinctive of Detroit, so they have regarded The

' WWJ Stations as distinctively Detroit for 47 years. Why ? Because of programming that reflects the

city’s own interest in local news, sports, entertainment, public affairs, and community service. And,

11 because of WWJ's home-ownership by The Detroit News. When you ask a Detroiter which radio and
TV stations are distinctively Detroit, he’ll instinctively tell you "WWJ."”

WWJ at WWJI-TV

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

www americanradiohistorvy com



www.americanradiohistory.com

- “ YEARBOOK

THE BUSINESSWEEKLY OF TELEVISIUN AND HADIUy

TELEVISION

| =

ng

THE BUSINESSWEEKLY OF TELEVISION AND RA

s ot PR AR 0SS0

The complete information service. Buy the week . . . BROADCASTING, the
businessweekly that keeps you abreast or ahead of the news of television and
radio. Buy the month . . . TELEVISION, the meaningful monthly that gives you

penetrating insight into trends and events in TV. Buy the year ... BROADCAST-
ING YEARBOOK, the one book library of radio and television facts, an index of
the broadcast business world.

BROADCASTING PUBLICATIONS INCORPORATED, 1735 DESALES STREET, N.W., WASHINGTON, D. C. 20036

NEW YORK
CHICAGO
HOLLYWOOD

T N N e e

e
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Reader reaction

I am delighted that our latest
development merited a position in
the premiere edition of your new
TeLevision, and I hope that good
fortune will attend both.

You will not need my opinion to
know the book is oft to a handsome
start. While I had no quarrel with
the earlier incarnation, I can see
the advantages in the new one.
When all is said and done, it will
be the product which carvies the
day, and you need only keep up
the good work . . .

Frank Stanton, president,
CBS Inc., New York.
(The “latest development’ is CBS’s

| sophisticated Electronic Video Re-

cording system which promises to
result eventually in inexpensive TV
playback equipment for the home
and was described in the lead story
of TELEvISION's September 1967

issue.—Ed.)

I found the September issue of
TELEvVISION most interesting. The
articles were far more pertinent to
my particular interests than the
contents of the magazine hereto-
fore. I am only a little sorry to see
the page size reduced.

I hope that the reaction you get
from others is as favorable as mine.
Congratulations.

C. Wrede Petersmeyer,
president,
Covinthian Broadcasting

Corp., New York.

The “new” TELEvISION is simply
great. The layout is superb, and
your choice of content could hardly
be improved upon. And, almost
best of all, it now fits easily into
my brief case so that it becomes
a welcome addition to my weekend
reading at home.

Edward Codel, senior

vice president,

The Katz Agency,

New York.

I have just had an opportunity to
see the new TELEvisioN. It is not
only good looking, but I think
first rate in every respect, and com-
pelling . . .

Larry H. Israel, president,

station group,

Westinghouse Broadcasting

Co., New York.

... I think you and your staff are
to be complimented on the changes
you have made. It seems to me to
be much more practical, and 1

have found the editorial content
most interesting. The feature ar-
ticles on the future of television |
broadcasting are very provocative
and certainly present a great deal
of food for thought.

| Lester W. Lindow,

| exccutive dirvector,

i some details of what I have been

Association of Maximum
Service Telecasters,
IWashington.

You're not only handsome; you’re
useful. The new “Telestatus’ ought
to be a winner. It’s marvelous at
last to find up-to-date information
in areas that badly need it.
Sam B. 1'itt, senior vice pres-
tdent and executive director,
media-program depariment,
Ted Bates & Co., New York.

... There is one paragraph on page
64 that seems to me to misinterpret

trving to communicate. It is the
paragraph beginning with “Hult
disagrees on a major technical point
with Armstrong.” Synchronous sat-
cllites are by definition synchron-
ized with theearth’s rotation period
and thus can have inclinations
with respect to the equatorial
plane. However, this docs not mean
that they will be almost directly
overhead to any earth station with
which they may wish to communi- |
cate. By high-angle radiation from |
a broadcast satellite, I have meant
compared with the near horizon
radiation used in most terrestrial
broadcast svstems. Compared to
terrestrial broadcast, the satellite

| signals should be relatively easily

- of the clearest, most comprehensive

discriminated from most terrestri-
al man-made interference. I think
Cole Armstrong probably meant
to say that cven satellite broadcast-
ing can develop interference prob-
lems which would not be encount-
ered in cable systems, and I would
certainly agree.

On the whole, I think you have
done an excellent, high-fidelity job
of translating technical jargon and
ideas into terms understandable to
a layman, and therefore my prin-
cipal comment must be to compli-
ment you for a job well done.
John L. Hult,

The RAND Corp.,
Santa Monica, Calif.

I want you to know that I consider
the special “future of communica-
tions” section in the September
issue of TELEvistoN Magazine one

treatments of this important and
difficult subject that I have seen.. .

Congratulations on TFLEVISION’S
new format. The first issue has set

www americanradiohistorv com

’ New York.

high standards ot quaiity in both |

appearance and editorial content.
Irving B. Kahn, president,
Teleprompter Inc.,

The new look that you've given to |

an old friend, TEeLEvisioN Maga-
zine, is modern and attractive. Its
content is even more meaningtul
than ever.

Thomas J. McDermnott,

senior vice president,

media sevvices and

programing,

N.IV. Ayer, New York.

... TELEVISION's first issue with its
new format was one of your very
best. I judge a trade magazine’s
value to me by the amount of its
material that I can clip and file.
At the moment it seems simplest to
save the entire issue.

George C. Castleman,

advertising and promotion,

Red Bank, N. J.

g Your new format is well
conceived, smart, attractive and
captivating . .

Frank M. Headley,

chairman, '

H-R Representatives,

New York.
I must say this is probably one
of the best issues ot any magarzine
on the broadcasting business T have
read.

Melvin A. Goldberg,

vice president, John

Blaiy & Co., New York.

I could number the great new
things you've done with your pub-
lication, but actually they contrib-
ute to the overall effect which is
a knockout. I liked the old TELEVI-
stoN, but 1 like the new one
better . . .

Dave Bennett, manager,

mmembers services, American
Business Press Inc..

New York.

Extra mileage

This will be our sixth year as an |

advertiser on NBC’s Tonight show.
We would very much appreciate
your permission to reproduce the
story called “The Late Night: TV’s
Frontier” by Richard Donnelly in
your August 1967 issue. We would
plan to . . . circulate it to our sales
force as additional information on
the Tonight show, for them to use
it as merchandising material.

John M. Bunch,

advertising manager,

Chap Stick Co., Lynchburg, Va.
(Permission granted.—Ed.)

OCTOBER 1967
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A monthly measure of comment
and criticism about television

Rioc coverage—part one

In the Lox Angeles Tones ol \'('l)l
b Harry S A\hnmrc exccutive vice

president of the Center for the
Study ot Democratic Institntion:
wrote:

Complaints of distortion in tele-
vision coverage ol recent racial dis-
turbances have been serious enough
o prompt the suggestion of Senator
Hiugh Scort (R-Payy that the broad-
casters draw up a volunteer ‘code
ol emergenay procedure 10 be fol-
lowed 1n reporting riots.

“The senator’s proposal was
promptly and predictably rejected
by the senior spokesmen for TV,
who tend to {linch at the mention
ol the word ‘code.” even when 1t is
used to describe the largely unen-
torced standards tor programing
and adverusing set by their own
National -\\SOCIZ’!IIOH of Broadcast-
ers.

“President Frank Stanton of CBS
ollered a statistical disclaimer to
Senator Scott’s charge that TV
tended 1o concentrate on the sensa-
tional aspects ol the troubles in
Newark and Detroit, and to include

‘frequent broadcasts of appeals to

riot by extremists.” From July 13
the season ol maximum

discontent, H. Rap Brown of SNCC |

appeared on CBS News only twice,
while moderates like Rov Wilkins
and Martin Luther King were seen
several times. All told, Dr. Stanton’s
count showed that on his network
the cool cats outnumbered the red
hots by a score ol 66 to 15.
“There may be good reason to
sustain Dr. Stanton’s objections to
what he calls ‘censorship by volun-
tary agreement,” but I do not think
they can be found in this numerical
exercise. The question is not who
appeared and how often, but what
general impression the viewer drew
from the flaring scenes that have
confronted him on the television

TE1 EVISION MAGAZINE

tube during this and the previons
long hot suimmer

“It ought 1o be clear by now thai
the ordinary standards ol balance
and objectivity that might applv ro
newspaper coverage often have little
relation 10 news presented 1n the
form ol moving pictures. One does
not have to join Marshall Mec-
Luhan’s communications cult to
concede that in the case of an
emotionally loaded event like a
race riot the impact of instantane-
ous audio-visual reporting is going
to be primarily sensory and only
imcaidentally rational. .

“It seems probable that the total
impact of television coverage of our
continuing raaal troubles is cur-
rentlv working against the Negro
cause. . . . This 1s taking the form
ol a revival of the simplistic notion
that tougher laws and more strin-
gent policing can suppress deep-
rooted social unrest, coupled with
a pewulant refusal to support pro-
grams designed to get at its cause.

“The situation was reversed a
few vears ago. There is a responsi-
ble bodv of sociological opinion
that holds that a primary factor in
unleashing the Negro's increasingly
militant dnve for betterment is
television’s entertainment tare, in-
cluding the commercials. Once the
ghetto dweller could see for him-
self the rose-colored picture of the
average American home with its
new relrigerator full of beer, mul-
tiple automobiles and TV sets, and
white, white laundry he decided it
was time he had these things too.

“The manner in which the visual
medium tends to reduce the news
to a sort of elementary morality
plav also tended to work in the
Negro's favor while the action was
largely confined to the South. There
the downtrodden black was cast as
innocent victim, as indeed he often
was, and the red-necked sheriff was
the villain in the piece.

www.americanradiohistorv.com

| more than to And out how

lities that came
wntially irue, the
often  distorted  and
even reversed, and it may be that
they conributed much 1o our ob.
vious national failure 10 compre-
hend the basic realities of Negro
white relationships.

But if the gen
through were
details were

Riot coverage--part two

Rovy Wilkins, executive director ol
the Nauonal Association for the
Advancement of Colored People, in

an interview on hvox-Tv St Louis,
said:

“You know. there's a curious
thing about the media in  this
country. Both the air and the
printed word., Thev have pgiven
more attention, they have actually

built up the socalled extremisis
and militants, Thev have created
people who didn't exist, and who
even now head onlv 10 or 15
people.

“In any other circumstance in
this countrv this would be laughed
away. \Who gives attention in the
financial world to a man who runs
a business of $25,000 & vear and has
eight employes? You don’t say: ‘Do
vou think he’s a threat to General
Motors?” Of course you don't.

“And in the cvil-rights field,
everv militant who comes up and
stamps his foot and says a dirty
word, and shakes his fist, and
pounds the desk, and tells the
mayor to go to vou-know-where, he
is instantlv the harbinger of the
new trend.”

The new season

Bob Taibert, in his column 1n |
The State of Columbia, S. C,
ports:

“Bv now 1 have been so bom-

barded with what's in store for me
on television this fall T may just
skip the new season entirely. These
network come-on’s are supposed to
get me so excited for the new sea
son that I'll rush to the calendar
and rin docens of days off at a
time in hopes Saint New Season
gets here sooner. These 60-second
previews of new shows and sched-
ule shifts have the gall to take the
approach that 1 have enjoyed such-
and-so show so much this past vear
that the net is shifting it over to
a new time for mv convenience.
“But the thing I wish the net-
works would really do at this time
is give us a preview of the new
commercials for the upcoming sea-
son. There is nothing I would like
they |
intend to get rid of my bad breath,
cure mv dandruff, teach my wife
to make a good cup of coffee, and |
get rid of the family’s perspiration |
problem and bathtub ring.” !
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Anotherop

en letter

to the color1V
commercial
film industry:

When it comes to color TV
commercial film processing, Movie-
lab has always been number one.

Since the advent of television
advertising, Movielab has continu-
ally sought and engineered advanced
film processing and printing methods
to give “Madison Avenue” top qual-
ity, faster service and the right price.
Our aim is to insure that your pres-
entations of your sponsors’ products
represent the utmost in technical per-
fection.

Since our last open letter to you,
we have, as always been moving
ahead. This is a report of progress in
which we are sure you will be vitally
interested.

While we already have the larg-
est optical reduction color spot print-
ing capacity of any laboratory in the
country, we are now completing con-
struction of the first additive color
scene-to-scene version of the Octette.

Thus, Movielab will become the
first laboratory in the world to pro-
duce eight 16min color prints at one
time from an original 35mm optical
negative by means of superior optieal
reduction printing . . . with obvious
benefits to our customer in quality,
service and economy.

Meanwhile, we can fulfill the
demand for color commercials using
the contact method, having increased
our capacity over fivefold. In this
connection, our double rank equip-
ment (which utilizes a double rank
negative) enables us to now give
faster service and better quality with
added assurance to our customer that
the life of his negative will be main-
tained longer by this unique method
of printing.

Movielab has also introduced
the first double rank sound track re-
cording equipment in the country, by
means of which two negatives are
recorded or transferred simultane-
ously at very little extra cost. This
gives our customer two advantages:
extra speed in release printing plus
insurance that should anything hap-
pen to one side of the negative, pro-
duction is not held up and delivery
dates will be kept.

Another upcoming Movielab
exclusive will be the first electronic

production control system to be used
in printing of commercial spots. This
automatic device will double check
production output on a multiprint
order so that if a shortage should
occur, it is spotted electronically and
the order can be completed immedi-
ately while the job is still “in work.”
Designed to mect the industry prob-
lem of shortages in delivery, our new
“Spot Check” is just one more inno-
vation in our program for constant
improvement of customer service.
Backed by more than 35 years
of experience, Movielab continues as
the industry’s pacemaker in color and
black and white TV commercial film
processing. When you buy film
processing, remember there 1s no
substitute for quality of product and
dependable service. At Movielab,
progress is our business. Profits are
continually reinvested for growth and
technological advancement in the
best interest of our stockholders and
customers. For sponsor satisfaction
you can depend on Movielab—where
the customer is always Number One.

)

? t? 12

Saul Jeffee
President
Movielab, Inc.

MOVIELAB, INC. Moviclab Building, 619 West 54th Street New York, N.Y. 10019. JUdson 6-0360 Cable: MOVIELAB. Telex: 12-6785.
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A revolutionary spirit is abroad in
the land. The laborers in televi-
sion’s vineyard are in a sour mood.
Not the fruit ot their labor but the
stridency of their demands is setting
management’s teeth on edge. Small
bands of workers, mindful that the
wages in the next field are related
to their own, are communicating
across boundaries that once con-
tained their several voices, Protests

that used to lack the weight ol
numbers are finding a collective
voice. The owners' intelligence net-
work need not be especially sensi-
tive to detect that labor has arrived
at a new sense of its just rewards
and a new sense of how to make
sure it gets them.

When television management
sits down to bargain with labor
leaders, any outrage at union ob-
stinacy is rendered less convincing
by a well publicized embarrassment
of riches. With the indusiry’s profits
up 109, and approaching a halt-
billion dollars at last ofiical ac-

TELEVISION UNIONS:
A TIDE OF RISINuv EXPECTATIONS
SWELLS UP FROM THE RANKS

counting, no arbitrator looking at
a national contract would worry
that his judgment might cripple the
business.

And when labor leaders sit down
to bargain with management, they
know that whatever they bring
home to the rank and file is subject
to a local scrutiny that has never
been more disdainful of leadership
inefficiencies or more ready to re-
organize to get what it wants. Local
insurgencies are growing out of
anger at the extravagance of “in-
ternational” organizations that are
unable to administer to the griev-

by John Gardiner
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ances of the lar-flung union locals.
The strike by the National As-
sociation of Broadcast Employes
and Technicians that began at
ABC on Sept. 22 bore all the symp-
toms ol this new age ol union-man-
agement strife. The rank and file
had turned down not only ABC’s
olfer that lacked the union negotia-
tors’ approval, but also the NBC
oller, which had been recommended
by wunion leadership. Some per-
formers in TV’s major talent union
were honoring the NABLET picket
lines. And the union’s last pre-
strike proposal seemed hopelessly
tar apart {from the network’s “final”
olfer. Network management said it
was bracing for a long strike.
Television's top labor negotiators
see nothing less than a broad social
revolution at the bottom of their
troubles and nothing short of chaos
in labor negotiations ahead. A
period ol intensitying turmoil is
widely expected.
NABETAFTRAIATSEIBEW
SAG. It you hack that jungle of
alphabet apart at appropriate in-
tervals, vouwll produce five sets ol
initials standing for as many unions

International Alliance of
Theatrical Stage Employes and
Moving Picture Machine
Operators of the United States
and Canada (IATSE)

A. LIVE AND TAPE
stagehands, make-up  artists,
wardrobe caltendants, graphic
artists and technicians at some
stations, remote lighting crews

B. FILM
cagmeramen, soundmen, grips,
film editors, makc-up artists
clectriciuns, sel designers, scen

carnsts, sereen cartoon sls

AFL-CIO AFFILIATE
headquarters,New York; interna-
tional president, Dick Walsh;
total membership, 60,000, 12,000
in TV; 1,100 locals in U.S. and
Canada; offices maintained in
15 cities; scope in TV: contracts
with stations, #ilm and video
tape production companies;
major strength in TV through

stagehand membership.

whose members do everything from
pushing brooms to pulling punch
lines:

National Association of Broad-
cast Employes and Technicians,
American Federation of Television
and Radio Artists, International
Alliance of Theatrical Stage Em-
ployes, International Brotherhood
ol Electrical Workers, Screen Actors
Guild.

The rank and file of all of
them wear collars—white and blue
—in the television business. Of the
dozens of national and local labor
groups with members in the TV
industry, they represent some 50,
000 men with jobs in or connected
with broadcasting.

Actually cohesiveness has never
been their strength. They are al-
ready hacked apart for bargaining
purposes, their jurisdiction may
cross men of similar, even identical
profession, their agreements with
management run in odd combina-
tions of local, regional, national or
company-wide contracts. Rival un-
ions may raid the membership of
others.

Television, at its heart, is local

National Association of
Broadcast Employes
and Technicians
(NABET)

LIVE AND TAPE
broadcas! engincers and tech

nicans

AFL-CIO AFFILIATE
headquarters, Chicago; inter-
national president, Eugene
Klumpp; total membership,
6,063; 57 locals; 70% of mem-
bers in U.S., 30% In Canada;
five regional vice presidents,
staif representatives for locals
in New York and Hollywood;
scope In TV: contracts with

RBC, NBC, S1 TV stations.
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station operation and the heart of
TV unionism is pertorce local or-
ganization. Even in their national
network agreements the major un-
ions are split; once between talent
and technician and again down
each of those lines. The fragmenta-
tion imposed by the nature of the
business and the step-by-step intro-
duction of new unions, as mass
entertainment progressed from live
to film to tape performance, have
been minus factors in union
strength. The unions have never
dealt television, overall, a serious
economic setback.

It is no secret that networks and
stations have trained nonunion
personnel to dolly cameras and pull
plugs when technicians walk out.
And when talent has struck there
has always been a surplus of filn
or tape programing on hand against
dead air and lost ad revenues, just
as there have always been nonunion
emploves ready to read the news,
however shakv their voices or trem-
bly their hands. A network publi-
cist with a hot hand at news releases
probably knows how to turn it to
pan and tilt maneuvers, and an

International Brotherhood
of Electrical Workers
(IBEW)

LIVE AND TAPE
broadcast engineers and tech-
nicians, maintenance electri-

cians, construction electricians,
studio lighting crews

AFL-CIO AFFILIATE
headquarters, Washington; in-
ternational president, Gordon
Freeman; director for radio tele-
vision broadcasting and record-
ing, Albert Hardy: total mem-
bership, 950,000, 12,000 in TV-
radio; scope in TV: national
agreement with CBS, contracts
with Sports Network Inc., Lew
Ron; 176 TV stations organized,

173 with contracts in force.

administrative assistant at a local
station, or even the station man-
ager, can be quite handy in the
control room.

With all that going against the
unions, it may come as & surprise
that broaclcasters have never been
more worried about their labor
problems than they are right now,
both at networks and stations.
While the labor organisations are
not as strong as thev could be with
a modicum of new cooperation,
they are nobody’s pushovers.

Fragmentation does not guaran-
tee a weak bargaining position. All
a union has to hit is the universe
embraced by its contract and that
may be just one station, one net-
work, or a segment of the program-
production business. There are
some indications that broadcast-as-
soctated unions will be pulling to-
gether in a new surge ot cooperative
vigor. It some bitter inter- and
intraunion fighting were stopped,
united labor front would be all the

more worrisome to management.
To the networks, unions are an

accepted, it increasingly trouble-

some, fact of life. To some TV sta-

American Federation of
Television and
Radio Artists

(AFTRA)

LIVE AND TAPE
actors, announcers, - newsmen,
singers, dancers

AFL-CIO AFFILIATE
headquarters, New York; na-
tional executive secretary, Don-
ald Conaway; has president,
seven vice presidents (unpaid),
professional staff of 20 under
national executive secretary;
total membership, 17,565; 37 lo-
cals (11 majors with 200 or
more members); scope in TV:
240 contracts in TV-radio, over
700 signatories; national code
for three TV networks and
agreements with local stations,
video tape commercial code
with networks, agencies,
producers.

tions they are the plague that hasn’t
vet come to town, to others they
are the plague that has already ar-
rived. Local struggles abound,
though many never get wide at-
tention.

