
win over the long haul. That is the kind of 
schedule that your network has provided 
in the past, and that is the kind of schedule 
that we intend to provide you in the 
future" 

Actually, the affiliates as a whole did not 
seem to need much convincing. There was 
little grumbling -openly, at least -about 
ABC's inroads in the ratings. In any event 
Mr. Becker did not miss the opportunity to 
remind them that ABC's performance is 
still not up to its level in 1964 -65, when 
"only four -tenths of a rating point sepa- 
rated all three networks." Their perfor- 
mance, Mr. Becker said, "tends to get lost 
in history because the next year, 1965 -66, 
it was back to business as usual with ABC 
bringing up the rear." 

Mr. Becker also cited Nielsen chapter 
and verse as showing that CBS -TV last 
year was again tops in daytime, in Satur- 
day- morning children's shows, in early 
evening news and in weekend evening 
news; that it has "only a tiny lead" of 
about 1% over NBC in pro football but is 
making "slow but steady" gains in other 
sports, and that although NBC's Tonight 
leads late- night, CBS Late Night Movies 
are a "sizable and salable" second -and 
would be 17% higher in ratings if all CBS - 
TV affiliates would carry the program. 

He also said that in the latest local rat- 
ings sweeps, the CBS outlet was first in 
49% of the 131 markets in which all three 
networks had affiliates, or "as often as the 
affiliates of the other two networks com- 
bined." In the 152 markets where a CBS 
affiliate competes with an NBC affiliate, he 
said, the CBS station won 65% of the time, 
and in the 141 markets where CBS and 
ABC affiliates compete, the CBS affiliate 
was first 65% of the time. 

The `brightest stars' 
become the `hot ones' 
That's theme of CBS's promotion 
for the fall schedule; network 
will go 50 -50 with affiliates 
for $5 million newspaper campaign 

CBS -TV will again put up $2.4 million to 
match an equal amount from its affiliates 
in a cooperative newspaper advertising 
campaign to promote CBS's new fall 
season and in addition will spend $2.5 
million in print advertising on its own, 
John Cowden, CBS -TV vice president and 
assistant to the president, told the net- 
work's affiliates last week. 

He presided over a session which also 
heard plans for on -air promotion and for a 
coordinated publicity campaign to be 
mounted over a period of "at least 100 
days." 

Mr. Cowden said CBS -TV would offer 
affiliates an opportunity to underwrite on a 
50 -50 basis a co -op newspaper campaign at 
the season's start, to be made up of 14 
newspaper insertions totaling 10,000 to 
21,000 lines in a two -week push. The net- 
work will also underwrite half the cost of a 
two -week campaign in TV Guide and split 
with the stations the cost of a series of ads 

promoting CBS Friday Night Movie each 
week from the season's start until 
Thanksgiving. 

All this, Mr. Cowden said, will be in ad- 
dition to the "more important" on -air 
campaign totaling 15,000 spots promoting 
guest stars and story -lines of upcoming 
shows. 

The 1976 theme line of on -air promos 
and print advertising will be "The Hot 
Ones," with music by comtemporary com- 
poser Harold Wheeler, and some of the 
spots and graphics were previewed for the 
affiliates by Louis Dorfsman, vice presi- 
dent, advertising and design, CBS /Broad- 
cast Group. 

Barrie Richardson, CBS -TV vice presi- 
dent, press information, outlined plans for 
a "100 days" publicity campaign opening 
June 3 in San Francisco with the first of 
four regional promotion and publicity 
meetings, with others to follow in 
Chicago, New Orleans and Washington. 