An example ol outspoken distaste
lor a protracted labor-management
conllict is the following report card
issued by kpHO-Tv Phoenix, while
locked in a struggle with its tech-
nicians, who are organized by the
National Association of Broadcast
Employes and Technicians:

“After 20 months as bargaining
representative at KPHO-TV here 1s
the NABET box score: 23 meetings
—no agreement, one strike—total
failure; one FCC complaint—re-
jected: 21 strikers—no longer em-
ploved, one boycott—total failure;
one NLRB charge—rejected; one
NLRB appeal—denied. Times up
—49, strike outs—19, NABET bat-
ting average-—.000."

While some stations are still
fighting oft union attempts to or-
ganize, others have come to ami-
cable terms with labor groups and
find that union contracts provide
stability in their personnel rela-

Screen Actors Guild
(SAG)

FILM
aciors, dnnouncers, newsmen,
singers, dancers

AFL-CIO AFFILIATE
headquarters, Hollywood; John
L. Dales, executive secretary;
14,300 members; nine branches
(locals); scope in TV: perform-

ers in filmed television.

OCTOBER 19567
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tions. The National Association of
Broadcasters estimates that 809, of
television stations are organised by
at least one union. Others in the
industry say that figure is much too
high, that 509, is more realistic. It
is significant that the labor subject
is so sensitive at most stations that
the precise statistic is not rcadily
available.

A strike can be much more seri-
ous 1o the immediate economic
health ol an unprepared station
than to that of a network. It may
be harder lor a station to remain
on the air during a technicians’
walkout, As one NADB ofhcial puts
it: “In a podunk town you may not
be able to get another guy with a
hrst-class engineer’s license.”

That’s only the first problem.
The secondary boycott is probably
the most elftective local-union weap-
on. In the broadcasting business
that means bringing pressure to
bear on a station's sponsors to pull
back their advertising.

In the evolution ol labor law as
it relates to television one piece of
legislation and one court decision
are pivotal on boycotts. The Lan-

American Federation
of Musicians

(AFM)

LIVE, TAPE AND FILM
orchestrators, arrangers, copy-
ists, leaders, instrumentalists

AFL-CIO AFFILIATE
headquarters, New York; presi-
dent, Herman Kenln; total mem-
bership, 262,880 in 725 locals in
U.S. and Canada; scope in TV:
agreements with three TV net-
works, TV {ilm and video tape
agreements with production
companies, some local agree-

ments with- TV stations.

VELEVISION MAGATZING

drum-Grifiin Act gave unions the
right 1o use means other than pick-
cting to effect secondary boycotts
and a circuit court decision involv-
ing Corinthian Stations’ KXTv (TV)
Sacramento, Calil.,, upheld that
right.

Unions are [ree to mail letters to
sponsors or visit them with the
threat ol economic reprisal if they
continue their advertising. They
may also distribute leaflets at stores
handling the advertised products
saying the station is unfair and
identifying its sponsors.

These rights, which unions con-
sider minimal and broadcasters con-
sider excessive, make a well-planned
seccondary boycott extraordinarily
cflective. Industry members claim
it’s possible for a union to cut off
109% to 509, of a station’s revenues
within a week with this tool.

In a national sense, television’s
labor lorce is getting more difficult
to deal with, according to network
negotiators, and the principal pur-
ported cause is local dissidence.
William Fius Jr.,, CBS’s employe
relations vice president, seems
troubled by the over-all broadcast

Writers Guild of America Inc.
(WGA)

LIVE, FILM AND TAPE

slalf and ireelance writers

(EAST) INDEPENDENT
headquarters, New York: execu-

tive director, Evelyn Burkey;

1,500 members; scope in TV:

mainly writers lor live and tape
programs.

(WEST) INDEPENDENT
headquarters, Los Angeles; ex-
ecutive director, Michael Frank-
lin: 2,000 members; scope in
TV: mainly writers for film pro-

grams.

labor situation and says he has
advised his people that theyre
probably in for a rough two or
three years of national strikes.

According to Fitts, there has been
a general loss of control by union
leadership. Ever more frequently
the rank and file are not going
along with agrcements negotiated
by their local or national offices.
Fitts says: “There’s no self restraint
left. The younger militant union
members seem to want much more
than they can get. You used to be
able to sit down with one or two
men, negotiate a deal and be rea-
sonably sure that deal would stick.
That’s just not so any more.

“The contract pattern has
changed. There’s more escalation
now. Several years ago you could
negotiate for one increase that
would last two years and provide
for a small increment in the third
year. They’re not buying this any
more.”

Another fundamental change, says
Fitts, is a redoubled emphasis on
money. Fringe benefits, which used
to lie close to the center of negotia-
tions, have been pushed to the side

Directors Guild of America Inc.
(DGA)

LIVE, FILM AND TAPE
directors, associate directors,
stage managers, program qas-

sistants

INDEPENDENT
headquarters, Hollywood; 2,100
members; national executive
secretary, Joseph Youngerman;
formed in 1959 by merger of
Screen Directors Guild of Amer-
ica and Radio & TV Directors
Guild; scope in TV: directors of
live, film and tape programing
at studios and staff directors at
networks and their owned and

operated stations.
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in favor of more talk about basic
salaries.

The CBS labor negotiator allows
that a good part of labor’s new at-
titude derives lrom uncertainty in
the national economy and “a tear
that a rise in the cost of living will
eat up their pavcheck even before
they get the raise.”

Just how big have the yearly
union salary increments gotten to
be> Walter F. Diehl, assistant in-
ternational president of the In-
ternational .\lliance of Theatrical
Stage Emploves and Moving Pic-
ture Machine Operators of the
United States and Canada (IATSE
for short, the biggest union in tele-
vision), saysrecent local agrec.aents
have provided for step-ups of 79,
3% and 39 compounded over
three vears.

Disagreements trequently arise
over the actual value ot contract
packages since the variables in-
volved — pavcheck, job security,
pensions, insurance and hours— al-
low room for padding in whatever
direction may be convenient for
either side.

Diehl says the broadcasters “don’t

Screen Extras Guild
(SEG)

FILM
exiras in Los Angeles (extras
in New York represented by

Screen Actors Guild)

INDEPENDENT
headquarters, Hollywood; na-
tional executive secretary, H.
O’'Neil Shanks; 3,000 members;
scope in TV: extras in filmed

programing for TV.

olter difterent percentage increases
to difterent unions because they'd
break their backs if thev did.” But
one of the three networks’ labor
chiefs maintains the actual percent-
age figures aren’t really known by
the unions and that different con-
tracts go up at different rates. These
increases, according to the same of-
ficial, tall somewhere between Pres-
ident Johnson’s shattered 3.297,
wage guideline and the 59 ad-
vances claimed by some unions.

All broadcast unionism is divided
into two parts known in the trade
as above-the-line and below-the-line
labor. Above the line refers to the
talent involved in production ol a
program, essentially performers, di-
rectors and writers. Below the line
refers to craft personnel, the largest
category being technical people
such as engineers and cameramen,
but including a slew ol others
Irom stagehands, carpenters and
electricians to makeup artists and
wardrobe assistants.

The jumble of separate labor
agreements in force has reached the
devastating total of 120 at a single
network and its owned bhroadcast

United Scenic Artists—
Local 829

LIVE, TAPE AND FILM
at New York—set designers,
costume designers and scenic
artists

AFL-CIO AFFILIATE
headquarters, New York; busi-
ness agent, Andy Clores; total
membership, 800; seasonal fluc-
tuation in TV employment from
approximately 70 to 300; scope
in TV: contracts with three net-
works, Film Producers Associa-
tion and scale met in free lance
contracts with producers and in-

dependent stations.
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facilities around the country and
as many as 13 at a single station.

CBS’s labor contract list reads
with the incessant throb of the
Twelve Days of Christmas; only it’s
longer: 38 agreements with TATSE,
23 with the American Federation
ot Television and Radio Artists, 26
with Directors Guild of America,
12 with the Writers Guild of .\mer-
ica, 10 with the International
Brotherhood ot Electrical Workers,
three with the American Federation
ot NMusicians, two each with United
Scenic Artists, a pair ot painters
locals and two air-conditioning-
engineers locals and one each with
the United Brotherhood ol Carpen-
ters and the International Brother-
hood of Teamsters.

Negotiators on both sides ol the
table find some reliel in the fact
that most of the agrcements men-
tioned above run concurrently
within the same parent unions and
all run lor periods of three years
or more. “Anyvthing shorter than
that just wouldn't be worth 1t,”
savs a nelwork man.

All three networks have a similar

Continued on page 63

International Brotherhood
of Teamsters
(IBT)

LIVE, TAPE AND FILM
truck drivers

INDEPENDENT
headquarters, Washington; total
membership, 1,743,000; 871 lo-
cals; scope in TV: agreements
with three networks covering
drivers, helpers, dispatchers, en-
gaged in all trucking of scenery
to and from studios and film
lots and parking lot employes

at NBC Burbank.
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[t used to take 52 different

shows to make a year's series.

Now it may take only 26.

It's the same old story: costs.

FEWER ORIGINALS, MORE REPEATS

FULEVISION MAGAZINE

www americanradiohistorv com

While few would accuse network
television exccutives of slavish de-
votion to artistic dictums, in recent
programing seasons they have al-
most adapted as a business maxim
the modernists’ cry of “less is
more.” In this television context
the area of application is not
aesthetics but production: They are
making less (new product) and
using it more.

It means audicnces are seeing
fewer originals. Although the num-
bers experts say the repeats are at-
tracting almost equal audiences,
some media planners are beginning
to have their doubts.

One ad agency media analyst
notes that, in effect, networks are
getting something for next to
nothing: more and more duty out
of less and less original material.
The networks counter that they
are simply finding a method to
spread out the bill for ever-escalat-

ing expense in making originals.

Back in that once-upon-a-time
land called the early days of tele-
vision, series programing faithfully
lollowed the year through a full
cycle of 52 weekly episodes. The
scasons fell in neat 13-week packs,
like suits in a deck of cards. But
soon it was noticed that many peo-
ple went off to do other things in
the summer and forgot their tele-
vision sets. So they threw away one
suit and played with only 39 cards.
No one seemed to notice too nmch,
so they gradually continued to pare
down the number of originals. If
you hadn’t noticed lately, they're
playing the game with hall a deck
these days.

le means the old pattern of 39
originals and 13 summer repeats is
almost as obsolete as the Lux Video
Cheater. Over the past decade orig-
inals have dwindled, and repeats

LR
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growi, to the point where a pairing
of 26 originals and reshowing of
yeach is far from exceptional. In
fact, 1t 18 almost 4 norm lor ex
pensive one-hour shows.

“All of our shows are 26 and 26,
says David Bradshaw, vice president
and manager ot the radio and tele
vision division of Young & Rubhi
cam, New York. Lee Rich, vice pres
ident in charge of media services at
| L.eo Burnett, Chicago. says: "I here
just aren’t shows now with rmare
than 32 oniginaly.”

“It you look bhack. 1t was hlm
shows that started it,” says Salva
tore lanmuccr Jr, CHBS vice pres
dent, business alfiirs, “Live "ows
went live all year. But when we
sturted  filming  things, we found
they were usable over again. So we
started wsing more hilimed repents
with our game and variety shoaws,’

A number ol indostry veterans
say it was Maverick in 1959 tha
more or less tnved up to ity name
i the programing area to establish
the firse full 26/26 pattern. The
trend 1s now at what most observers
feel ro be the ultimate-——or mini
mal-—linir this season with GBS
Jackre Gleason Show: 22 originals,
10 repeats from last year and a sun
mer replacement

For the most part. the industr
pattern has standardized in recent
seasons to the 26 onigial 26 repeat

B

| formula tor the majority ot one
' hour shows and a 32,20 or 30/22
pattern lor halt-hour shows. Bur

nett's Rich says: “When [ wus with
Benton & Bowles. the halt-hour
trend  started with Andy Griffuth
and Gomer Pyle nsing the 32/20 pat
tern.” And Paul Sonkin. ABC's di
rector of research, acknowledges:
“In recent years the half-hours have
heen tollowing the trend. although
there aren’t any 26/26 mixes.”

Perhaps one of the best illustra-
tions of the shrinking use of orig-
inals is the NBC series Flipper. In
the 1964-65 season, 1t ran 30 orig-
inals and 22 repeats. With the
increasing use of specials, the next
season it had the same number of
originals (30) but only 20 repeats.
Last year, it was down to 28 orig
inals and 21 repeats. '

Everyone agrees that 26,26 is the
ultimate limit for the reduction of
originals in & series. “You can't go
below 26,” says Sonkin. “It’s rock
bottom.”

Some media experts feel that not
only has the cycle completed its
swing in less tham a decade, but
that it already has started oft in
another direction, to the dropping
of summer reruns altogether in
favor of inexpensive game and

I'he tables at right tell how ftar the
trend toward fewer oryinals and more
repeats has gone at all three elevision
networks. I'hese are the shows in the
1906-67 scheciuies. | here's no reason
Lo believe that the incidence of
onginals will be any higher in the
1967 -68 searorn nou underwey

variety shiows, ABC's Peyion Plac
has proved to be another kind ol
Vaverick by gomng completely
the opposite direction, to 52 weeks
ot originals and for a sonmple reason
It a serial

|n(|u:‘try SOUrces agrt'(' trant
mously on the muajor canse ol the
dwindling ot ongmal  produc
rising production costs

t's obvious, savs  Samuel
Fharm, adverusing vice president
of Lever Brothers, “With the high
cost tactor, more reruns bring them
i line with what we can attord to
live with.’

You just can't attord to make
too manv originals anyvinore. savs
Burnett’s Rich, who has seen hoth
sides of the advertising, production
coin, having been in the Mirisch
orgamization, “Obviously, the great
er niix reduces the total cost

Rodney Frickson, vice president
and radio-TV director of Kenvon
% Ekhardt, also has been on bhoth
the agency and the production sides
ol the tence, with o session at
Warner HBrothers when Aaverick
was created there. “You can make
a much better show 1f guaranteed
96 epsodes tor which vou also have
1 reasonable amount of money,” he
says. In addition. a bobtailed pro-
duction schedule means “producers
are guaranteed an income that can
pay tor a show much sooner.” savs
Erickson. In many cases now
show has earped its cost once
through a successful network sea
son without having to wait for
syndication.

The shift more or less orignated
with the producers as they battled
to hold down the steadily rising
costs of shooting shows. “Every
producer is fighting to keep it n
hand,” says Young & Rubicam’s
Bradshaw,

It was accomplished with the
reluctant cooperation of the net-
works, and at least the acquiescence
of the advertisers and agencies. If
not enthusiastic about it, all at

Continued on page 50
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Petticoat Junction I

Pistols and Petticouats 't
Red Skeiton Spotlight 3
Fhursday Movie v ]
Whars My bin N (
Wild, Wild West 2R 20

s
NBC /

Andy Avilhiams 2o

Bonuanza 32 20
Chryster Theater 24 10
Daniel Boone ] 19
Dean Muartin 30 20
Dragnet® {']; é?
Fh T 2

(.efp'fmart 30 20
Cirt From UNCLE 29 IR
Hev. Landlord 3 2
| Dream of Jeannie AY| 13
I Spy 28 21
Laredo 26 17
I he Monkees 2 16
Occasional Wife 30 14
Please Don't Eat the Daisies 28 17
The Road West 29 14
Run For Your Life 50 18
Saturday Night Movie 2 23
Star Trek 29 21
Tarzan 3t 19
T.H.E. Cat 6 19
Tuesday Night Movie 29 20
T'he Virginian 29 20
Walt Disney 34 16

* ddded during season
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How National Media Match Up This Year

t will be a lean year for spot TV in 1967, according
to Ted Bates & Co., and no one should be in a better
position to know. The world’s largest spot agency, in
its annual report on media trends for TELEVISION
Magaczine, discloses that spot expenditures for this year
will not increase significantly over 1966. Between 1960
and 1966, spot TV realized a 749, growth. That spot
should come to a grinding halt in '67 has sct media
lolk to wondering.

The slowdown of spot television’s dollar growth rate
in 1967 1s a dificult thing to explain. Justin Gerstle,
Bates vice president, media and planning, thinks there
are three interrelated factors that contribute to the
lack of growth.

“The first 1s the corporate profit squeeze, and the
indecision caused by the conflicting economic indi-
cators and by unsettled factors—the corporate income
tax surcharge and the auto strike. Since spot is the
most flexible of the big national media, it tends to be
alfected first.

“Second, a stronger competitive bid by other media
against dollars that might ordinarily have gone to spot.

“I'he third is the increasing sophistication and
tighter control national advertisers are employing in
their use of spot. Most advertisers have been keenly
awarc of the heretolore steeply rising spot television
ad costs and have not increased their investments but
have directed their funds in a more selective and there-
fore productive manner.”

The Bates report is not all bad news, however. Net-
work television still leads the pack with a 949, increase
ol expenditures since 1960 and a 109, increase in 1967
over 1966. Network radio follows with a rate ol in-
crease second only to television in the last seven years:
60%. Magazines, despite a 509, increase since 1960,
show a 99 increase this year, while network radio will
be up only 89 in 1967. Spotradio expenditures also
are o increasc 89, this year. Newspapers and supple-
ments will be up 39, in ’67 and 149, since '60. Out-
door, the only hardship case, is down 129, since 1960,
but up 29, over 1966.

The Bates media survey projects cost increases for
1968, with evening network television showing the big-
gest upward swing: a predicted 89,. Bates assures day-
time network television of a 69, cost increase. Out-
door advertising can also expect a 69, increase this
coming year. Spot, both day and fringe, will maintain
a steady rate of increase of costs in 68.

Continued on page 53

TELEVISION MAGAZINE

Total Advertising1967  $5.3 billion

TV Network

TV Spot

Radio Network

Radio Spot

Magazines

Newspapers
& supplements

Outdoor
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29%

17%

26%

19%

2%

$901 million

et 883 milllen -

$318 million

"

$1.007 billion
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The charls below and overleaf show
how each medium has done—and
will do in 1968—relative to its

own performance in the hase year
1960. For each tabulation the value
in that year has been set equal to 100.

I'rends are shown for boih audience
cost-per-thousand and the cost of
unit purchases, e.g., minules in

the case of TV. Also charted are

the billings and audience growth

of the various media.

Network TV (day) Network TV (eve)

200
190

180

& 170
160

audience 150
> 140

130
120
110
100
90
80

70

60
60 61 62 63 64 65 66 67 68 (est.) 60 61 62 63 64 65 66 67 68 (est.) |
200
190
180
170
160
150
140

130

120 cost-per-m

110

100

90

80

70

60

Spot TV (day) Spot TV (fringe)

OCTOBER 1967 37

www.americanradiohistorv.com



www.americanradiohistory.com

Magazines and newspapers (top charis)
demonsiraie mixed expendilure and
audience trends. Newspaper audience
appears level as billings edge 1 pward.
Magazine expenditres spurted from
1966 to 1967, audience moved up slightly.

Magazines
200

190
180
170

. 160

150

(o) 140
audience

130

120

110

cost-per-m

100
90
80
70
60

60 61 62 63 64

65

66 67 68 (est.)

200
190
180
170
160
150
140
130
120

110
100
%0
80

70

60

Spot Radio

88 TELEVISION MAGALINE

Below, network radio finds its
CPM dropping in 1968 as audience
inches up, a happy circumstance
for salesmen. Spot radio’s

CPAM and audience move

ahead at modest rales.

Newspapers

67 68 (¢

60 61

Network Radio
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For newspaper supplements it's The table of figures below is

| steady as she goes in 1968 in where all the graph information came

! CPM, unit cost and audience. from. With it you can assign precise

i Outdoor expenditures turned vear-by-vear index values for every
upward in 1967 after a slight grapl live in the preceding charts.
decline in the previous year. Bates lias provided 1968 estimates for all

tabs except expenditure trends.
Media are listed across the top
and years arve i the left-hand colunin.