NBC programers say 
there's no disaster 
Hollywood session told that ratings 
drop isn't causing money problems, 
network will adjust to defections 

NBC -TV's "new programing team," de- 
scribed as a four -man group headed by 
NBC -TV President Robert Howard, was 
presented to Hollywood newsmen at a 
luncheon news conference last Monday 
(May 3). The description was given by Ir- 
win Segelstein, newly named NBC -TV ex- 
ecutive vice president, programs (BROAD- 
CASTING, May 3), who added that David 
Tebet, senior vice president, should be 
considered very much a fifth member of 
the team though not at the luncheon. 
Team members on hand in addition to 
Messrs. Howard and Segelstein were Paul 
Klein, vice president, programs, and John 
McMahon, West Coast programing chief. 

Mr. Howard rejected questioners' im- 
plications that NBC's third -place ratings 
were posing financial problems: "We're 
having the greatest year we ever had [fin- 
ancially] and anticipate probably the most 
outstanding fourth quarter in our history." 
In answer to other questions he said NBC - 
TV program executives in the past had dis- 
cussed with producer Norman Lear 
whether a network and perhaps a network 
prime -time version of Mr. Lear's widely 
publicized Mary Hartman, Mary Hart- 
man syndicated series might be 
developed, but that Mr. Lear indicated he 
felt obligated to stations, which are buying 
it on a syndicated basis, to keep it syndi- 
cated. 

Mr. Segelstein also said he and other 
NBC officials had discussed whether there 
might be something for NBC in MH, MH 
but he refused to carry the subject further. 
In response to another question, about 
ABC's hiring Redd Foxx of Sanford and 
Son for the 1977 -78 season, Mr. Segels- 
tein said NBC would continue Sanford 
and Son without Mr. Foxx "if we could 
make it work" But he and other NBC offi- 
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cials stressed that Mr. Foxx and Sanford 
and Son would be on NBC -TV in the com- 
ing season. 

Mr. Howard ducked repeated questions 
about ABC -TV's signing of Barbara 
Walters of NBC -TV's Today show 
(BROADCASTING, April 26, et seq.), saying 
decisions regarding Today were the 
responsibility of NBC News President 
Richard Wald. But he said he thought Bet- 
ty Furness would be at least a "short 
term" successor to Miss Walters as co- 
host on Today. 

NBC alumnus gets 
CPT production reins 
White assumes Gerbner duties 
for major supplier of networks 

Columbia Pictures Television has ap- 
pointed Lawrence R. White, a former vice 
president of programs for NBC -TV, as its 
new production chief. 

Mr. White was replaced as head of pro- 
grams at NBC last June by Marvin An- 
tonowsky (who himself was deposed last 
month) and joined Columbia Pictures 
Television as an independent producer on 
July 1. Mr. White's predecessor as CPT's 
production head, David Gerber, relin- 
quished his duties in March to concentrate 
on his own company. 

Mr. Gerber's company, which operates 
under the aegis of CPT, has placed four 
prime -time series on next fall's schedule, 
all on NBC: holdovers Police Story and 
Police Woman, plus newcomers Quest and 
Gibbsville. 

With Mr. Gerber at the helm the past 
two years, CPT vaulted into the position 
of supplying more prime -time network 
programing than any other major studio 
except Universal Television. 

Commenting on the appointment 
of Mr. White as executive vice president of 
worldwide production, John Mitchell, 
CPT president, said: "Larry White has 
spent his entire professional life in televi- 
sion programing, first as an agency 
packager in the days when advertising 
agencies were dominating network pro- 
graming, and later as the man in charge of 
all network programing for NBC ... His 
expertise is just what we were looking for 
to carry on our aggressive production pro- 
gram." 

NBC documents complaint 
about '80 Olympics award 

The International Olympic Committee in 
Lausanne, Switzerland, last week was pro- 
vided information by NBC -TV to advance 
the network's claim that ABC -TV had 
been awarded TV rights to the 1980 
Winter Olympic Games through a private 
and noncompetitive procedure (BROAD- 
CASTING, March 15 et seq.) 

NBC's documentation, prepared by its 
outside legal counsel, Cahill Gordon & 
Reindel, New York, was sent at the re- 
quest of the IOC after NBC and CBS pro- 