Newspaper Supplements

200
190 Television Print
180 Day Eve. Day Fringe Mags. Nspor. Supp.  Radio Radio Out Door
Ntwk. Ntwk. Spot  Spot (IPBW)(1000Li) (IPBW)  Spst Niwk. (100
170 Sd S &0 O B o s e
160
Expenditure Trends
150
1960 100 100 100 100 100 100 100
140 1961 103 101 98 96 97 93 89
1962 125 116 103 93 103 106 84
130 1963 131 129 110 91 105 121 84
1964 145 148 118 101 113 137 85
‘2 1965 159 164 127 104 118 137 88
10 1966 176 174 138 11 131 148 86
1967 194 174 150 114 141 160 88
100
Cost Trends
. 1960 100 100 100 100 100 100 100 100 100 100
80 1961 85 111 94 107 110 105 106 102 101 105
1962 89 114 94 115 118 108 113 105 99 114
70 1963 85 121 112 12¢ 122 113 116 107 100 123
1964 93 124 129 129 124 116 116 112 102 133
60 1965 100 126 147 136 127 119 99 117 102 142
! 1966 128 139 147 154 133 123 106 122 103 151
i al 2 2 64 e 66 & eBalesio) 1967 143 149 150 160 136 126 99 127 103 162
200 1968 (Est) 152 161 167 168 140 130 99 132 105 1M
190 Audience Trends
1960 100 100 100 100 100 100 100 100 100 100
180 1961 107 113 109 99 105 105 104 101 100 102
1962 106 114 104 107 111 105 108 104 101 105
a8 1963 112 109 112 109 115 105 109 106 102 109
0 19€4 138 112 135 112 118 105 109 108 103 115
1965 146 119 146 116 122 105 94 110 104 118
150 1966 148 126 149 121 127 105 98 112 105 124 |
1967 155 129 153 131 130 108 90 112 105 126 i
140 1968 (Est) 158 131 156 132 131 108 90 116 109 131
130 Cost-per-M Trends
120 1960 100 100 100 100 100 100 100 100 100 100
1961 79 98 85 108 105 103 102 101 101 104
110 1962 86 101 88 108 107 107 105 101 98 109
1963 76 111 101 114 106 109 106 101 98 113
P9 1964 68 110 95 115 105 112 106 104 97 117
90 1965 69 106 98 117 104 113 105 106 98 122
1966 86 110 99 128 104 118 107 109 98 126
80 1967 92 116 106 122 104 119 110 113 98 130 o
. 1968 (Est) 98 123 112 128 107 122 110 114 96 138 II.IE'
> )
I B

Ted Bates & Co Media-Program Department
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why diversification is the name of the game

A study of the conglomerates emerging in television

Wlo owns a baseball team, bug exterminators,
an airline, citrus groves, undersea aquarium, an em-
ployment agency, steel-building f{abricator, high-brow
toy maker, a house-hunting service and the top of a
mountain? The broadcasting industry.

Television firms also have diversified into an almost
uncatalogueable list of other things, so much so that a
casual glance at acquisitions by broadcasting com-
panies during the past decade makes them seem like a
housewife turned loose in a bargain basement with a
blank check.

Broadcasters have reeled through such an extended
and unprecedented buving binge that any attempt to
list television holdings at a given moment is like con-
ducting a national rabbit census in the mating season
—exhausting, instantly outdated and ultimatelv ol
dubious value.

An examination of the networks and the score of
major broadcasters who have been doing the bulk of

by Walter Spencer

diversification, however, shows that industry acquisi-
tion and expansion are far from a grab-bag game of who
can scoop up the next business trinket most quickly.
There are clearly defined patterns and trends. And if
the path down which it all leads is not clearlv illumi-
nated, there certainly are sign posts pointing the gen-
eral direction.

What has turned on the diversification drive? “Cash
flow,” flatly states Emanuel Gerard, of Roth, Gerard
& Co., a New York brokerage house that compiles
TeLevisioN’s monthly index of television and asso-
ciated stocks. “The broadcasters don’t know what to
do with all the money they’ve been making.”

“You have a balloon that’s filling up too fast. Some-
thing has to be done to keep it lrom bursting,” says
Hans Jepson, scnior analyst for the Value Line Invest-
ment Survey. Analysts and broadcasters agree that
there are a number of complementing factors, but
basically it has all been made possible by the large cash

HOW METROMEDIA

CAME FROM NOTHING
September 1955: Two-station
broadcasting subsidiary of Allen B,
DuMont Laboratories spun off as

million cash.

July 1963: Acquires KTTV(TV) Los
Angeles for $10.4 million cash and
KLAC-AM-FM Los Angeles for $4.5

November 1963: Acquires General

January 1966: Acquires Dickie-
Raymond Inc., Boston-based direct-
mail and sales-promotion company
for $3 million cash.

February 1966: Acquires O. E. Mcintyre

DuMont Broadcasting Corp. for 944,436
shares of DuMont Laboratories stock
with market value of $6,847,161. Gross
assets of DuMont Broadcasting, which
consisted of WABD(TV) New York and
WTTG(TV) Washington, were estimated
at $6 million.

June 1957: Acquires WNEW-AM-FM
New York for $7.5 million in cash and
stock. WABD changed to WNEW-TV.
June 1958: Acquires WHK-AM-FM
Cleveland for $700,000 cash. DuMont
Broadcasting Corp. changed to
Metropolitan Broadcasting Corp.
February 1960: Acquires WIP-AM-FM
Philadelphia for $4.8 million in cash
and stock.

March 1960: Acquires Foster & Kieiser,
outdoor advertising company with
headquarters in Los Angeles, for $14
million cash.

August 1961: Acquires KMBC-AM-FM-TV
Kansas City, Mo., for $8.5 million cash
(KMBC-AM-FM were sold in May 1967
for $2.2 million cash). Name changed
from Metropolitan Broadcasting to
Metromedia Inc.

May 1963: Acquires Ice Capades ice
show for $5 million cash (also now
operates Ice Capades Chalet skating
centers in Los Angeles).

Outdoor Advertising Co., New York
and Chicago operations, for $13.5
million cash.

February 1964: Acquires WCBM-AM-FM
Baltimore for $2 million cash, and
Mount Wilson (720-acre mountain top
outside Los Angeles) for which no
price was ever revealed, though it

has been described as ‘‘a very, very
low amount of cash.”

July 1964: Acquires Fielder, Sorenson
& David, transit advertising company
with headquarters in Los Angeles,

for an undisclosed sum.
November-December 1964: Acquires
several small outdoor advertising
companies in New York for $5.7 million
cash.

January 1965: Acquires Packer Outdoor
Advertising Co. in Ohio for $10 million
cash. (Sells off all but major-city
operations of Foster & Kleiser and
General Outdoor Advertising.)
Acquires Wolper Productions Inc.,
independent film producer, for $3.2
million in cash and stock.

March 1965: Acquires *‘‘Diplomat”’
magazine, which was sold in November
1966. (Purchase price and losses,
minus resale price left a $1 million
loss on the venture.)

www americanradiohistorv com

Inc., New York-based direct-mail
marketing company for $7 miilion cash.
April 1966: Acquires KEWB Oakland,
Calif., for $2.5 million cash.
September 1966: Acquires Publicity
Services Ltd., direct-mail firm in
Engiand for undisclosed price (made
overseas branch of O. E. Mcintyre).
September 1966: Acquires Baltimore,
Boston, Chicago, Cleveland,
Philadelphia and Buffalo, N.Y.,
operations of O'Ryan & Batchelder
Transit Advertising Co., and New York
Bus Advertising Co., New York., for
$5,525,000 cash.

October 1966: Acquires Sampson-Hili
Corp., Detroit-based direct-mail
marketing firm for $1.5 million cash.
November 1966: Acquires KSFR(FM)
San Francisco for $380,000 cash.

May 1967: Makes unsuccessful bid

to buy Harlem Globetrotters basketball
team.

Gross assets of Metromedia, today,
are estimated at over $150 million.

OCTOBER 1967
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mcomes flowing into the business since television fi-
nancially became the top medium.,

‘Stations are considered milk cows by some broad-
casters,” sayvs tazard E. Reeves, chairman of Reeves
Broadcasting. ““T'hev pull in the moncy from them
while they move into other areas.”

“Business has heen so good for broadcasters in the
last tew years that the large cash flow gives them a foot-
hold,” says George P. McLaughlin, analyst for Rey-
nolds & Co. brokers. “They can easily get the money
to diversify.’

Il monev isn't the mother ol diversification, it’s cer-
tainly the medium. .And what are the motives? Obvi-
ouslv, it’s better business 1o reinvest profits than simply

to allow them to be gobbled up by higher taxes.
“You’ve either got to go back or grow. You can’t stand
still,” says James Roddey, a vice president of Rollins
Broadcasting.

yt the FCC’s ownership limit ol seven AM, FM and
TV stations sharply confines simple horizontal ex-
pansion of a broadcast empire. What then are the
other methods available? To move into related or
similar fields. How similar are ownership of the New
York Yankees (CBS), Orkin Exterminating Co. (Rol-
lins Inc.) and Manpower Register Inc., an employment
agency lor engineers and technicians (Reeves)? For

HOW TIME INC. GOT
INTO TELEVISION

Time Inc.: Incorporated Nov. 28, 1922,
May 1938: Acquired ‘'Literary Digest”
magazine for undisclosed price.

1945: Acquired Bryant Paper Co.,
Maine Seaboard Paper Co., Bucksport
Water and Hennepin Paper Co., all

for undisclosed sums. (All sold to

St. Regis Paper Co. in November 1946.)
February 1945: Acquired Michigan
Square Buildings Corp. for undisclosed
sum (company dissolved and
operations taken over by parent
company in December 1953).
December 1945: Acquired 2639 Corp.
for undisclosed sum (sold to Webb &
Knapp in July 1950).

June 1952: Acquired KOB-AM-TV
Albugquerque, N.M., for $600,000;

sold haif interest to Wayne Coy. (Time
and Coy sold all interests to KSTP Inc.,
Minneapolis-St. Paul in May 1957 for
$1.5 million.)

June 1953: Acquired 80% of
Intermountain Broadcasting &
Television Corp., licensee of
KDYL-AM-FM-TV Salt Lake City for
$2.1 million. (So!d to Columbia
Pictures Corp. in December 1959 for
$3.1 million.)

July 1954: Acquired KLZ-AM-FM-TV
Denver for $3.5 million.

TELEVISION MAGAZINE

June 1956: Acquired East Texas Pulp
& Paper Co., Southwestern Settlement
& Development Co. (owner of 660,000
acres of timber) for $35 million. (In
1965, name of merged operations
changed to Eastex Inc.)

May 1957: Acquired Consolidated
Television & Radio Broadcasters
Inc.—WFBM-AM-TV Indianapolis,
WTCN-AM-TV Minneapolis and
WOOD-AM-TV Grand Rapids, Mich.—
for $15.96 million. Organized Time-Life
Broadcast Inc. to hold and operate
broadcasting properties. (Sold
WTCN-AM-TV in October 1964 for

$4.4 million.)

July 1957: Eastex acquired Piedmont
Carton Co. for undisclosed sum.
October 1958: Eastex acquired Bruce
Carton Co. and Precision Carton Co.
for undisclosed sums.

February 1961: Formed Time-Life
Books, book publisher.

March 1962: Acquired KOGO-AM-FM-TV
San Diego for $6,125,000.

April 1962: Acquired Silver Burdett Co.
(text-book publishers) for 6,000 shares
of Time stock. (In 1965 Time
contributed assets of Silver Burdett and
General Electric contributed $18.75
million to form partnership venture
named General Learning Corp., to
operate and sell educational materials
and systems.)

www.americanradiohistorv.com

1962: Acquired 50% of Svensk TV,
Stockholm; 509, of DuMont-Time
Television, Cologne, Germany;
minority interests in Proartel, Buenos
Aires and Proventel, Venezuela (both
TV systems).

February 1964: Acquired KERO-TV
Bakersfield, Calif., for $1,565,000.
Purchased minority interest in British
Telemeter (pay-TV company) and
subsidiary Telemeter Programmes
Ltd. for figure believed to be about
$500,000.

July 1965: Built TV station in Rio de
Janeiro in association with newspaper
“*O Globo.’” Formed Selling Areas-
Marketing Inc., supermarket
sales-research firm.

January 1966: Acquired Family
Publications Services Inc., publisher
of art reproduction and art books,
for 45,000 shares of common stock.
Also acquired minority shares in
Editions Robert Laffont, French book
publisher; Organizacion Editorial
Novaro, Mexico, and Editorial Abril,
Buenos Aires.

Sept. 1, 1967: Acquired 300,000 shares
of Metro-Goldwyn-Mayer Inc. for

$59 a share.

Time-Life Broadcast also has operating
CATV systems in Marion and Terre
Haute, both Indiana; franchises in
Huntington, Ind.; Battle Creek,
Albion, Marshall and 509, of Jackson,
all Michigan; 50% of-Newburgh and
minority of Auburn, both New York;
minority of Fresno and Kern county,
both California, and minority of
Sterling Information Services, New
York.
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one thing, thev're all service industries and that, ba-
isically, is what broadcasting is

“A guy does what he knows how to do,” says analvst
Gerard. C. M. Kirtland, Jr., vice president and sccre-
tary-treasurer of Cox Broadcasting, says: “A\ license lor
broadcasting isn’t unlike a franchise for a botiling
jcompany,” which a number of TV enterprises have,
including New York City-based Capital Cities and
RKO General and Miami-hased Wometco Enterprises,

There are at least two other exccllent reasons lor
broadcast diversification into service industries. Next
to government spending, service industries make up
the fastest growing area of the national economy and,
generally, demand a relatively small cash invesument.
Even TV giants are not oblivious to the lure of service-
industry investment: witness RC.\'s acquisition this
past spring of the Hertz car-rental agency, a typical
service corporation.

‘-SOme service areas often tie into the talents ol «
'broadcaster in wavs that may not be readily apparent.
Thus Reeves’s most recent acquisitions—>Manpower
‘Register and Previews Inc, a nationwide home-scll-
|ing service—are slated to he completelv computerized,
land Reeves, through its industries division, has a giow-
‘ing interest in the computerservices held, where it
toriginally became anchored through its manulacture
tof magnctic tape, the heart ol computericed data-
storage operations.

Some other root factors of the diversification boom:
#Both analyst Mcl.aughlin and Tomio Saito, senior
lanalyst for Baker, Weeks & Co. brokers, cite a desire

to get away [rom opcrations subject to fedcral regula-
tion. “It's in the back of their minds,” says Saito. No
imatter how compatible an agency such as the FCC may
be at the moment, he notes, “there always is the aware-
ness that it is subject to some political lluctuations.”

Money, indirectly, may also have pushed some
broadcasters into aggressive prominence. Says analyst
Jepson: “Many broadcasters are spin-oils from family
companies that have gone public. They have sulfered
from lack of management depth before. Now with
strong management, there isn’t any rcason why the
companies can’t go on growing indefnitely.”

Both Jepson and Saito cite emergence of gung-ho,
expansionist new management as a factor in build-
ing some of the strenuously dynamic diversifiers. “Most
of these managements are young people, aggressive and
ambitious,” Saito says of the TV businessmen. “They

don’t want their companies 1o turn into high-dividend,
nongrowth operations.”

Scripps-Howard sometimes is pointed (o as one of
the rare exceptions where "most ot rhe investors seem
happv with high dividends and only 897, to 109, a vear
internal growth.” Ofien named as among the acquisi-
tive new leaders are Mcetromedia President John Kluge
and the top muanagement of Capital Cities.

roadcasters such as these, by building up their own
mternal research and sales organizations, have become
strong cnough that they have been able to go shopping
and move in on what one broadcaster calls “sleepy,
unrealized media,” such as solt-drink hottling (siill a
good diversification area, according to Saito because
of “2ood porential and the low efficiency of many op-
erations”) . Or there is Metromedia’s purchase of 1ran
it advertising and bulk-mail Arms, areas where virtual-
lv no coordinated research or promotion has becen
applied. Hence Memomedia (which a decade ago was
the two-television-station remains of the old DuMont
Broadcasting Corp. and now is the country's largest
outdoor and transit advertiser and third larcest direct
mailing firm as well as a broadcaster) can pretty well
blanket a 1town such as Cleveland. I there is a mes-
sage 1o be delivered much ol the media runs through
one complex.

Also, when you have your own readv-bhuilt promo-
tional and sales [acilities, there is a method for push-
ing such seemingly capricious subsidiaries as the Ice
Capades (Metromedia), Miami Seaquarium (Womet-
co) or Wecki Wachee Springs, Fla., resort (ABC) .

tlurrc is a method to multiplicity, even when it is
sometimes round-about. When Metromedia bought
the land atop Mount \Vilson where it has its trans-
mitter outsidle L.os Angeles, it brought in a rescarcher
who had worked on Disneyland to explore uses of the
mountain. The result was creation of a revenue-pro-
ducing park on the 720-acre mountain top, another en-
tertainment diversification.
“No matter how round-about a route we take,” says
a Metromedia spokesman, “in the end, we are probably
the only company in the country where all of our
activities can be reported in the advertising press every
weeck. We know our needs; we won’t be going into
something like the machinery business.”
Cox’s Kirtland speaks for most of the diversified
broadcasters when he says: “We steer away from being
Continued on page 58
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A LOOK AT THAT CBS STYLE

No corporation in broadcasting, or for that matter in American busi‘ness,.pays more at-
tention to its corporate look than CBS Inc. In its buildings, its mailing pieces—all th
materials it exposes to the outside world—the company insists on discipline and excel-

lence But it's not just art for art’s sake

“There’s no conflict: good design
15 good business.”” So speaks Lou
Dorfsman, dircctor of design, and
somctimes called dictator ot design,
for the Columbia Broadeasting Sys-
tern Inc. Dorlsman not only de-
lends the role ob design i business;
he propagates it.

As the man direetly responsible
for the Tooks and sound and leel of
a company thiat ranks with IBM
and Container Cory. In ils concern,
lor appcarances, Dorfsiman secrog
most sensitive Lo, and mose impa
tent with, the charges that this
concern has nothing to do with
making a hbuck and might he wasie
ful.

Says Dorfsnan: "It doesa’t cost

IBLEVIFION MACALING

any more than doing things care-
lessly, 1t°s not any less expensive 1o
produce a badly done booklet than
to produce a well done booklet.
Good design means good thinking,
not simply precty things. Design is
something chat is logical, well orga-
nized and has style. We may want
to do an ugly ad because it has
rmore ellece than a prewy one. The
Avis ads can hardly be called high-
ly designed ads, but they were pur-
posely done in a very unprecious
way. Jven the type face gave them
believability.”

Dorlsman’s  responsibilities  run
deep and they are not always
sharply  defined.  As  the man
charged with collecting and hang-

www americanradiohistorv com

By Richard Donnell

ing all the art work within the new
CBS building, and as the man wh
even today says this can be hung
this cannot, he is probably not ver

popular,

Knd as the man who designe
the letterheads that contain a littl
black dot three inches from th
top, an inch and nine-sixteentlh
from the left edge, showing the sec
retaries exactly where to begin thei
typing, he is probably not spoke
of fondly at coffee breaks. He 1
very much a presence within th
corporation, the man charged wit
seeing that things are done wit
style, even with class.

(He has not always succeede
however, in getting his poi
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Lou Dorfsman

com

across: The Yankee Stadium ven-
dor’s union held a special meeting
this spring at which it was agreed
no one would wear a Dorfsman-
designed hat on the grounds that it
was undignified. They did accept
his jacket, a colorful typographical
melange, a huge relief over the
dirty white of the previous years.)

Dorfsman would not have been
possible in most American corpora-
tions of only 20 years ago. Today
only among the more sophisticated
companies is he a possibility at all.
He himself is quick to point out
that he has a perfect client—a de-
sign-oriented management.

Why all this emphasis on design?
“Frank Stanton is very sensitive to
the feel, the spirit, the look of the
stuft that comes out of the compa-
ny—both internally and extern-
ally.”

The designer credits top man-
agement, specifically William S.
Paley, chairman, and Dr. Stanton,
president with whatever reputation
CBS has in the design field. “Both
of them were sort of courageous in
this area a long time ago. That
overworked phrase, corporate im-
age, was something we knew about
years ago without ever realizing it.
Corporate image is nothing but
management’s sensitivity to how it
appears to others. Stanton gave it
recognition and gave it impetus.”

In addition to management,
Dorfsman credits his former boss,
the late William Golden, who de-
signed the CBS eye, with making
the major contribution to the com-
pany reputation. Also, he points
out that some of the divisions of
the company are pretty much au-
tonomous, and that some units op-
erate independently of him. In the
latter category fall Mort Ruben-
stein, creative director of the CBS
Television Network, who is respon-
sible for nearly everything turned
out there, and Ted Andresakes, art
director of the television stations
division. Bob Cato is responsible
for the look of the product and
promotion of Columbia Records.

Dorfsman stays away from such
relatively autonomous company ac-
quisitions as Creative Playthings;
Holt, Rinehart; and the Fender
Guitar Co. “When I say Columbia
Broadcasting System I guess I think
of broadcasting. Oh, I know there’s
a record company around some-
where and I've got this corporate
thing, but basically I think of
broadcasting.”

But Dorfsman is in essence a
company troubleshooter whose ad-
vice and help may be sought from
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below or directed from above. In
addition to all his corporate duties,
he is directly responsible for the
advertising and promotion of CBS
News, has gotten involved in the
looks of the New York Yankees and
the stadium they play in (he re-
painted it and redesigned the seat
numbers and other graphics, mak-
ing the environment look better
than this season’s team) and has
done some work with CBS La-
boratories. When last seen, he was
working on a television network
promotion film for CBS Playhouse.

On the theory that a man who
has irritated all of the company’s
secretaries and has enraged all of
its amateur art collectors can’t be
all bad, a visitor strolled over to
the black granite and glass CBS
building designed by Eero Saarinen
(interiors by Florence Knoll Bas-
sett) to talk with Dorfsman.

Dorfsman-style trees

The Dorfsman touch is discreet-
ly everywhere: in the trees outside
the building, in the numerals of its
address, even in the name of the
bank that rents a good part of the
ground floor. The bank’s typogra-
phy is in CBS Didot—courtesy of
Lou Dorfsman.

The touch is evident in the nu-
merals in the elevators, in the
black-and-white directional signs
on each floor, even in the clock
faces, the names on the office
doors, the lettering on the vending
machines in the cafeteria, the de-
sign of the disposable cups, plates
and paper napkins.

In his office, which is not as
maniacally neat as some would ex-
pect, Dorfsman fielded the basic
question of how it’s possible to
justify this expenditure and effort
(that black dot on the letterhead,
for instance) on what are merely
appearances. Does it make any
business sense? Can it ever pay for
itself?

Dorfsman likes questions like
that because he was able to initiate
all sorts of housecleaning measures
when the company moved into its
new headquarters, and he has a
story about that move that tends to
prove that good design is not only
good business; it's profitable busi-
ness.

Prior to the move, he recalls,
management wanted to unify the
look of the company, and one of
the things Dorfsman found was
that there were just too many dil-
ferent pieces of paper—stationery,
memos, Kraft envelopes and the
like. “There werc five different let-
terheads of various weights and

TELEVISION MAGAZINE

quality,” he recalls. By standardiz-
ing things, by bringing the paper
down to essentially one weight and
quality, “we were able to have pa-
per manufactured for us, we were
able to have the mill make for us a
paper of our own specified weight,
color and texture, because it was
possible to order in carload lots.
And because it was exclusively
ours, we have a CBS watermark.

“If my arithmetic is correct, to
mail a letter from the old 485
Madison Avenue address on the
various stationery then in use, cost
about three cents each. Now, it’s
about a cent and a half. The sav-
ings? Just out of headquarters
alone a million-and-a-half letters
are mailed a year.”

That’s 1.5 million letters times
1.5 million cents, or $22,500 annu-
ally. But the savings in just this
one area don't end there. By reduc-
ing the number of different letter-
heads a storage problem was great-
ly eased. Says Dorfsman with some
understatement: “Using this place
as though it were a warehouse isn't
a very intelligent thing to do.”

Other savings: Stationery is not
personalized below the officer level
so that when a manager or a de-
partment head leaves, a whole pile
of paper isn’t thrown out with
him. Dorfsman and Stanton both
happen to prefer lightweight stock;
since lightweight stock is cheaper
and takes up less room, there’s a
savings there. (To make an airmail
letterhead Dorfsman had the same
paper milled down still lighter.)
And where there was once a memo
pad for each of the divisions, there
1s now only one for the entire
company.

More of less

All of this has been invaluable to
central purchasing, of course,
which can now buy fewer things in
bigger quantities. This goes all the
way down to such a simple item as
a Kraft envelope, where, in the old
days, says Dorfsman, everyone was
in business for himself—people
were ordering whatever colors,
whatever  imprinting, whatever
type they chose.

Dorfsman brought these enve-
lopes down to approximately three
sizes, one color (black), one stock
of paper and a uniform type. The
same stock was made to serve as the
company wrapping paper. (How do
you write on black paper? With a
Dor(sman-designed white-inked pen,
that's how.)

In thinking back on it all,
Dorfsman says: “It started as a uni-
fying process but in so doing logic
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and intelligence brought us to cer-
tain conclusions that resulted in
great savings.”

To the charge that far from
bringing logic and intelligence to
matters of design, there is a “design
dictatorship” at work at CBS that
approaches near madness in its ob-
sessive concern for order and neat-
ness, Dorfsman shrugs. He thinks
the general charge stems from two
areas—the uniform way secretaries
are asked to do letters and the
hangings on the walls, nearly all of
which are his selections.

As to the enforced style of the
stationery, Dorfsman says: “A let-
terhead design is not supposed to
stand by itself; it should be de-
signed with the obvious in mind—
how it looks with a typed letter. So
the typing is important too.”

Taste in art

As to the wall hangings (he
was responsible for the acquisition
of art and for its distribution
throughout the building) Dorfs-
man says anyone who doesn’t like
what's in his office can ask for
and get a replacement more to his
taste. The designer, who ultimately
handled about 3,500 pieces of art,
much of it from CBS’s files, says:
“What we try to avoid is a very low
level of taste that can creep in.” In
his opinion, the building itself (“‘a
classic piece of architecture”) sets
a high standard so that there has to
be a discipline in furniture and
general interior looks. “We try to
avoid clutter; we try to avoid anar-
chy.”

The rules are well known within
the company by now and little in
the way of policing or “prior re-
straint” type of censorship is exer-
cised. “If they conduct weekly in-
spections around here on Saturdays
or something, all I can say is I've
never been gigged,” says one em-
ploye. The 15-member corporate-
design staff is apparently too busy
creating new problems to be con-
cerned with the letter of the law
(or the law of the letter, if you're a
CBS secretary) . The secretaries are
carefully indoctrinated and their
bosses know the rules. To sign a
letter on the right hand side or to
hang up a crayon scrawl of your
eight year old would be like wear-
ing basketball sneakers to work.
There are some things a sensible
young executive doesn’t do on his
rise to the top.

This emphasis on neatness can
have meaning in many ways.
Dorfsman makes an analogy to a
company’s sales force. “A buyer
would tend to order more from a
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What’s the value
of a Byline?

Years of a man’s professional life can pass before he rates
a byline.

Some never make it.

Those that do can usually be depended on to deliver
their story with the integrity and skill befitting their byline.

We make medicines for doctors to prescribe. And, we make
them with integrity and skill.

Whether life-saving or not, we feel they demand that we
put ourselves on the line—and we do.

l Lederie

For a free copy of What's Behind a Drug Name, write to the Public Relations Department,

A Division of American Cyanamid Company, Pearl River, New York
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[rom page 48

guy who is wellanannered, well-
dressed, well-spoken and intelligent
than he would trom a guy selling
exactly the same product who is
the opposite. You fecl a lot more
secure with the first person.” CBS,
he thinks, comes on with style and
class, would easily best its competi-
tors in any poll sampling the opin-
ions ol advertising agencies along
those lines.

Dorisman was brought along by
the man who hired him, the late
William Golden, whose major con-
tribution to CBS (after the eye)
was to set high standards ol excel-
lence in all matters of design. It
was Golden who set the CBS style,
Dorfsman, who had come out of

MORE OF LESS

from page 35

least were alert to the problem and
the need to fight the rising tide of
expenses, like a group of diverse
travelers adrift from a shipwreck
in a lite-raft and at odds over the
best course to pursue but in concert
on the need to bail together to keep
the vessel from going under.

“The costs interrelate. It was a
decision jointly between agencies,
networks and  producers,” says
Jerome Ieniger Jr., vice president,
u'le\_/ision programing, at Grey Ad-
vertising,

Savs a vice president of one ma-
jor agency: "“We had almost no say
in the decision. And we’re not
really happy with the situation, but
if it's a way to keep costs down,
vou've got to live with it.”

A number of people argue that
the networks, themselves, are the
least happy with it; at least not to
the extent of going to a half-and-
halt mix.

Rich says: ““The networks really
would prefer to do at least 32 orig-
inals, but the producers hght it
because they only need 26. Network
program departments haven't had
to [ace the realities of life in costs;
they don’t care that much about
them. Il T were in their position,
I'd want to make as many originals
as 1 could, 100.”

ABC’s Sonkin confirmns the stand.
“Il it weren’t cconomically unfeas-
ible, of course we'd like to extend
the season as much as possible . . .
maintain original product through
the whole year. It adds excitement
to have something new on ecvery
week.”

As a network husinessman, how-
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the army in 1946 alter working in
public-relations-type  films, appar-
ently had the necessary resiliency
and toughness to work with the
demanding Golden. He started as a
stall designer. In 1951 he was made
art director of GBS Radio, then
advertising and art dircctor and in
1959 vice president, advertising
and sales promotion, for the radio
network. Less than a vear later he
was brought over to CBS Televi-
sion as creative director, advertis-
ing and sales promotion. He was
given his present title ol director of
design for the coporation in 1965,
Over those vears in both radio and
television Dorfsman managed to
pick up 10 gold medals and 18
awards of distinctive merit Irom
the New York Art Director’'s Club.

ever, CBS’s lannucct counters: “‘If
you take a show that’s a solid suc-
cess, it's successful because of the
program it is, not how many new
episodes are on. Thirty-two or 30
shows—I'm sure in my mind it
doesn’t make an iota of difference.
And there’s no way you can prove
it. We're in a business that survives
because of our programing, but we
must work within the framework
ol the economics. We sit down and
face the realities of life.”

There are other factors that have
added to the pressure for a smaller
number of originals, although there
15 disagreement on just how im-
portant some of them are. Most
agree that a factor—if a minor one
—is that fewer originals obviously
means a shorter shooting schedule,
which many stars find most agree-
able. “In some cases,” says Brad-
shaw, “it simply is the availability
of the talent. People may want to
be available only for 26 weeks.”

“If you're dealing with a major
star,” says Jannucci, “he doesn’t
really want to work on a new show
too long. They like to work less
and still make as much money.”

The Gleason program probably
could be cited as a prime example,
although network officials decline
to do so.

Also named is the difficulty in
rounding up good product for ex-
pensive, one-hour shows. “The hour
shows have much more work done
on them: it's killing to come up
with more than 26,” says Bradshaw.
“Just the scripts alone are a tre-
meundous challenge.”

Says Kenyon & Ekhardr’s Erick-
son: “At Warner Brothers we made
26 and 26 of Maverick because we
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Dorfsman, who doesn’t look any-
where near his 49 years, is clearly a
competitive, at times combative,
man. On his desk are bolted (for
SCCUrity reasons) Lwo miniaturc
Sony TV scts, one on top of the
other (I piggyback them so I can
watch the enemy”). In speech, he
has been known 10 be earthy, brief,
nearly brittle in his comments
(“My philosophy? Make it nice”),
but in reality is much 1ore
thoughtful: “Whitehcad says some-
where that style is the ultimate
achievement of the civilized man.
I'd like to think that ‘style’ is anal-

s 0

ogous to ‘design’.

How would he verbalize the CBS
look? “Unilamboyant, dignified,
contemporary. A company this size
should have dignity.” END

couldn’t get enough good material
to make more.”

In addition to its role as a pro-
graming innovator, Maverick also
was one ol the earlier full-hour
scries shows. The two trends are
interrelated: Making 26 one-hour
programs is somewhat akin to tele-
scoping the shooting of 52 half-
hour shows; like building one re-
inforced 52-story skyscraper instead
of 26 lighter two-story store front
buildings.

Says Erickson: “The better the
vehicle, the fewer originals and
more repeats you have.”

Some, such as ABC's Sonkin,
pooh-pooh this often-quoted theory,
though. “Lack of material just
doesn’t enter in,” he says. “The con-
cept of the show is the only difficult
part. Once vou've got that down,
the scripts come in with plenty of
[resh material. What if a show runs
three years? Regardless of how long
vou made the first series, you still
have to think up ideas for the fol-
lowing seasons.”

The rise to dominance of movies
also was a trend-setter in the pat-
tern for greater use of reruns. They
proved—almost out of reluctant
economic necessity—that audiences
will sit through two viewings of the
same thing twice within the same
year. Almost all major movies are
now bought by the networks on the
basis of a first and a repeat showing
during a one-year contract period.

The swelling importance of spe-
cials m the past few seasons is
usually cited as the strongest sec-
ondary reason for the cut in original
series programing,.

Says Erickson: “With the specials
vou are now cutting the average
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mix to something like a 30/20 or
even a 30/18 pattern.” Burnett's
Rich adds: “With specials there are
no shows with more than 32 orig-
inals and an option to do more.”

From the network viewpoint,
CBS’s Iannucci concurs: “Specials
have had a definite effect on dilu-
tion,”” he says. “Instead of holding
over shows until the number of
sets in use goes down, we hold
down the number of new shows,”

There is some disagreement on
the importance of the specials’ im-
pact, however. “Even in a season
where you have 250 specials, that
means only a few a week, so it
doesn’t reallv mean that mu '. to
the individual series.” savs Brad-
shaw.

Advertiser plus

The increasing acceptance of the
“second season’’ concept is related
to the curtailing of original pro-
graming, if not a causative factor.
“The second season has resulted in
our getting a shorter commitment,”
savs ABC’s Sonkin: "A producer
(while wanting to make as few
shows as possible) wants at least 26
weeks of commitment, and more if
he can get it”

“The shortness of commitment
required is alwavs a plus for an
advertiser in making a deal hecause
the loss is that much less.” Y&R'’s
Bradshaw notes. Hour shows, he
adds, are almost all on a participa-
tion basis now and they alwavs are
sold on a 26-week basis,

Some media observers suggest
that the second season would pro-
vide the networks opporuunity to
get more out of their reruns bv
juggling schedules in mid-vear—so
that, in effect, there would be a
whole new line-up of audiences for
the second round of the shows: If
Uncle Sturdley’s bowling team
meets every Wednesday night, he
may never be home to see [loco-
weed until at mid-season its reruns
are shuffled from Wednesdav to a
Friday time period, while Harriet
Hornswoggle, who never misses n
Friday night session of the East
Orange Bridge and Gossip Society,
might never get to watch The
Cretan Family until it’s moved into
Locoweed’s old Wednesday night
hole. Presto, say the kibitzers, you
would have instant viewer swap-
ping.

It has been tried, reply the net-
work programers, and it didn’t
work. For one thing, Uncle Sturd-
lev and Harriet obviously have
varying tastes. There are too many
other complications, in addition.
the network experts say. Viewer
lovalty to individual shows is one;

more important, “you run into ad-
vertiser problems it just be-
comes too complicated to be worth
it,” says ABC’s Sonkin.

“You can’t switch shows,” Ian-
nucci says flatly, going on to cite
advertiser purchase of specific time
periods, audience flow and, ulti-
mately, the fact “we like to think
each show is a hit because it's a
marriage of the right show and the
right time period.”

There are definite economic ad-
vantages for the advertiser, as well
as the producer, in the use of more
reruns, “Of course it doesn’t make
a lot of difference to scatter adver-
tisers,” savs Grev’s Feniger. “If they
want to buy so many milhon dol-
lars worth in April, May and June.
thev know the figures on estimated
audience, sets in use, costs, etc. But
to the vear-around advertiser. the
pricing sometimes is what's impor-
rtant.” And the lowered price of
showing reruns helps even it out.

“It's an advantage for the adver-
tiser simply because the repeats are
cheaper,” »says Y&R's  Bradshaw.
“Inasmuch as audiences delivered
on anv cstablished show vary more
with the time of vear than whether
it is a rerun. the 26726 formulu
is an advantage for advertisers be-
cause the repeats are cheaper.”

Time of year

Savs Rich: “Advertisers would
just as soon do 26 originals if thev
find the ratings hold up at a satis-
factory cost per thousand. When
vou get bevond a certain period of
the vear. the difference hetween 32
originals or 30 originals reallv is
more the time of vear it is than
whether the shows are original—
vou don't find that much difference.
The advertisers will say: ‘If it costs
less, fine, use reruns.””

How are the producers making
their money on the shortened
shows? Tt depends on the individ-
ual. “The amount charged varies.”
savs Bradshaw. “Some suppliers
want to trv to get as much of their
money back as possible right aways:
others give you a more modest first-
time price and higher repeat costs.”
“Nore and more thev are getting
509, of the original price for re-
peats,” Erickson says.

Rich finds the original/repeat
“cost difference is like night and
dav. An average half-hour original
will cost $75,000 to 380,000. In the
repeat, depending on the individ-
ual deal, the producer will get
$15,000 to $25,000.”

Movies, with their selective audi-
ences and high rerun followings.
“are always fairly high repeat buvs,”
according to one agency vice presi-
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dent. “Say a movie costs $55,000 a
minute the first time. It probably
will be about $42,000 a minute the
second.”

The most glaring disadvantage
for the producer is crippling of the
svndication market by reruns. But
even here, use of reruns already has
olfset the problem of earning back
the original cost of the show. And
many industry experts argue that
since audience surveys indicate high
viewer lovalty to a program it is
very difficult to overexpose watchers
to a show, even through rerun after
rerun.

Svudication problem

One agency media analyst notes:
“EFven if vou don’t place much
faith in the statistics, just think
about 7 Love Lucy or The Lone
Ranger—how many dozens of times
have thev been around. and people
still watch them.”

The problem, Frickson points
out. is that “to get a librarv that is
salable for svndication. vou nced
100 or so original shows.” But in
making so few originals, “a series
now has to be on a minimum of
three vears” to build up that library
for svindicaton, He adds: “The
more product vou have. the more
flexible vour selling pattern.”

Others, however. argue that the
domestic svndication market al-
readv is so glutted with product
that if vou've earned the cost of
vour show. forget about trying to
svndicate it. at least domestically.

“Local svndication is a dead
issue,” savs Rich. “The market al-
readv is glutted with film. What
producers care about now is the
foreicn market and it is all sold on
the basis of 26 shows, anywav. The
onlv thing thev're really stuck with
is those programs that never make
it on the networks. There vou're
left with 15 or 16 episodes vou can
show in vour bathroom. The pro-
ducers get their money back with
the foreign resale, and vou’ve got to
have 26 for that.,” That may be a
major reason that few have vet
tried to make less than 26 originals.

All three networks have become
so attuned to the increased rerun
pattern that within the past two
vears thev have begun posting grad-
uated price schedules: there are
now three rate cards: one for orig-
inal shows, one for reruns in the
spring and one for summer. Some,
such as CBS’s Iannucci, denv that
the rise of in-season reruns is the
reason for this. “We don’t run our
rate card on program mix; it's on a
calendar period,” he maintains.
Nevertheless, the triple-rate sched-
ule came in coincidentally with
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from page 51
the rise of the diluted mix.

The reason for the acceptance of
the whole pattern of increasing re-
runs is the statistics indicating that
the audience drop for a rerun is
minimal. Once it was [ound that
almost as many people will sit
through «a show the sccond time
around as the first, producers, pro-
gramers and timebuvers quickly
learned to take advantage of this
loyalty. although there are indica-
tions now that the first rumblings
are beginning to stir lor a ncw look
at this accepted convention,

Says Lever Brothers’ Thurm:
“Historically, in past years there
has been little difterence in audi-
ence reaction between originals and
repeats.”

‘Il it's a good strong show,”” says
ABC’s Sonkin, the audience loss is
“a little. but not drastic. It a viewer
becomes a hard-core fan, he’ll stick
with a show”—even through reruns.

The most recent Nielsen study ol
rerun audiences for regular series
was made back in the 1961-62 sca-
son (there was one the next year
on specials). The series study
showed an amazingly high follow-
ing for programs the second time
around in-season. It goes from a
low of 8997 of the original audience
size lor general drama to 979, for
movies (thus explaining their rela-
tively high rerun prices) .

Thus the season change remains
the big factor. Summer audiences
slump oll an average of about 309 .
according to the ratings studies.
And the way they slump off plavs a
major role in the rerun pattern.

The studies show that the sum-
mer slump varies with the time
period: Audience loss is leaviest
early in the evening and slackens
later, from perhaps a high of 10
i the opening prime-time  hours
when late summer sunlight lures
the lamily outdoors, to a low ol 15
at night when the regulars are back
at the set lor their prebedtime view-
ing.

Buat, notes Sonkin, “an hour of
film at 7:30 p.m. costs just as much
as at 9 p.n., yet the audience falls
off more in the carly hours.” Henee,
all the more reason to help average
the cost over the year with more
reruns,

A minor revolt may be in the
making, however. Most ageney rep-
resentatives say they would be “very
interested” to see a new Nielsen
survey in the area of audience loss
on reruns, Many feel that the will-
ingness ol networks 1o schedule
specials  indicates that  audiences
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are becoming more sclective and,
therefore, the old pattern of rigid
loyalty to a particular series has
s'ipped. One major advertiser is
now in the process of secretly re-
studying audience change hetween
originals and repeats. “Now that
the 26/26 trend has set in, we are
in the process of re-examining the
situation,” acknowledges one execu-
tive.

On the other hand, certain net-
work people say it isn’t so. “We
had a recent test made,” savs Tan-
nucci. “Our rescarch indicated no
change Irom previous studies. Our
conclusion is that it is reasonable (o
assume there is no drop-oft in audi-
ence.”

The success in recent summers
of certain specials and some experi-
ments with low-cost original pro-
graming also scem to be the first
'appings of a new wave that may
be mounting to sweep away the
26/26 concept.

According to Greyv's Feniger, such

things as news specials—cited as
prime examples are NBC’s on
Khrushchev and CBS’s on the War-
ren Report last summer—are nat-
urals tor summer use.

LExplains one network ecxecutive,
a good news special that wouldn't
draw a high audience share during
the regular year goes up in the
summer ratings because its special-
ized viewership remains high while
gencral television viewing slumps.
“The audience loss for a series re-
peat may be negligible in that while
the number of sets in use goes
down, its audience share stays up,
even though its rating goes down
slightly,” says the network repre-
sentative. “Some programs—such as
the news specials—maintain  vir-
tually the same number of viewers,
while the number of scts goes down,
meaning it gets a much higher
share. Tts rating hasn’t gone up,
but evervone else’s has gone down
slightly.”

ABC’s Pevion Place did the same

Great TV shows aren’t written; they’re rewritten

On the lost continent ol Hollywood, there are two breeds that are
constantly in contention—the Producer and the Writer. And through
their friction, all great television shows are born.

The Writer’s chiel complaint against the Producer is that he demands
incessant rewrites. And the Producer’s chief complaint against the Writer
is that his deficiencies make the rewriting necessary.

The torment of this creative process is well illustrated in this drama
that recently untolded in the office ol Luther J. Brumbaugh, chief of
production at Pottage Studios on Sunset Boulevard in the Hollywood

Heartland.

Brumbaugh’s writer, Milo Funk, a ferret-like man, whose three children
all require massive orthodontia, is huddled in a large chair.

FADE I'N:

The room is decorated in Earlv Benito Mussolini. Producer Brumbaugh

sits behind a desk the size of a Ping-Pong table, a cigar jutting (rom his

tace. Writer and Producer are deep in a storyv conference. They have

been discussing Funk’s pilot script for a bold new spinoft, T/e Girl From

Star Trek. As Producer Brumbaugh slashes awayv at the script with a

felt-tipped pen, Funk sits grinding his teeth, an act made difficult by

his pronounced overbite.

BRUMBAUGH: Cut! Cut! Cut! This will need a complete rewrite, Funk.
A complete rewrite.

Brumbaugh looks at his watch, grunts his agitation.

BRUMBAUGH: T didn’t realize it was so late. Come on. Wc'll grab a
bite at the commissary and finish this later.

Brumbaugh rises, then stops, remembering something.

BRUMBAUGH: You'd better leave a note lor Sol. Tell him I'm going to
lunch and I'll see him later.

Funk nods and scribbles a note.

BRUMBAUGH: Read it to me.

FUNK: “Sol. Gone to lunch. Will meet with you later. Luther.”

BRUMBAUGEL: Hm. [ don’t know. It's catchy, it’s cute, but it doesn’t
erab me. 1y lacking something. Read it again.

IFUNK: “Sol. Gone (o tunch. Will meet with you later. Luther.”

Brumbaugh rises and begins to pace.
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thing as the only show on network
television with 52 weeks of orig-
inals (CBS’s IWhat’s My Line ran
47 originals, and five pre-emptions) .
Doing this brought the program’s
average up for the vear. “It jumps
imto the top 15 shows 1n the sum-
mer because it stays at the same
audience level while other shows
lall off,” Sonkin explains. “Peyton
Place 1s a good franchise show for
an advertiser because if you aver-
age it over the entire vear, it comes
out a pretty good buy. Most of the
advertisers on Peyton Place are 52-
week ones.”

Grey’s Ueniger calls the rear-
around Peyton Place (whicl, cost
$79,000 an episode to make last
vear and $85,000 this year) a “bell-
wether” for more programing like
this. Along with this come the suc-
cesses ol other low-cost programing
—ABC’s Dating Game and Newly-
wed Game and Picadi’ly Palace, are
among those cited. Without sen-
sational ratings, but with low costs,

they can afford to gain even a slight
edge on competitors by providing
something new, and thus they be-
come a good buyv.

CBS’s lannucci is among those
who doubt this trend will spread,
however, “Within ABC’s frame-
work ol lower ratings, these are
successtul shows,” he says. “They’re
casv 1o make and thev're established
products. The game shows already
ltave been tested in the davtime.
The incremental cost in making
them is lower too, because it means
Just adding one more production a
week 1o the schedule.”

ABC’s Sonkin counters: “There
will be more lower cost original
programing.” And he is backed up
by many advertisers, including one
agency programing vice president
who savs: “All vou've got to do iy
take a look at the book and sce
what a show like Dating Game did,
and you'll know that there's sure
to be more low-cost original pro-
grams made.” END

by Gerald Gardner

BRUMBAUGH: You know what’s wrong? It doesn't ring true. Consider
the motivation ol the man. He's going 1o lunch, right?

But he wants

[riend later.
Funk nods and scribbles again.
FUNK:

later. Luther.”

BRUMBAUGH: Better. T think we're getting verv close.

and this is vital—/he waits 1o sec his

How’s this. L. J.? “Sol. Gone o eat. Gotla go. Sce you

I'hat note has

a message, which the other lacked.

FUNK: Thank you, L. J.

BRUMBAUGH: Now let’s rework it once more. And this time, let’s try
to get in the mysterv ol youth, the agonv ol loss, and
the anguish ol a man who has discovered (oo late that

love 1s a sham.

Funk frowns, scribbles feverishly, then reads his notes.

FUNK:

“Sol. Having a bite at commissary. Plant vou now. Dig

you later. Luther.”

Brumbaugh does not replv, but settles back in his chair and closes his

eves for 18 minutes. Finally his eyes open and he squints over his cigar

like 2 man sighting over a gun barrel.

BRUMBAUGH: Now understand this. I sit in the producer’s chair. I'm
not a writer. If I were a writer I wouldn’t be here.

FUNK: Neither would L.

BRUMBAUGH: So remember; what I have to say is not sacred. It is
not chiseled in stone. And T do not like yes-men. T re-
spect a man who isn't afraid to stand up and say
“maybe.”

FUNK: Yes, sir.

BRUMBAUGH: Okay, that being understood, how about this? “Sol.
Running out, getting lunch, meeting later. Luther.”

Funk is silent, reflecting on the long line of undeveloped teeth stretch-

ing far out into the future.

FUNK: Beautilul, L. J.! Beautiful!

Brumbaugh sighs with satisfaction and Funk docs a quick final polish on

the note as we FADE OUT.
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ADVERTISING COSTS
from page 39

[n the print media, projected cosi
increases are slight. Both magazine
and newspaper costs were up 29,
this year, and are expected o in-
crease by 39, in 1968. The Bates
studyv predicts that the cost of the
supplements will hold steady this
coming vear, 19, less than the 1960
cost figures. Spot radio costs 1n-
creased 197 in 1967, and will prob-
ably increase another 1, in 1968.
Network radio costs, which neither
rose nor lell in '67, will most likelv
increase by 29, next year.

I'he unuts ol micasurement on
which the Bares media departiment
bases its cost study are: minutes
lor radio and TV, black-and-white
pages tor magazines and supple-
ments, 1,000 lines (black-and-white)
lor newspapers, and 100 showings
for outdoor,

Audience trends also put tele
vision way ahead of other media.
The ranks of daytime network
viewers have swollen 559 in the
last seven vears, but should increase
by only 2. in 1968, Evening net-
work and day spot also anticipate
a 297 rise in audience, while fringe
spot expects only 1%. The print
media. according (o Bates, will see
no substantial increases of audi-
ence. Bates expects radio, both net-
work and spot, to make a good
showineg with audience increases of
497, That 7, will put spot radio
169, ahead of its 1960 audience
levels and network radio 997 ahead
of 1960. Outdoor advertising, too.
mav see a 497 increase in audience.
a 3197 increase over the eight-year

period.
Television cost-per-thousand
rends  still show  cost  increases

ahead ol audience increases, excent
in the case of [ringe spot. In 1967,
fringe spot efficiencv seems to have
stabilized somewhat. although Bates
nredicts a percentage rise again in
14968, Bates's projections for 1968
foretell a 79 rise in daviime net-
work CPM. a 69, rise in evening
network and daytime spot, and a
5%, rise in Iringe spot.

Bates predicts that the network
radio audience will rise in 1968,
but that the costs will not rise cor-
respondinelv.  Spot radio should
tend to stabilize in 1968, afrer 1967
found it somewhat less efficient than
in the past.

Newspapers, relatively stable this
vear, will be less efficient next vear
with a 397, CPM increase.

The expansion of total adverts-
ing volume in 1967 should be nearly
89, outpacing a 5%, growth in the
gross national product. END
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FOCUS ON

1) Long shot of a plate of french fries and
ketchup. A male voice-over reads lan-
guorously: “It’s slow.”

2} ““So slow. Heinz. The Slow Ketclhup.”
Tight shot of the bhotlle neck and label.

3) A4 woman’s hand pours the sluggish
SO

ketcliup. “Heinz is too thick, loo rich to run.

1) Long shot of the prodict belhind the
plate of fremch fries. “We make it Uiat way
becanse we know how.”

5) Ol so slowly she takes one.

6) Close-up of woman’s Land and {rench
frv. moving slowly.

7) “There arve othey ketcliups that come oul
of the bottle faster. Much faster. T hey’re
ihinner, runnier.”

) Enter male haned. “With Heinz you get
cvery drop of tasie.”

9) Tight sliot of man’s hand and french fry.
10) “Heinz is (oo thick, 1oo rich to run.
Aund that is the way ketchup ought to be.
(1) Unseen hand writes $-L.-O-W in
keteligp-seript

12) The final shot. "Heime The §-L-O-W,
Stow Ketehup

2

FRLEVISION MAGAZING

@@MME[R%@BA&@)

2

Heinz.
The

Ketchup,
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How Heinz ketchup |
spots turn a defect
into a selling point

Heinz ketchup and Doyle Dane
Bernbach have teamed up to solve
an age-old ketchup packaging prob- | |
lem—through advertising. The nar-
row-mouth ketchup bottle is a clas-
sic nuisance that may date back
even farther than Heinz’s 89 vears |
in the business. Now they are tell-
ing us that the degree of ketchup-
pouring difficulty reflects the rich-
ness of the ketchup. The latest
thing in Heinz commercials bears |
the Doyle Dane trademark: A prod-

uct disadvantage has been made to

look good. |

There are three commercials in
the series, and there are 60-second
and 30-second versions of each. All |
of the commercials are basically
alike; only the ketchup vehicle |
varies—hamburger, french fries. hot P
dog. The films consist of an overlap
of dissolves. showing ketchup 007- |
ing out of its bottle to the nccom—l
paniment of Bobby Hackett on the
coronet.

Despite its inconvenience, the
consumer feels at home with the
traditional ketchup bottle. and
manufacturers have had a hard
time selling new packages. Taste
is alwavs a difficult idea to put
across, but DDB has found a way
to make ketchup inconvenience
demonstrate flavor. Because it's
slower, it's thicker: ergo, more pal-
atable. Arie Kopelman. supervisor
of the Heinz account at DDB ex-
plains: “You can show kids smack-
ing their lips, but who is going to
believe it? Anybody can do that.”
The competition is lareely of the
lip-smacking school. Delmonte and
unt, Tleinz's two serious competi-
tors, requently relv on shots of red.
ripe tomatoes to move ketchup off
the grocer’s shelves. i

Prior to this series, leinz had
used competitive demonstrations to
show that its ketchup was thicker |
than other brands. Heinz is count-
ing on the cumulative cffect of
these previous campaigns to give
meaning  to  1ts new  signature:
“Heinz, The S-1.-0-W Ketchup.”

The visuals are simple, and the
music is  vital.  “Essentiallv  we
wanted a very slow, melodic theme,
almost dinner music. A sound that
would give the commercial some
sex appeal,” says Kopelman. “You
are trying to make something that
is everyday seem exciting, and
there is nothing exciting about
somchody pouring ketchup on a
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hamburger.” The music was cre-
Jated solety for the Heinz campaign
by Mark Brown Associates

The one man at DDB who has
seenn the Heinz account through
lrom original napkin test to the
5-L-O-W  ketchup is Bert Stein-
ihauser, art director. Steinhauser
also supplied the inspired hand
that writes *‘S-L-O-W."

The sensual atmosphere of this
commercial is further enhanced by
the use of a lighting eflect lonnu
more often in stili photography
than motion pictures. .\ very in-
tense back-light source was em-
ployed. The tight, bright but unot
stark, wraps lovingly arours. the
hamburger and casts romantic sha-
tlows across the french fries.

When the commercial was pro-
aluced last year, Christopher Faton
was a tetevision supervisor and di-
rector on the Heinz account at
DDB. He has since moved to Peli-
can Films, but the awards on his
new ofhce wall attest to his work
for Heinz. He recalls the peculiar
|problems ketchup created on the
set: “It’s like working with ice
cream, and you can't cheat.” Under
hot lights the thickest ot ketchups
runs thin. The only way to keep
ketchup from becoming tomato
soup was to keep it nearby at
room temperature and run it into
the studio at the last minute,

Research has shown copy recall
on this commercial to be high, and
ketchup sales also indicate its eflec-
tiveness. Heinz's business was flat-
tening out when the company

*iUmoved its account to Doyle Dane

!

iBernbach three years ago, but today

“ wthe agency claims it has worked a
simiraculous cure. The advertising

tacreated by DDB in the last three
L

'years has helped achieve an increase

w of over 709, in ketchup sales, ac-

;

icording to John George, product

4l manager.

The production company for
‘Heinz was Video Productions Inc.
LAll three commercials were in color,

, Hand the total cost for the series was

!

! just over $50,000,

1t Should this campaign have failed,

it would have been a lot of money
tdown the drain, but Heinz did

¢ 1 have a new product to fall back on:
. BBig Mouth, ketchup in a wide-

imouth jar. Big Mouth was intro-
tiuced in a 20-second spot tacked
fon the end of one of the earlier
I "slow ketchup” commercials. Tt

wasn't created to replace the nar- |

row-necked container, but intended
[or use in cooking. Should the con-
sumer become fed up with “slow
ketchup”, however, Big Mouth pro-
vides Heinz with an emergency
exit. END

Second of a series:
what to do till

the typewriter comes
By Granger Trf[)/)

Among the sociological phenome-
na discussed by Mr. Shepherd
Mead in his treatise, “How to Suc-
ceed in Business \Without Really
Trying,” is the advertising agency
emplove who sits at his desk ap-
parently doing nothing. Is he thinL
ing of a client’s problem? Is he a
writer, plotting his next novel? An
artist, planning a one-man show?
Or a musician, conposing a sym-
phionic tone poem in which the ob-
server will appear as a discordant
squeal?

Alas tor visitors to agencies! How
can one tell what all those peoplec
are up to? But take heart: There is
a case to be made for the man
with the empty typewriter, for the
artist with the vacant drawing
board.

In fact, it has been said that by
the time vou, the writer, sit down
at your tvpewriter, or you, the artist,
at your board, the most important
part of your work should be com-
plete. For example, you should
beyond doubt:

I. Know your product. All too
often, the new commercial-maker
assumes that he knows all he needs
to know about the subject of the
television commercial he is about
to create. Sometimes his knowledge
is narrow and superficial. Obvi-
ously, he should have used the
product, if at all possible, and have
observed other people using it. He
should have talked with users and
nonusers. He should know its ad-
vantages and shortcomings.

It is sometimes argued that too
much knowledge of a product leads
to a tangle of minor technicalities.
A writer, for example, could get so
close to his subject that he writes
from the point of view of the manu-
facturer rather than the potential
customer.

However, if one had to make a
choice between a writer who knew
too little about the product and
one who knew too much, the de-
cision would be easy.

Nowadays most clients and ac-
count representatives go out of
their ways to make sure the creative
people have every opportunity to
become completely [amiliar with
the product they are expected to
sell. It is an investment of time

Tripp is VP-creative supervisor at J.
Walter Thompson, New York.
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and money that pays off in big divi-
dends.

H. Know your campaign. Some-
times the assignment calls for a
brand new campaign, but morc
olten, particularly for young peo-
pre, it will call for a commercial
that is part ol an existing cam-
paign. The tendency too often is to
assume that the briel slogan that
epitomizes the campaign is all one
needs to know.,

In fact, however, this is far from
the case. Why was the campaign
created in the way that it was?
What are the marketing factors be-
hind itz What 1s the strategy, the
proposition, the agreed-upon sell-
img stylez What other campaigns
were considered and  rejectedr
What campaigns are competitors
using? It's hard to know too much.

ItI. Know the other members oi
your team. Perhaps none ot the
things a commercial-maker should
do by way of preparation is more
important than getting to know
the other members of his team.

Nowadays the titles and job
functions of people involved in the
creation of a commercial vary
greatly from agency to agency and
even within one agency. Lach tean,
however, includes three primary
functions; writer, production super-
visor and TV art director. Some-
times one person will carry out two
or even all three of these functions,
but they are all present, no matter
how many bodies are involved.

Whatever the composition ol the
team or the titles of the members,
it 15 obvious that the writer, partic-
ularly the young writer, will be far
ahead if he brings his production
and art associates in on the prob-
lem from the very start.

So, too, will the producer or art
director, who wishes to create a
commercial from scratch, find help
in a good working relationship
with the people made available for
him to use. There is always the
temptation to go it alone, to keep
all the credit for oneself. Just
enough people succeed to make it
impossible to say “Never!” But
more than enough fail to make it
imperative to say: “Be careful.”

So important is this cooperative
effort that it should be part of the
function of account managers to
see that all members of the creative
team begin work at the same time,
and together. But whether it is
done for him through the organiza-
tional structure, or whether he
achieves it through his own effort,
it is a wise commercial-maker who
recognizes help for what it is, and
takes it.

IV. Know your ground rules. It |

Continued on page 62
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A TELEVINION
KNCOUNTER

TWO RIVAL
VIWS ON
TIHE
S0-SIGCOND
THLEVISION
COMMERCIAL

Kit MELWVISION MAGAZINLG

JOHN HUGHTS
ice poresident wnd nedia divecio
Hockaday . NWolle Giordano, New Yaorl:

To begin with, as network costs continue 1o rise, isolated 30’s will
determine whether or not small, single-product advertisers can
continuc to use the medium. Rising 60-second costs are heginning
to choke many small advertsers.  Isolated 30’s will be the only
way that these small advertisers can maintain adequate sched-
uling within the limits ol modest budgets. Jsolated 30-second
commercials should be priced at slightly more than 509 of the
corresponding 60-second cost. Thus, the needs of advertisers
would be served and the networks would also make more money.

With the high mortality rate of new programs, advertisers
should be allowed to “hedge” their investments through isolated
30-second participations instead of sponsorship commitments
with long-term clauses. I've worked on brands that were legis-
lated into programs that died. Enormous sums of money werc
simply wasted. We have already witnessed the change from every-
week sponsorship of programs to alternate-week sponsorships with
cross-plug arrangements. In the next few years, if costs continue
to rise, I think we’ll see sponsorships every third or fourth week
with isolated 3()'s used to cross plug.

I have discussed the advantage ol isolated 30’s with small ad-
vertisers, but even large, multiproduct advertisers will have
greater flexibility in scheduling individual brands through iso-
lated 30's. With all the sophisticated research that’s available to-
uay we can almost break down a program’s audience by the num-
ver of lefthanded, redheaded women over 140 pounds. If these
are the marketing targets for a brand, why should that brand be
scheduled in a program with a preponderance of righthanded
brunettes under 125 pounds just because a piggyback partner 1s

required? In some cases large, multiproduct advertisers schedule

brands in tandem just to amortize the high 60-second unit cost.
Isolated 30’s need not cause any change in total commercial time
or even commercial format. 1 suggest that two separate 30’s be
scheduled wherever piggyback commercials are now scheduled.
Certainly the viewing audience will not be any more disturbed by
two 30’s from two advertisers than they are by two 30’s lrom one
advertiser.

Isolated 30’s might even be the catalyst to reduce commercial
time. 11 advertisers were allowed to sponsor programs every third
or fourth week, network billboards might be retinquished. The
many advantages of isolated 30's might far outweigh the loss of
billboards.

Some isolated 30's are already being scheduled in prime time
by program sponsors that schedule their three commercial min-
utes as one 30, two 60’s (with one a cross plug) and one 30. This
allows a sponsor with various brands within the same produci
category (o separate the products with some program time. The
next step is simply for the networks to sell these isolated 30's to
dilferent sponsors.

Il my memory serves me correctly, the networks began piggy-
backing and the local stations then followed suit. Now the local
stations are beginning (o show signs of recognizing the value of

Continued on page 62
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A broadcaster receives his license to operate in the “public in-
terest.” He is well aware, however, that to operate in the public
interest, he must have a firm foundation ol revenue based on the
interest of the advertiser. The advertiser's basic interest is the
size and type of audience he can reach. His interest is selling his
product. One should belicve, therefore, that there ought to be a
compatability of interest to a common end in building the larg-
est possible audience to a station. It is then that a common goal
can be reached for both——the largest possible public to serve, the
largest possible public to reach.

As a broadcaster, however, I have regretfully felt that this com-
mon interest is not often achieved through what we might call a
compatibility of thought and idea. Through the years broad-
casters have found that the advertiser or his agency has attempted
to change what used to seem <asonable methods of advertising
exposure through a variety of approaches to reach larger audi-
ences for less relative expense. This has included the piggvback,
the trading of time to get broader reach, increased quest for the
so-called 30 second.

Is there something wrong with the 30 second in itself? No.
Wtajg-Tv had such on the rate card 15 years ago. belore the days
of fractionalizing.

In this latest effort, a broadcaster must say, if he operates in the
public interest and the interests of the industry, that there are a
number of dimensions and implications to be considered. Basical-
ly, the question surrounds the premise that you can't serve the
public and, in turn, serve the needs of the advertiser (which the
advertiser sometimes seems not to understand), if vou create a
climate that ultimately makes the advertising as well as the pro-
graming less attractive to the audience.

Through trial and error, research and rcason, the broadcaster
has learned a number of things. He knows that the number of
interruptions within a given period can add to or reduce the
audience appeal of the programing. He understands that the
number ot commercial impacts can do the same thing. He also
understands clutter. They're all problems.

It is my belief that the piggyback, which perhaps temporarily
seemed to serve the advertiser, in the long run does himself and
the stations a distinctive disservice. The 30 second, basically, is
just another version of the old story of an effort to get more ex-
posure at less money, {ractionalizing and degrading the methods
and manners in which commercial exposures are riding on pro-
graming.

Most broadcasters long ago discovered that the marriage of two
announcements, the decrease in the number of interruptions
within a program, was far more acceptable to the audience. The
code says you can bunch three, and the limit is placed with good
reason. It can be predicted that the 30 second will never become
an island insert or the advertiser will be content to see a pairing
of less than four in the manner of the double piggyback. There
are economic complications for the broadcaster too, but that is

Continued on page 62

GEORGE COMTE
Vice president and general manager,
WTMJ-AM-FM-TV Milwaukee
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The common denominator in mergers: similarities i management and ‘or marketing

DIVERSIFICATION

from page 43

a conglomerate. We are more what
you might call a compatible indus-
try.”

Says John Murphy, president of
the Cincinnati-based Avco Broad-
casting:  “'Diversification in  our
busiuess is no different than in anv
other. Procter & Gamble started
out making soap. Now they're in
everything Irom toothpaste to pea-
nut butter.”

Service, communications, educa-
tion, entertainment—and whopping
chunks of money—all these com-
mon factors of the television indus-
try tie together in not always
apparent ways to provide an under-
lving pattern to a field that on the
surface may have scemed, like
Topsy, to have “just growed.”

In each case of recent diversif-
ation by individual broadcasters,
Saito finds there is “a common de-
nominalor in something related in
marketing or management.” And
n their branching-out. many of

1e broadcasters displav a tendency
o continue more deeply into a par-
ticular area once headed that way.
Thus, although Rollins owns out-
door advertising and even a cos-
metics firm, since its acquisition of
he exterminating service, it has
tended to concentrate further
growth in the home-products and
building-services fields, including
establishment of a large building-
maintenance division.

Bargain hunters

There are the rule-proving ex-
ceptions. Some  propertics are
bought simply because they are
considered a bargain. Thus Rollins
also owns citrus groves in Florida
and Reeves has a real-estate divi-
ston developing subdivisions in the
Carolinas. “When you can buy
cheap land and build up 1ts value,

i's «damn  good business,”  says
Reeves.
The Ouilet Co., Providence,

R. I, is in the department store
business, a sort of service-merchan-
dise combination.

Storer caused controversy with
its decision to buy the financially
disabled Northeast Airlines. (RKO
Gencral also is in the airline busi-
ness with Frontier) Storer broke
the accustomed rules:  Although
technically a service industry, an
airline is federally regulated and
requires huge cash expenditures for
equipment. But then, noies one
analyst, in a market hot with merg-

TLLEVISION MAGAZINE

er fever “almost anvihing available
is fair game.”

There 1s no question that, with
the funds to ride the crest, broad-
casting is being swept along with
the general merger wave.

“You name the industry, and it
has diversified,” says analyst Mc-
Laughlin. “TI’'ve never seen so many
mergers as this year. It’s all part of
the conglomerate theory that has
come to the fore: You throw a
mish-mash of companies together,
keep autonomy and basic manage-
ment of each one and all they do
is report to the top.”

Conglomerates

Thus Avco, which is primarily a
defense industry that swallowed up
the former Crosley Broadcasting
Co., is now in the process of merg-
ing with the Paul Revere Corp., a
Boston holding company.

The big Desilu Productions Inc.
has been tucked into Gulf & West-
ern Industries. One of the widest
ranging and most acquisitive of the
conglomerate merger octopuses,
Gulf & Western, also owns Para-
mount Pictures Corp.

Baldwin-Montrose, a chemical
company, is in the process of buy-
ing up more than a third of Chris-
Craft, the broadcasting-boat build-
ing-auto upholstering-oil-and-gas-
owning combination.

The acquisition urge even has
hit such a tangential TV business
as Subscription Television Inc.,
which bought the John Blue group
of companies, makers of equipment
lor applying fertilizers and pesti-
cides. And the advertising firm of
Papert, Koenig, Lois Inc. bought a
Florida company marketing motor-
driven bicycles. Hardly anyone,
however, sces these buys as estab-
lishing a new pattern. “It’s just
the kind of market we're in across
the board,” sighs analyst McLaugh-
lin.

This past summer, even in the
production field there were such
things as the smaller, younger but
ageressively led Seven Arts Ltd.
merging itsell into leadership of
the older Warner Bros. Pictures.
And the analysts envision many
other possibilities for compatible
conglomerates within the industry.
The cite, for example, MGM's now
suspended talks with John Blair &
Co., the: New York radio and tele-
vision station sales representative,
They also however, warn of a limit-
ing factor in many possible inter-
industry marriages—such as, say,
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broadcastcr-advertising agency mer-
gers—in the ever-present threat of
government antitrust action.

Perhaps the oldest and most ob-
vious broadcasting link has been
with periodical publishing: Scripps-
Howard, Hearst, Newhouse, Gan-
net, Cowles Communications, Mecre-
dith Publishing, I'ime Inc., Bartell
Media and Triangle; all of them
are newspaper and/or magazine
publishing operations.

Rust Craft Greeting, which makes
greeting cards and stationery, is
really in a publishing business of
sorts. And the eager diversifiers
have been picking up even more,
if less obvious, publishing enter-
prises.

Cox, which also owns newspa-
pers, has taken on United Techni-
cal Publishing Co., which makes
catalogues for the electronics in-
dustry, among other things. On the
network level, NBC’s parent RCA
now has Random House, and CBS
has acquired Holt, Rinehart &
Winston. International Telephone
& Telegraph, which ABC would
like to join, already has Howard
W. Sams, textbook and technical
publisher. “For broadcasters it’s a
logical extension into the printed
field,” says analyst McLaughlin.
“They’re sort of related and there’s
fantastic potential.”

Electronics and TV

Electronics products or services
have traditionally been the other
most logical alignment for broad-
casters. NBC, after all, is only one
part of the huge RCA electronics
empire; CBS has CBS Labs, some
equipment manufacturing and rec-
ords; ABC also has records and
shares of engineering and commu-
nications firms; Westinghouse has
its Group W stations; Reeves In-
dustries produces such things as
tapes and operates large studios in
New York City; Sarkes Tarzian
makes tapes and electronics gear,
such as television cameras, and so
on down the line.

Many broadcasters have plunged
into the cable-television field and
there is heavy involvement on such
experimental [ronts as microwave
and satellite communications as
everyone looks to the future growth
of electronic wizardry.

Although there is sharp division
within the industry on whether
CATYV will someday become linked
with pay television, there is little
question that almost everyone
wants to have his foot in the door
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{
o take advantage of whatever de-
Ivelops on the technology frontier.

“I think all broadcasters are look-

ing toward the day of pay televi-
sion,” says analyst Jepson. “In the
back ol their minds they think the
networks as we know them today
will not operate the same.”
t “It's no secret that all broadcast-
ing is looking for the best sites for
CATV,” says McLaughlin. “The
rack door to the industry 1s through
cableviston.”

“It's a matter ol opinion,” says
Avco’s Murphy. “Our attitude on
CATYV is that it’s a supplement to
TV. People are going into it to
orotect their interests and incre .se
activity.”

“I think that some day CATV
will tie in with pay TV,” says
Reeves. “Right now we're being
wurt profit-wise by our CATV prop-
erties, but there’s an explosion
ahead in pay television. That’s just
as obvious as the fact that the sun’s
going to come up, and everyone
wants to be ready because the field
will be tremendous. The television
market is already unbelievable and
there’ll be an insatiable demand
for more.”

Television is a communications

business that has boomed in an era
of expanding economy, exploding
population and growing leisurc-
time demand tor education and en-
tertainment. \What more logical
fields to plan lor in the [uture then
than expanded communications,
education and entertainment?

“Lducation means communica-
tion,” says analyst [epson.

“With the population explosion,
the need for information is going
to be fantastic,” says lellow-analyst
McLaughlin. “There will be a de-
mand for such things as true edu-
cational TV, somecthing ftar super-
ior to what we have now on such
a limited scale. With a shortage of
teachers and untversities in com-
ing years, it will have to be done
electronically.

Thus the logical acquisition by
CBS ol such things as Creative
Plavthings, suppliers ol education-
al systems and teaching aids tor
youngsters; Film _.\ssociates and
Bailev Films, both Calilornia pro-
ducers and distributors of educa-
tional flms. Significantly, in the
related worlds ol communications
and education these CBS holdings
were lumped last month with the
Holt, Rinehart & Winston publish-

ing subsidiary into a separate CBS/
Holt group for publishing and edu-
cational services.

The expanding recreation-enter-
tainment field also makes it logical,
analysts say, for a CBS investment
such as its purchase ot the New
York Yankces Dbaseball team, or
even ils acquisition of such things
as the Fender Guitar and Ampliher
Companies, Rogers Drums and
Electro Music Inc.

“All our acquisitions are asso-
ciated with our basic business—
communicating with masses of peo-
ple,” says Felix A. Kalinski, who
until being named head of a new
division last month was CBS vice
president for planning. “If you call
this a communications industry,
that’s entirely correct.

“That's the way we got into pub-
lishing: on an analysis ol our capa-
bilities and how best to use our re-
sources in a more ellective way. It
is a contiguous field.”

Although some analysts criticice
CBS for diftusing its energy and at
tertion by picking up 100 man;
small firms, relative to 1ts own huge
size, no one quarrels with the phi-
losophy ol the choices. “The areas
CBS has chosen all make sense,”

o —————————— e e

At CBS Inc., diversification is carefully planned

‘Towering most noticeably in the
ivanguard of those driving [or
broadcast diversity has been the
giant of CBS Inc, with its pur-
chases of everything from the New
York Yankees to Holt, Rinehart &
Winston Inc., publishers.

How does a corporation like CBS
go about picking 1ts next intended?
‘With carelul calculation.

As CBS moved into high gear
swith its acquisition program a lit-
itle more than a year ago it created
ithe job of a pilot specifically to
steer the acquisition course, a vice
‘president in charge ol planning
‘growth and screening diversifica-
‘tion opportunities. The vice presi-
‘dent, Felix Kalinski, says: “Al-
‘though within the last two years
‘we have formalized our acquisition
Jprocess, we don’t have a mecha-
‘nistic procedure. This is not the
“kind of activity that lends itself to
ta system. It is part of over-all top
“management and must remain flexi-
Uble to deal with each specific situ-
Sation.

“Being a large company in the
public eye, people invariably come
by and say: “Why don’t you buy us

ut” There are always properties

available and we do listen to what
people have to oller us. But pri-
marily the planning section looks
to the future to identify our needs
and find what company we could
look for to fill those needs.”” When
it is determined that CBS should

Kalinski

move into an area, Kalinski says,
three things are done:

“1) We make a thorough exami-
nation of the industry to be sure
we have properly identified it and
the way it fits our needs.

“2) We examine all the com-
panies in that industry that look
most promising in terms of growth

rates, patiern of development, man-
agement and [uture potential.

“3) We synthesize the candidates
down to one or two. By this time
the situation is down to personali-
ties involved in runniug the com-
panies and our handling is difterent
in each case.”

As an example, CBS’s most re-
cent proposed acquisition is Sun-
iet House Corp., a Los Angeles
mail-order firm specializing in gifts
and small household goods lor
which CBS will pay a $15 million
stock issue.

[t came about when the planning
department sent memos to each
(.BS division asking them (o “look
into your own future and decide
how you're going to grow.” The
direct-marketing-services  division,
which has the principal function of
operating the world’s largest record
club from a computerized center in
Terre Haute, Ind., replied that it
probably could do with some sort
of mail-order firm specializing in
small goods, an extension of what
it already is equipped for. So CBS
went out and found Sunset House
and bought it, pending approval by
stockholders of both companies. ENb
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Broadcasters have been slowest moving into program production, but that’s changing now

DIVERSIFICATION

from page 59

says Saito. ““I'hey might for most
other broadcasters, t0o0.”

I'he related area into which
broadcasting has been slowest to
move is that ol production. But
now growth also 1s changing that.
CBS has set up a division to pro-
duce and distribute feature films.
Metromedia purchased Wolper Pro-
ductions, the independent pro-
ducer, and is moving it toward fea-
ture-hlm production. Cincinnati-
based Talt Broadcasting purchased
Hanna - Barbera  Productions of
Hollywood, the world’s largest pro-
ducer of animated films. Cox
bought Walter Schwimmer Co.,
and now plans to acquire Bing
Crosby Productions, RKO General
plans expanded small-scale produc-
tion with completion of new color
studios in New York City this
month. Westinghouse Broadcasting
Is heavy in production, including
the Merv Griffin Show and the
Mike Douglas Show.

Analyst Gerard finds this “the
logical way theyre going to go.
We're probably going to sce more
programing.” Analysts and broad-
casters agree that production has
been shied away from in the past
because it is a risky business de-
manding large investments, un-
usual combinations of artistic flare
and business acumen, and in the
end, Dbrings in widely {fluctuating
returns as contrasted to broadcast-
ing’s velatively stable income.

Uncreative

Notes  Reeves: “The average
broadcast operation outside the
networks hasn’t heen too creative.
In fact, they've heen glorified pro-
jection booths. When you could
either buy shows or get them piped
in, why try something as precarious
as production, where you could go
broke last?” '

As broadcasters grow larger, in
addition 1o the logic of what ana-
lyst Saito calls “vertical integra-
tion” ol producing their own prod-
uct to meet the ever-growing de-
mand for more broadcast material,
the spiraling cost of feature films
for television is noted as a catalyst
to force self-production.

“There’s no rhyme or reason why
movie companies should get (he
prices they do except that they're
holding back fihns,” says :ma%yst
McLaughlin. One way or another,
“the broadcasters will have (o force

TLEY FVISTON MAGAZINELE

a trend back to the making ol hour
or hour-and-a-hall movies for TV.”

Where is it all leading? Security
analysts  and  broadcast-industry
leaders both sec no growth restric-
tions and, depending on technical
developments and  antitrust  atti-
tudes, they say the ultimate growth
is wide open. Many envision emer-
gence ol a number ol communica-
tions giants spanning everything
from broadcasting to publishing to
computers.

Some, they say, probably will
grow from the present networks
and expanding group broadcasters.
Others could come {rom outside,
but neighboring, fields.

“The first thing is how do we
define communications?” asks ana-
lyst Jepson. “Because there are
bound to be fantastic communica-
tions giants developing. Is com-
munications broadcasting, repro-
duction, publishing, movies, mail-
order advertising—or is it all of
that?”

Non-TV communicators

He notes there are companies al-
ready large in some of these areas
but not yet in television. Jepson
cites Xerox with its copying and
data-processing technology; Nation-
al Cash Register Co., which is in-
volved with paperless publishing
and data storage. Others see large
publishers (perhaps one already in-
volved in broadcasting and com-
munications technology, such as
Time-Life) creating all-media em-
pires. “A lot of very diverse in-
terests are going to move into this
industry,” says Jepson. “It’s a glam-
our field” and there’s no reason
why someone outside it in the
equipment field, for example, could
not pick up broadcast holdings.

Reeves envisions companies with
investments of ‘““tens of millions
ol dollars” providing information
services “like a utility providing
gas-or clectricity.”

With “no limits whatever on
egrowth” for both large and small
broadcasters, CBS’s Kalinski fore-
sees “‘some sort of cohesive com-
munications conglomerate  with
people ol all kinds in the field. It
won’t be dominated by giants.
There will be opportunities for
small companies also, providing
specific services, such as computer
software.”

Most, [rom large to small broad-
casters, say they're watching on the
threshold. Says Cox’s Kirtland: “We
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can see all the components—pay
I'V, CATV, video-phones, facsim-
ile papers—Dbut they haven’t been
put together vet. We do kitow we'd
like to bring into the home any-
thing that's going to come in, and
we suspect that with broadcasting
as a base, there's a little bit of a
head start because we're already
in the home.”

The future

Weston C. Pullen ]Jr., president
of Time-Life Broadcast, says:
“We're very awarc of the implica-
tions of the future. \We've hired
outside firms to take a look at all
the elements—what’s going to be-
come ol magazincs, books, tacsimile
—the total picture.” At the same
time, Time-Life maintains its in-
volvement with such technology
as CATYV, microwave and satellite
communications. “In general, we're
trying to keep our eyes open.”

At a much closer range, most
analysts see continued expansion of
broadcasters for the next few years
along the same lines they are fol-
lowing now. There will be con-
tinued acquisitions of such things
as bottling companies, suburban
newspaper chains and consumer-
service companies, although the
market may become tighter as buy-
ing trims the available field. ,

“Group broadcasters,” notes Sai-
to, “are still small enough that
there is a sufficient number of small
private or public companies to ac-
quire over the short term. It’s not
like ITT, which has only a limited
number of choices when it starts to
look around for a merger.” Some
of the smaller broadcast interests
(for example, the Georgia-based
Fuqua Industries, which has been
growing fast with acquisition of
such things as a steel-building fab-
rication company in Arkansas and
a power-equipment manufacturer
in Georgia) are predicted to be the
hottest growth companies.

There will be some consolida-
tions, analysts say, leading in
Gerard’s view, to “big companies
with smaller interests in broadcast-
ing.” Saito finds this “‘good from
an industry standpoint because
there will be fewer single owners
and the groups will better represent
the industry by providing better op-
erating know-how, marketing and
research.”

The three networks are envi-
sioned as growing proportionately,
too, with ABC having to find some;
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OU'RE A BROADCAST PROMOTION MAN.

hat means your job is communication. Communication
rough radio, television, newspapers, letters,

nversation — through almost every medium.

That's why the big Broadcasters Promotion Association
minar in Toronto is entitled MAN: THE COMMUNICATOR.
Because it's dedicated to helping you communicate

d persuade more effectively.

At the Seminar the emphasis will be on involvement.
volvement in lively discussions and clinics. Involvement

ith prominent speakers. Involvement with new concepts
effective communication. Involvement with experts.

No matter whether you're in a big market or a littie one,
hether you're in radio or TV, whether you're a rookie

an old pro; you'll learn things in Toronto that will help you
me out on top.

Your business is communication.

Come to Toronto and learn to make the best of it.

h ANNUAL SEMINAR, ROYAL YORK HOTEL

RONTO, CANADA

TOBER 16-18, 1967

r the full story contact BPA. Non-members: Come join us.

rt of your registration fee applies to your membership dues!

The power of communication
IS

Broadcasters Promotion Association
1812 Hempstead Road
Lancaster, Pennsylvania 17601

CHECK ONE:

Voting Member []  Affiliate Member [] Asso. Member []
Non-Member []

Advance Registration: BPA Member $50.00,

Non-Member $65.00

Registration at Seminar: BPA Member $55.00,

Non-Member $70.00

Are you bringing your wife? Yes_ _ No.

Name._ =
Station or Firm_ _=

Address_ 3 __! _ 0 W GBI

City. St = —2 5 Statel

Attached is my check for $ as my advance registration fee.
Malil this registration torm with your check to BPA address above.

R Ll iy ¥
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Your Blair Man Knows. ..

Ground is breaking in the greater
Wheeling area . . . officials shoveled
deep into a 350-acre site, the be-
ginning of Wheeling’s North Park
subdivision. North Park plans 600
housing units including 300 private
homes and 300 upartments, a shop-
ping center and playgrounds. Big
things are happening in the WTRF-
TV Wheeling-Steubenville Market
more reasons why your TV
schedules should be beamed 1o the
WTRY-TV consumer audience.

BLAIR TELEVISION

Representative for

WTRF-TV

Channel 7
Wheeling, West Virginia

RESTAURANT

VOISIN

One of the Great
Restaurants of the World
Presents

T
~ CLIENT
 LUNCHEON

For that most important

| social or business luncheon,
| our courtesy limousine
[ will escort you and your
guests to the Voisin for

an unhurried luncheon in !

quiet, relaxed surroundings. ‘L

pri<-fixe $6.00
FOR DINNER AND
LUNCHLON RESERVATIONS
MICHLL LF 5-3800
Restaurant Voisin
30 Fast 65th Street
New York City

|

DIVERSIFICATION

from page 60

one big to combine with, even if
it can’t be ITT.

At medium range, most analysts
stll point to the long-predicted
leveling off in television growth.
“We have to reach the maturity ot
the television industry some day,”
says Jepson. “Now that it has pene-
trated 969, ol the homes, the end
ol an expanding market will come
and onc ol these days it will have to
start growing more in line with the
economy.” Over the next lew years,
though, Saito points out, there may
be even more available cash lor
acquisition now that most televi-
sion broadcasters have completed
installation ol color equipment and
have little need for internal cash.

Overall, says CBS’s Kalinski:
“Technology is moving us very
rapidly into change, and it’s not
clear that change is going to be rep-
resentative to everyone in the field.
You have (o be very fast on your
feet or vou'll be lelt behind.” Enp

ENCOUNTER: COMTE
Jrom page 57

an entirely dillerent topic from the
basic “interest of the public” or the
advertising load quotient the pub-
lic will tolerate.

It has always been an anomaly
that the advertising expert has long
preached the insidious ellects ol
clutter, yet it is a beliel among
broadcasters that the consistent el-
lort 1o get more lor less has been
more than anvthing else the reason
for this clutter. The widespread
mtroduction ot the 30 second on
top ol an andusiry that is alread
sultering from the impression of
possible over-advertsing  exposure
cannot contribute to the longtime
health and public acceptance ol
the mosg powerful and most attrac
tive attention getter yer devised by
M. We shonld not allow  tele-
vision to be desecrated by an ex
pedicur of the moment either lo
cally or on network. We mnust look
npon television for what 1t is and
play npon its greatness, not prev
lll')()n L TND

ENCOUNTIR:
Jrom page 56
wsolared 30°s and the
chvagping ther leet
Tews face it The metworks are
really only selling audiences. el
viston, with the possible exception
ol a few programs, has never ap
proached radio in Lerms ol spoosor

ITUGHIES

networks are

— 0 lCGON. Bob ope on radio

TELEVISION MAGAZING
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meant Pepsodent, Jack Benny on
radio meant Jello, Jack Armstrong
on radio meant Wheaties. Hope
and Benny switched to television
and their names mean “participat-
ing sponsors.” They are no longer
identified with specific products. I
doubt that top-of-the-mind con-
sumer identification of program
sponsorship is over 5.

“Program  compatibility” are
words that were popular a few
years ago, but they are not much in
use any longer. Today all kinds of
products pop up in all kinds of pro-
grams. We have food products in
westerns and hygiene products in
gruesome war programs, and the
combination of products in movies
changes from week to week with
each particular movie,

Even though the networks con-
trol almost all programs, they
should be realistic and realize that
sponsor dollars make the programs
possible and sponsors should have
a voice in the division of commer-
cial messages.

I believe that as time goes on
piggybacks will play less and less of
an important role in the television
scheme of things and the extended
use ol isolated 3(Vs is inevitable.
Sooner or later the networks will
recognize the efficacy of isolated
30’s. END

FOCUSON COMMERCIALS
from page 55

is discouraging to sce people sit
down at the typewriter and type
madly ofl in all directions without
first determining as much as they
possibly can  about the physical
characteristics their bhrainchild will
lave 1o assume. In addition to such
obvious ground rules as length, the
character ol the commercial should
he mtluenced by the kind ol pro-
grams for which it is mtended,
whether ic will appear as a wild
spot or as part of a particular pro-
eram, how often it will be reused
and to some extent by the available
production budget.

Aguain, it might be argued that it
is possible tor a writer to know
too much, chat he nught hecome
confused by derails, But the view
from here s thar the commercial-
maker is beteer off with more rather
than less information,

V. know  your medium.  Of
conrse, the more the commercial
maker knows aboyt television as a
whole, the better oft he will be.
But i addition, he needs to be
an expert—and an adimirer of—the
specific Kinds of television in which
he will he working, somertimes film,
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t sometimes video tape, sometimes

live.

| In some cases the members of
the creative team may be able to
suggest whether they prefer their
commercial to be produced on film,
on video tape or live. More often,
circumstances will have established
the medium they are to use.

In either case 1t is vital to under-
stand the difterent capabilities of
the available media, as well as the
various combinations ol film, video
tape, and live now available, in-
cluding the live commercial that
1s an integral part of a video-taped
show, the pretaped commercial that
is shot in the manner ol a live com-
mercial, video tape that is shot

TV'S LABOR UNIONS

from page 33

pattern of union agrcements in

lorce. The major difterence among

them is that CBS technicians are
represented by IBEW, while the

NBC and ABC technical men fall

under the bargaining purview of

NABET.

The basic division in talent rep-
resentation is between AFTRA,
which bargains for roughlyv all who
appear or talk on the air, in person
or on tape, and the Screen Actors
Guild, which represents performers
in filmed programing.

In the case of national contracts,
unions generally negotiate with the
networks collectively, though a
separate contract—somectimes dif-
ferent in substance—may be signed
with each. Similar collective ne-
gotiation is often used lor local
agreements in cities where facilities
are operated by all networks. Por-
tions of the staffs of one or more
stations of a group-station operator
may be encompassed by the same
negotiations, or even the personnel
ot a single station. Negotiating
units may follow geographic or
company lines, even though each
company may sign a separate pact.
IATSE’s local 644 actually covers
cameramen all over the East Coast.

The networks are really a step

! removed from determining series-
program costs. As George Fuchs,
NBC’s personnel vice president,
| points out: “We're just the custo-
I mers for TV film, but the employ-
© ers are really the film producers on
| the West Coast.”

The distance from film talent’s
paycheck is a mixed blessing for
the networks. It may reduce their
influence over cost control, but the
production expenses is passed di-
rectly to the sponsor. The network
is freed from an enormous labor-

using film techniques and the
filmed commercial that can be
rushed to completion on video
tape. The more one knows about
the strengths and weaknesses of
each ol these combinations, the
more flexible he can be.

It people who originate televi-
sion commercials share anything
with the novelist and playwright,
it is an aftection for small excuses
to postpone writing. The trip to
the pencil sharpener, the excurston
to acquire a new vellow pad, the
repeated journey to the water foun-
tain are all familiar to anyone who
has taced the task ol finally getting
it down on paper. [t is unfortu-
natelv possible that the eager pur-

suit of the information described
above can become a career in it-
selt. Sooner or later one has to
decide that he has indeed learned
enough about the problem and
that there is no choice now but to
solve it. Sad day, he must truly go
to work.

But terrible though it Is to con-
template the end of excuses, the
time he has invested is sure to pay
oll in successlul conclusion.

“There’s never time to do it
right, there's always time to do it
over,” sav the bovs in the bull pen.
Jut it the gods are smiling and
preparation is complete, perhaps
vou won't have to do it over, alter
all. END

relations burden and the whole
film-series area 1is eilectively seg-
mented from other labor units.

The networks have retreated par-
tiallv from then influence over
labor negotiations covering produc-
tion of television commercials. The
situation is complicated by the jur-
isdictional split by which SAG
governs filmed commercials and
AFTRA governs taped commer-
cials.

SAG and AFTRA sit down with
networks and agencies at the same
time, but the networks are no
longer signatories to the film-com-
mercial code. Prior to 1963 the
networks had done the bargaining
with SAG and this had left them
open to charges from the spot-tele-
vision business ol making conces-
sions in the commercial area for
favors returned in the SAG con-
tracts covering film programs. Ac-
cording to network negotiators,
theyre delighted to have the film-
commmercial onus removed from
them.

[he mixed allegiances of TV's
labor force and intraunion blood
letting are currently less publicized
than cooperative union efforts. hut
TV’s labor groups, have vyet to
prove their new unity is more than
a superficial adornment and to con.
vince skeptics that talk at union-
headquarters levels is more than a
pacification program being worked
on the rank and file.

i he evidence of cooperation is
clear enough. When AFTRA
launched its 13-day strike against
the networks last April, membhers
of NABET, IBEW, IATSE, WGA
and SAG also walked out on indi-
vidual initiative.

No-strike clauses in the various
contracts of these other unions pre-
vented union-imposed sympathy
strikes, but individuals could and

www.americanradiohistorv.com

did honor AFTRA’s picket lines in
spite of the threat ol network ve-
prisal. Not only was it AFTRA’s
first national strike, but the indus-
try's talent, technicians and even
unskilled labor showed the net-
works an unprecedented, if not
fully united, front.

What did it net AFTRA and the
newsmen at the network owned-
and-operated stations whose inter-
ests were the moving cause of the
strike? Donald Conaway, AFTRA
national executive secretary, refers
to the scttlement as a victory, but
network management indicates that
it conceded little beyond the rerms
it oltered at the frst mediation
sessions before the strike was called.

Later with the future ot its
NABET technical brothers on the
line, AFTRA gave notice that it
not only felt duty bound to honor
NABET picket lines, but would au-
thorisze a walkout in the event ol a
NABET strike. AFTR.\'s national
hoard declared without hesitation
that it would respect NABET lines.
AFTRA could declare such a strike
formally, without fear of a legal
tangle, hecause final signing was
still pending for its own national
codes. Asked whether AFTRA
would authorize such a NABET-
sympathy walkout anyway,
AFTRA's Conaway said legal in-
tricacies prevented an immediate
answer.

The no-strike clause, which has
been a sine qua non lor manage-
ment’s signature on television labor
agreements and which is central to
the union’s ability to strike with
impunity and in {ull concert, has
become a celebrated union cause.
AFTRA, at its July convention in
San Francisco, resolved to demand
the right to honor other unions’
picket lines in its codes.

The unjon tried unsuccessfully
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ftighe BRANEL

““What good does

vertising do?”’

Advertising Sells Good Works

(as well as goods and services)

| Tlil:re's a ﬂﬁ;e
Aains r men
Whs 80508 Bhage ar U,
et retarded people. o i app e Pioyens’™

u,‘-pnr'.l
(o A rtch

¥V ho knows?
3% even show a profi

-
You can give her hope.

Have you noticed how often, when an importani public cause is at stake, people turn to a good salesman for
leadership? Successful businessmen have given uncountable man-hours to America’s schools, churches
and charities, and have led in solving major national problems. For its part, advertising—good salesman
that it is—has provided the means to communicate such causes to the American people.

‘ For 25 years ads like these have been prepared by advertising agencies who volunteer their services.
Radio and television give lime on the air; space Is donated by newspapers and magazines. Last year alone,
for example, business publications like this one gave more than a million dollars’ worth of space in the
public interest through The Advertising Council of which the American business press is a part.
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BN

25 yoars of advertising contributed for the public good

www americanradiohistorv com
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TV'S LABOR UNIONS |

from page 63

for the same authority during its
last network negotiations. The
three-year agreements come up for |
renewal again in 1969. .

NABET, in its recent round of
negotiations with ABC and NBC,
was looking for a much broader
victory on the no-strike issue. Gen-
erally, contracts provide that there
will be no stoppage of work or
lockout unless one of the parties
fails to comply with the decision of
an arbitrator regarding an interim
grievance.

The union was seeking to reserve
the right to strike in case the exer-
cise of the so-called management
prerogative resulted in a changed
working condition or technique
that the union should take excep-
tion to, in effect, the right to strike
on its own initiative without sub-
mitting to arbitration. NBC'’s
Fuchs, who says such a concession
would bring “World War III, five
days a week around here,” doubts
any network would ever sign away
that right to a union. By the time
the NABET-network negotiations
were over the union had dropped
this demand.

The NABET vevolt ‘

NABET has been riddled with
internal wounds that only recent-
ly showed signs of mending. Its
bargaining position with the net-
works had been badly damaged by
open membership revolt. NABET |
is no mirocosm of TV unionism,
but its internal upheavals have left
a locally oriented organization that
may be representative of the local-
power cry of other TV labor |
groups.

The 2,800 members of NABET
employed by NBC and ABC had
not been pleased with their last net-
work agreement and by last March
when it came time to negotiate
again they had moved to rebellion.
The union’s locals in New York |
and Hollywood—the core of its
membership—determined to disaf-
filiate with NABET and join the
American Communications Associa-
tion (ACA), which was to acquire
the backing of the International |
Brotherhood of Teamsters for the |
project. Led by Gabriel Lang- ’

l

felder, New York local 11 presi-
dent, and Allen Farnum, Holly-
wood local 53 president, the ACA
petitioned the NLRB for repre-
sentation elections that they hoped |
would bring the ABC and NBC
technicians under ACA bargaining |
control. That filing aborted as un-
timely (the NLRB advised that
such a petition would have to await

New 1,500-foot tower
is tallest in Nebraska!

Now KOLN-TV beams its signal from
o new 1,500-foot tower—the tallest
in the state. The new structure rep-
resents an increase of 500 feet (50
per cent) in tower height. Measure-
ments and viewer responses indicate
o marked improvement in KOLN-TV/
KGIN-TV’s coverage of Lincoln-Land.

Fhe Je{gm Sobions
RADIO

WKI0 KALAMAZDO-BATTLE CREEK
WJEF GRAND RAPIDS

WJFM GRAND RAP!DS-KAL‘M_AZDD
WWYY-FM CADILLAC

TELEVISION
WKZO-TV  GRAND RAPIDS-KALAMAZOO
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV SAULT STE. MARIE
KOLN-TV /LINCOLN, NEBRASKA
KGIN-TV GRAND ISLAND, NEB.

You'’re only

HALF-COVERED

in Nebraska...

if you don’t use
KOLN-TV/KGIN-TV!

Focus on this fact: you get the biggest
share of any TV audience hased on total
daily viewing in all.VHF, three-station
markets* when you put KOLN-TV/
KGIN-TV on your “aye” chart.

Even when you throw UHF-VHF sta-
tions into Lincoln-Land comparisons,
KOLN-TV/KGIN-TV dominates the mar-
ket. Nationally, KOLN-TV/KGIN-TV is
fourth in Total Daily Viewing share of
market; fifth in delivering Prime Time

audiences; and second among all CBS
TV affiliates.

Look up your Avery-Knodel man for a
20-20 view of KOLN-TV/KGIN-TV leader-
ship in Lincoln-Land. We're the Official
Basic CBS Outlet for most of Nebraska
and Northern Kansas.

*Source ARB March, 1966, 84 three-station markets.

Rating projections are estimates only, subject to
any defects and limitations of source material and
methods, and may or may not be accurate measure-
ments of rrue audience.

KOIN-TV | KGIN-TV

CHANNEL10 ® 316,000 WATTS
1500 FT, TOWER

CHANNEL 11 ® 316,000 WATTS
1069 FT. TOWER

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET

Avery-Knodel, Inc., Exclusive National Represeniative

TELEVISION

NAME

[]1 YEAR %5

1 PAYMENT ENCLOSED
[] PLEASE BILL ML

Add 50¢ per year for Canada
$1.00 for foreign

2 YEARS $9 !

COMPANY

ADDRESS

We'll Be Pleased To Send You CITY

TELEVISION ¢rapr

Every Month

Z1r

Mail to Televnsmn Magazme 1735 DeSales St., N.W., Washington, D. C. 20036
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Internecine strife frighiened NABET officials and ncarly toppled the union

TV'S LABOR UNIONS
from page 65

the March 31 termination of the
network-NABLET contract then in
force) and a later hling by ACA
was withdrawn when the Teamstcers
union, without explanation, de-
cided to pull back its support of
the group.

Meanwhile negotiations between
the networks and NABET had
broken down in the turmoil, the
networks unsure who would even-
tually represent their technicians,
the union hopclessly split, the New
York and Hollywood locals ol
NABET in trusteeship and the dis-
sidents still dissident, but without
parent athliation. Lacking outside
support,  the  rebellious  locals
formed their own group—Broad-
cast Emploves Union—and filed
again for a representation election.

Before 1he NLRB could inter-
cede, the international NABET of-
fice had conceded sufficient ground
1o satisfy the New York and Holly-
wood leaders and NABET was
again intact. But it had a new
organizational structure. The inter-
national agreed to support local of-
fricers on a fulliime basis o repre-
sent network personnel in the two
cities. They were given full rights
as local bargaining representatives
and provided with office space. Dis-
carded was the contested office of
dirccior of network affairs, a posi
1on that had irritated the network
local leaders as heing removed from
therr itnmediate problems— a long
and growing list of grievances—and
cencrally useless o their purposes.
One vrew of NARE T

By the end ol the fighting, the
record  of  brickhar rhetoric had
made the  dispuiant’'s  positions
Guite dleawrs Arelegram Troan Tang
felder and his backers in New York
o Jocal presidents, during the ro
Organzation siynpel presents thi

ew of NABET life: “We are con

eed and we believe that 900, of
AlENABE T tiemibers are convineed
Tt the very sirneture of NABET

rotten through and throngh and
% ancapable ol nmernal relonn

ABLEE s o hilterdown sirndrure
top heavy o the ternational level,

vithi ol dine money poimg 1o th
mrernational and nothing heing r
turned 1o the members in the form
of vepresentation a the local level

whoere 16 s imost needd by the gay
who eounts: the momber, NABYET
1 do-nothing  ovganization Iy

TILRVIKION MALA/ZINR

cause it is structured that way.”

Fighting back, Eugene Klumpp,
the international president, told
his restless troops that the “sellout”
to the ACA had been averted
through the good offices of the in-
ternauonal. “This dissident ac-
tion,” he said, “coming on the eve
ol network negotiations, might
have been disastrous and it smacked
ol a ‘neat’ deal between the ACA
and NBC (who are no strangers to
cach other) and ABC. Warfare be-
tween the two unions under these
circumstances could only help the
companies and hurt you.”

Klumpp accused Langfelder and
Farnum ol “an old left-wing trick
1o gain control out ol misery, chaos
and wrack and ruin,” while ex-
plaining that NABET had won for
1ts members a five-month extension
ol the previous network agreement
so they would not be left in a no-
contract limbo in which “the ACA
and the networks, individually and
collectively, would have had a field
day. But you would be the foothall
that gers kicked.”

A red herring?

Later charges that the ACA was
Communist-dominated and that an
alliance with the Teamsters was
equivalent to afhiliation with mobs-
ters, were mer with “i1s not now
and never has been,” and “how
mobster-ruit can [ the Teunsters
umon] be when it numbers among
s  New  York  contract-covered
members your milk men, the Good
Humor men and New York City's
meter maids,

More germane to the NABET
vank and hle was the effect of the
upheaval on its bargwining posi-
twon, and the new  relationship
that nnghe vesult with the net
works. An olficial of the rival engi
neers group,. B, connnmenting
privately on the NABET situation
wlile the negotiations were  In
progress, said nothing but a change
ol faces ar rthe buargaining tahle
would vepan the damage. e
conmpanies and NABYEL stand. oft
and chrow vocks g each other over
the conrse ol thewr agreement. It
hay become o question of personali
fie he sand

A Wishinglon maember wl
NABLET dismayed by the revolt
i upser ot the prospect that the
ACA, with aileged Communist con
nections, might jeopardize the se
Cullty cledrances of White j';"(“lﬁ(
and Pentagon reporters at ABCG

WwWWwWWw.americanradiohistorv.com

and NBC news bureaus, wrote
Klumpp suggesting distribution to
the union membership of all infor-
mation on ACA that could be
gathered from the House Un-Amer-
ican  Activities Committee and
other sources.

Noting that a strong argument of
the dissidents was the “supposed
inadequacies of the current net-
work agireements,” he wondered
“how many of our members are
aware that this agreement was ne-
gotiated while NABET was under
threat of a decertification petition
that had over 400 signatures on it
when it was stopped.” The com-
panies, he went on, were fully
aware of the compromised negotiat-
ing posture of the union and took
advantage of it.

The recent NABET negotiations
ended with the union adopting dif-
ferent positions on the ABC and
NBC proposals; it would present
them both 1o the rank and file for
a vote, suggesting approval for the
NBG deal and withholding ap-
proval for ABC's.

NBC's Fuchs seemed pleased in
the interim between negotiations
and the union vote; the union had
made reasonable gains he said, and
he lelt confident that there was an
enthusiastic effort being made to
gel the agreement approved. The
pact included a reduction in the
work week [rom 40 hours to 3714
in its third year in force and pro-
vided for improved scheduling pro-
cedures as well as a satisfactory
wage advance, according to Fuchs.

ABC, its ratihcation position
with the union less stable, had ve-
[used the addition ol a man (o
color-camera crews, a change that
wonld have put it on a parity with
NBC i this respect.

On the picket line

When NARET finally struck ABG
the walkout was attended by the
bittevest  kind  of union-manage-
meng  exchanges, ABG  charged
sabofage on rechnical equupment
by striking employes as ihey left
therr posts. A union official in New
York called the charge a “airty
rotien God-damned filthy lie,” and
sad - ABC had almost five hours
notice that the strike would take
place, Time enough, be added, to
insure an orderly changing of (he
technical guard. ABC said 1t was
bemng struck instead of NBC be-
cause the union higured 1L was less
able cconomically ro withstand a
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strike. A union othcial had no com-
ment on that statement.

ABC did nothing to palliate the
NABET rank and file when it an-
nounced that secretarics, pages and
executives with little training, werc
performing adequately at the jobs
for which union men were demand-
ing $275 a week. An audio line,
severed during ABC-TV coverage
of a Saturday afternocon footbhall
game, added to the bitterness.

AFTRA talent and perlormers
with individual network contracts
began to support NABET. Game
announcers Chris Schenkel and
Bud Wilkinson walked out. So id
newsman Peter [ennings, ncews-
woman Marlene Sanders and late-
night performer Joey Bishop. The
network appeared unrufiled on the
surface at the talent walkout, said
it had adequate reserves in the ad-
ministrative ranks to take up the
slack in news and was prepared to
show reruns of the live-times-a-week
Joey Bishop show as long as neces-
sary.

At this  magazine’s deadline
NABET was demanding a 32-hour,
four-day work week, a $57 per week
wage incrcase, which the network
called exorbitant, and an increase
in pension contributions.

The negotiating  commitiee,
which included the old New York
and Hollywood dissidents among
its ‘active participants and which
found the NBC ofler worthy of ap-
proval, apparently had a whole
membership full of dissatisfied men
on its hands. At ABC the techni-

¢ cians had voted down the network

— = —

ofler 987 1o 177 and at NBC they
rejected the proposal 889 (o 332.
Militant labor

ABC Vice President Richard
Freund says the attitude of tele-
vision’s labor unions is representa
tive of a natonwide labor mili
tancy and suspects that it's “‘a
reflection of a general national up-
heaval against the establishment.”

Union leaders are not all opti-
mistic about interunion coopera-
tion or saturation organization of
the TV business. IATSE’s Walter
Diehl explains that ‘“engineers
aren’t reallv union minded unless
they're thinking of going network.”
Asked why more TV stations aren't

| unionized, he says: “You can lose

your shirt trying to organize these
guys. You could spend several thou-
sand dollars trying to start a local
and then find that management has
upped salaries in the meantime
and your offers are no longer at-
tractive.”

Whether IATSE men would hon-
or NABET picket lines was open to

speculation. IATSE claims a mem-
l)crsllip of some 60,000, about
12,000 in television. Diehl, calling
attention to the importance of
NABET victories to IATSE's {u-
ture negotiating leverage, said:
“We'll soon see whether there’s un-
ton solidarity.”

Some ot his reserve could have
been due to reports that NABET
had been making a play to convert
some Canadian JATSE members
to NABET, a Kind of proselytizing
that leads to anvthing but inter-
union harmony.

Conaway of AFTRA says if the
networks are simug about his un-
ion's last comntract ratification,
they're also paintully aware thai
AFTRA will strike and others will
follow. !¢ stands among the most
optimistic about collective action

among TV's labor groups, but he
rcllects: “The sadness is that you
have such a diversification, you
can't even have a cooperative coun-
cil for them.” Attempts to form a
national council of broadcast un-
ions have failed consistently for
years.

But there are new signs of local
collectivism.  Only last month
Hollywood unions and guilds that
bargain with the networks [ormed
the Committee of Broadcast Unions
ol Hollvwood and held theiwr hrst
organisational meeting.

Television has a new union c¢ol-
lectivism to deal with and the
unions scem riddled with a new in-
dividualism. The combination
promises & touch of chaos.

(Next month: a deep look al the
abouve-the-line unions.) END

“Business

- deserves
consumer

- confidence”

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

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

Briefly, the aims are: to provide expanded service by individual
Bureaus; to inform the public in the ways of better buymanship; to
provide a network of local community councils throughout the country
to act as sounding boards of changing consumer attitudes and opinion;
to research the findings of the Bureaus’ 3'2 million annual consumer
contacts, and arrive at accurate statements of consumer needs and
desires; to report these analyzed results to business as a basis for self-
action; and, through the newly-established BBB Washington Office of
National Affairs, to provide government with authentic data in matters

of consumer interest. @

To learn more, call the manager of vour nearest BBB. BBB

Association of Better Business Bureaus International,
Chrysler Building, New York, N. Y. 10017.
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PKL Projections [ PKL Projections

Oct. 1967 Multiset Oct. 1967 Multizet
TV Ownership l TV Qunership
NSI Area ——— NSI Area ——— ——
Market TV Households %, Households ‘ Marlet TV Households Ty 1/ ouseholds
53 Greensboro-High Point-Winston- { 115 Erie, Pa. 205,310 23 47,200
Sulem, N.C. 502, 800 19 95, 500 116 Marrisburg, Pa. 430,490 25 107,600
54 Wilkes Barre-Seranton, Pa. 406,620 23 93, 500 117 Bristol, Va.-Johpson City-
55 Orlando-Daytona Beach, Fla. 405,220 20 81,000 Kingsport, Tenn. 217,230 16 34,800
56 Davenport-Rock Island-Moline, Il 342,620 22 75,400 118 Columbia, S.C. 225,370 20 15,100
57 Little Rock-Pine Bluft, Ark. 310,740 17 52,800 ‘ 119 Lubbock, Tex. 126,620 29 27,900
5% Toledo, Olio 425,940 29 123, 500 120 Augusta, Ga. 258,020 21 54,200
59 Rochester, N.¥ 368,630 30 110,600 | 3121 Burlington, Vt.-Plattsburg, N.Y. 211,640 21 44,400
60 Shreveport, La 307,260 20 61,500 122 Corpus Christi, Tex. 125,930 22 27,700
Average for markets 51-60 23 123 Lafavette, La. 215,310 19 40,900
Average for markets 1--60 27 | 124 Montgomery, Ala. 179,720 17 30,600
125 Abilene-Sweetwater-San Angelo, Tex. 113,090 19 21,500
61 Green BBay, Wis. 379,560 24 91,100 | Average for markets 101-125 21
62 Des Moines-Ames. Towa 301,580 14 42,200 Average for markets 1-125 24
63 Richmond-Petershurg, Va. 328,890 22 72,400
64 Flint-Saginaw-Bay City, Mich. 169,870 27 126,900 126 Wausau-Rhinelander, Wis. 163,700 19 31,100
65 Mobile \la -Pensacola, Fia. 292,390 18 52,600 127 Columbia-Jefferson, City Mo. 132,530 15 19,900
66 Cliampaigzn-Springfield-Decatur, TIl. 312,910 22 68,800 128 Odessa—Mid]aml-l\lonah.ans, Tex. 113,630 22 25,000
67 Johnstown-Altoona. Pa. 1,075,550 30 322,700 129 Lexington, Ky. 149,340 20 29,900
68 Paducah. Ky.-Harrishurg, IN.-Cape 130 Cadillac-Traverse City, Mich. 183,420 21 38,500
Girardeau, Mo. 296,400 15 44,500 131 Yakima, Wash. ‘ 139,410 20 27,900
69 Cedar Rapids-Waterloo, Towa 312,710 16 50,000 132 Huntsville-Decatur, Ala. 143,460 17 24,400
70 Tresno, Calif. 235,080 20 47,000 133 Boise, Idaho 97,160 19 18,500
Average for markets 61-70 21 134 Savannah, Ga. 121,150 16 19,400
Average for markets 1-70 26 135 Harlingen-Weslaco. Tex. 80,720 18 14,500
136 Austin, Tex. 166, 380 17 28,300
71 Jacksonville, Fla. 270,740 25 67,700 137 Bakerstield, Calif. 157,440 20 31,500
72 Raleigh-Durham, N.C. 378,070 17 64,300 138 Las Vegas 84,910 34 28,900
73 Roanoke-Lynchburg, Va. 310,740 20 62,100 139 Bangor, Me. 131.700 19 25,000
74 Spokane, Wush 289,940 21 60,900 140 Beckley-Bluefield. W. Va. 284,860 21 60,900
75 Youngstown, Ohio 275,170 30 82,600 141 La Crosse, Wis. 156,940 16 25,100
76 Knoxville. Tenn 290,640 21 61,000 142 Chico-Redding, Calif. 137,450 20 27,500
77 Portland-Poland Spring, Me. 415,720 22 91, 500 143 Topeka, Kan 141,870 17 24,100
78 Fort Wayne, Ind 237,760 24 57,100 \ 144 Alexandria, Mion. 111,000 11 12,200
79 Jackson. Miss. 277,590 17 47,200 145 West Palm Beach, Fla. 281,760 26 73,300
80 South Bend-Elkhart, Ind 265,990 24 63,800 146 Bugene. Ore. 138,090 18 24,900
Average for markets 71-80 22 147 Macon. Ga. 121,700 18 21,900
Average for markets 1-80 25 | 148 Tallahassee, Fla. 177,400 17 30,200
) J‘ 149 Wilmington, Del. 186,730 19 35,500
81 Chattanooga 224,750 21 48,200 150 Bismarck. N.D. 55,450 13 7,200
82 Albugnerque, N.M. 196,540 20) 39,300 | Average for markets 126-150 19
83 Madison, Wis. 280,980 21 59,000 | Average for markets 1-150 23
84 Peoria, 1l 245,790 22 54,100 |
85 Evansville, Ind.-llenderson, Ky, 215,180 21 45,200 151 Albany. Ga. 162,070 18 29,200
86 Wheeling, W. Vu.-Steubenville, Ohio 990,240 33 326, 800 152 Florence, S.C. 217,990 19 41,400
87 Muason City, Towa-Austin- 153 Reno 84,310 24 20,200
Rochester, Minn. 247,330 16 39,600 154 Utica-TRome, N.Y. 233,900 21 49,100
88 Lansing, Mich. 551,950 29 160,900 155 Aberdeen, Miss.-Florence, Ala. 73,550 10 7,400
89 DBaton Rouge 361, 100 18 65,000 156 Billings, Mont. 68,510 18 12,300
90 Honolulu 168,490 17 28,700 157 Idaho Ialls. Tdaho 63,980 16 10,200
Average for markets 81-90 22 158 Alexandria, La. 151,200 15 23,100
Average for markets 1-90 25 159 Rapid City, S.D. 64,650 15 4,700
160 Meridian, Miss. 116,670 15 17,500
$1 Lincoln-ITastings-I{earney, Neb. 232,060 14 32,600 161 Mankato, Minn. 120,910 14 16,900
92 Beaumont-Porl. Arthur, Tex. 178,890 23 41, 100 162 Great Falls. Mont. 56,920 20 11,400
93 Duluth, Minn -Superior, Wis. 146, 580 20 29,300 163 Medford, Ore. 63,100 20 12,700
01 Awmarillo, Tex. 141,880 19 27,000 164 Fort Smith, Ark. 96,390 10 4,600
95 Rockford, 111, 227,330 27 81,100 165 Cheyenne, Wyo.-Scottsbiuif, Neb.-
96 Greenville-New Berp-Washington, Sterling, Colo. 129, 260 19 24,600
N.C 230,930 16 36,900 166 Murquelte, Mich. 65, 300 14 9,100
07 Sioux Falls, 8., 173,720 16 27,800 167 Roswell-Curlsbad, N.M. 73,100 17 12,400
98 Fargo-Grand Forks Vaelley City \N.D 154,340 18 28,700 | 168 Dothan, Ala. 121,710 15 18,300
99 Hioux City, Jown 192,180 1 30,700 169 St. Joseph, Mo. 188,420 17 32,000
100 Springlicld, Mo 179,770 14 25,200 170 Kureka, Calir. 51,400 21 10,800
Average for markets 91100 18 171 Ottumwa, fowa 99,590 9 9,000
Average for markets 1100 24 172 Fnsign-CGarden City, Kan 18,980 16 7,800
173 Clarksbuig Weston, W. Va. 145,840 15 21,900
101 Binghamton, N.Y 207,020 10 50,700 174 Sanin Barbara, Calif. 200,680 27 54,200
102 Colurabns, G 201,510 20 58,300 176 linu Claire, Wis. 151,330 19 28, 800
105 Wichita Fulls, Tex.~Lawton, Olkln, 16K, 800 18 30,400 Avernge for markets 151175 17
101 Joplin, Mo Pittabuig, Ian, 174,760 17 30,000 Average for markets 1-175 22
106 Springhield-Holyoke, Miss. 106,100 41 117,000
106 Terre Faute, Ind 212,600 18 38,300 176 Panama Cily, Fla. 137, 800 15 20,700
107 Colorado Sprisge-1’ushlo 124,220 28 34,800 177 Columbusx, Mins. 04,760 10 9,500
108 01 Vaw, Tox. 126,340 40 37,900 178 Watertown, N.Y. 75,400 20 15,100
18 Muaroe, ba. 10 Dorido, Ark 214,870 17 36,400
110 Faeson, Ariz. 1563, 080 21 32, 100
111 Monterey-Sulinms, € nlif, by, 720 30 285,200
112 Charleston, B.C, L8, 20 24, 44,000 e , . N
: P | . % g . D . ' rter- ", me, sl
133 Waeo Tormple, Lox, 160,240 1n 21,000 lu!r}:[l\h.lt;m':'.:,Iiﬁ;:fc/’r::'éfm‘r,:ﬁxN;‘«’l’t:'((;trtl&"t",:'r;:h;I:::I‘.”]R/ }l";"’:[iv'lf‘(;:‘ll/-l\l;?"";: I.‘)(iLT survey.
114 Gudney, 1N -Hanoelbnl, Mo, -Keolulk, NNI area households are ax of September 1967 and are reprinted with per-
fown 149,210 17 23,700 mianion of A. €, Nuelsen Co.
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PKL Projections |

Oct. 1967 Multiset |
TV Quwnership

Bellingham, Wash. 118,040 24 28,300 * Excluding Alaska and Hawail.

A SHORT BUT IMPORTANT MEETING—

We have brought together Sales Management’s key television mar-
ket rankings for Toledo, because when you see them together you
can see how good business really is in our market—and why. ..

Households 47th.. Effective Buying Income 4lst...Retail Sales 40th

If you see the facts about Toledo and the facts about WTOL-TV to-
gether*, we will probably do business together. You won'’t often
find such big coverage of such a big market.

*Peters, Griffin, Woodward has them together
and ready for another short but important meeting with you.

WTOLTV | ==

NBC

The Big Station Serving The Big Market On The Corner

&

BrchasnngYCmnominn

www americanradiohistorv com

PKL Projections

Oe

L 1967 Multiset

TV Qwnership

NSI Area = | NSI Area _
Market TV Households % Households | Varket 7'V Households %  Households
e, _
179 Mitchell-Reliance, S.D 57,040 ] 5,100 211 Dickinson, N.I). 30,160 12 3,600
| 180 Hattieshurg-Laurel, Miss 124,150 7 21,100 ‘ 212 Fort Dodge, Towa 57,190 11 6,300
181 Butte, Mont. 69,320 7 11,800 213 Laredo, Tex 15,550 19 3,000
182‘Min0(, N.D. 11,810 15 6,300 214 Lailavette, Ind. 58,060 19 11,000
183 North Platte-Hayes Center-McCook, 215 Parkershurg, W. Va. 3,790 17 7,100
Neb. 58,100 13 7,600 216 Bowling Green. IX 180,210 15 27,000
184 Grant Junction-Montrose, Colo 50.350 12 6,000 217 Riverton, Wyvo 11,600 18 2600
185 Casper, Wyo. 46,400 20 9,300 218 Muncie-Marion, Ind. 120, 840 2 36,100
186 Biloxi, Miss. 128, 410 16 20,600 | 219 Pembina, N.D. 2,850 12 24900
187 Tyler, Tex 124,200 20 25,800 220 Clendive. Mont 1,170 12 500
188 lake Charles, La. 87,250 20 17,400 221 Selma  \la 15,170 12 1,800
189 Greenwood, Miss. 496,540 14 13,500 Average for markets 201-221 16
100 Harrisonburg, Va. 108,500 15 16,300 Average for markets 1-221 21
191 Salisbury, Md. 56,340 16 4,000
192 lays-Goodland, Kan. 64,170 12 7.700 Worcester, Mass.* 181,850 29 52 700
193 \rdmore, Okla.-Sherman-Denison, Akron. Ohio* 208,980 35 104,600
Tex 76,230 14 10,700 “nderson, 5.C.* 27,320 14 3,800
. A 5 15 D I
DRIty S . ”:)'1')0 22 . 2.0'.‘“0 * Markets not included in PR L ranking.
195 Manchester, N.H. 1,132,110 32 362,100 PKL marketl rankings based upon average quarter-hour, prime lime, stalion
196 ;Twin Falls. Idaho 33,030 15 5,000 total homes reached—ull stations combined NSI February-March 1967 survey.
197 Yuma, Ariz. 32,170 21 6,800 NSI area householis are as of September 1967 und are reprinted with per
- 2 mission of A. C. Vielsen Co,
198 Williston, N.D. 31,670 13 4,100
199 Fort Myers, Flu. 45,1330 17 7,700
200 Lufkin, Tex. 50,210 15 7.500 NIELSEN ESTIMATES OF
Average for markets 176-200 s OCTOBER 1967 MULTISET TV OWNERSHIP
Average for markets 1 -200 21
Multiset TV % 11
201 Ada. Okia 106,600 13 13,900 Nielsen Territory Households Houselolds
202 Presque Isle, Me e e Northeast 3,781,500 32
203 Tiugelo, Niss, fh.g0 3 - East Central 2.771,500 31
204 lliesolanMops. sl p° Dot ! West Central 2,615,700 26
205 Jackson, Tenn, 93,560 15 14,000 South 2 891,100 21
206 Klamath Falls, Ore. 2(:),210 20 §.200 Pacific 9 :5181900 26
207 TFlorence. Ala. 35,460 11 3,900
208 Zanesville, Ohio 51,290 23 11,800 Total U.8.* 15 581 .700 2897
204 Jonesboro, Ark. 102,680 14 14,100
210
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EDITORIAL

Can the FCC stand
a cold dash of reality?

(] The trend toward diversification of ownership of
broadcasting and other properties, which is described
in the article beginning on page 40, is a rational re-
sponse to general economic conditions and govern-
ment policies. In the main, television broadcasting has

. generated solid profits, which, because of the tax laws,

yvield more 1o stockholders when reinvested than when
distributed as dividends. Reinvestment by acquisition
of broadcast stations is, however, difficult—not only

| because ol high prices but also because of FCC re-

straints on multiple ownerships. The last is probably

as important as any other factor in the expansion of

television ownerships into conglomerate ownerships.
The FCC has never been very logical in fixing poli-

| cies on the number of stations a given entity may own.

Its present rule prohibiting common ownership of
more than seven televison stations (ol which no more
than hve may be VHI’s) has no foundation whatever
In either economic or social reality. To cite just one
of its whimsicalities, the seven stations may be in the
seven biggest markets or the seven smallest. By the
FCC’s curious arithmetic New York and Selma, Ala.,
are equal parts.

However capricious the present rule, it is infinitely
more sensible than a new one that the commission has
under consideration. The proposed rule would leave
existing multiple owners with their existing portfolios
but would prevent all newcomers [rom acquiring more
than three staiions (no more than two of them VIHE's)
in the 50 biggest markets. The standard now being
considered contains all the imperlect reasoning of the
present one, and would have the added delect ol per-
manently granting a lavored position (o existing own-
crs with holdings in the major markets.

In the two years and lour months since it issued its
notice of rulemaking, the TCC has received thousands
ol pages ol comment, none of it supplying any hard
evidence that either the present rule or the proposed
onc makes any sense. Indeed the most impressive docu-
ment in the commission’s collection makes a strong
case to show that the existing rule is defeating the
FCC's own announced objectives of maximizing com-
petition and diversity of programing sources and (hat
the proposed. rule would do the same, Station groups,
according to this finding, originate more programing
than individual stations can afford,

I'his document came {rom United Rescarch Inc. of

TTHRLEVISION MAGAZING

Cambridge, Mass., which spent more than $250,000
and a year’s time studying the economic and social
effects of group ownership. Although URI'’s study was
financed by the Council for Television Development, |
comprising 40 broadcast companies, mostly owners of
station groups, URI emphasized that it reached its
conclusions independently. Nothing else in the FCC’s
file compares with the 443-page URI report in either
comprehensiveness or factual content. This report,
which has been in the commission’s possession for
more than a year, may explain why a final decision is
yet to come from the agency.

There are signs that the FCC is attempting to come
to a consensus, or at least a majority, on a way out
of what some of its members must now consider an
embarrassment. Three of the present members, Hyde,
Lee and Wadsworth, voted against the issuance of the
proposed rule and presumably have merely had their
opinions confirmed by the comments it engendered.
Three others, Cox, Bartley and Loevinger, voted for
the rulemaking, though such a vote is no commitment
to vote the same way on a final decision, and at least |
one of the three, Loevinger, has reportedly had second
thoughts. The decisive vote to originate the action
was cast by E. William Henry, then chairman but
since resigned. That seventh vote is now held by the
junior commissioner, Nicholas Johnson, whose feelings
on the matter have not been stated, although a clue
to them may be had in his vociferous opposition to
the ABC-ITT merger (see “The Great Washington
Fumbling Match,” TELEVISION, August) and in his
dissents (o other actions that he regarded as creating
undue concentrations ol control.

Hyde, who is now chairman, is quietly trying to
coax a decision out of his colleagues. It may take him
a while, and when he gets it, the decision may be
neither an afarmation of the existing rule nor an ac-
ceptance of the new one. It would not be unprece-
dented if the agency came out with a hybrid of some
kind, il only to-save face.

Hopelully, the commission will muster up the nerve
for a harder decision. What it ought to do is to start
all over again with a new proceeding frankly intended
to elicit responsible suggestions on how to modernize
its multiplc-ownership rules. It's time the agency
braced itself to find out what is really happening in
the broadcasting business.
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