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MODERN SELLING

TELEVISION DIVISION

EDWARD PETRY & CO., INC.

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK ¢ CHICAGO ¢ ATLANTA ¢ BOSTON ¢ DALLAS
JETROIT ¢ LOS ANGELES ¢ SAN FRANCISCO + ST LOUIS

Today, more than ever, successful advertisers use
Spot TV's timing and selectivity for maximum sales
efficiency. These quality stations offer the best of
Spot Television in their markets.

KOB-TV ......... Albuquerque WVUE ...........NewOrleans
WSB-TV ........c.out Atlanta WTAR-TV.Norfolk-Newport News
KERO-TV . ......... Bakersfield KWTV ....... Oklahoma City
WBAL-TV .......... Baltimore KMTV................ Omaha
WGR-TV ........... .Buffalo KPTV .......... Portland, Ore
WGN-TV ............. Chicago WJAR-TV ......... Providence
WFAATV .. ... ........ Dallas WTVD ........ Rateigh-Durham
KDAL-TV . ... . Duluth.-Superior WROC.TV ......... Rochester
WNEM-TV ... .. Flint-Bay City KCRA-TV ......... Sacramento
KPRC-TV ............ Houston KUTV...... .Salt Lake City
WDAF-TV ... ...... Kansas City WOAIL-TV ... ...... San Antonio
KARK-TV ... ....... Little Rock KFMB-TV .......... San Diego
KCOPYeR. - - omtl R Los Angeles WNEP.TV.Scranton-Wilkes Barre
WISN-TV .......... Milwaukee KREM-TV ............ Spokane
KSTP-TV _.Minneapolis-St. Paul WTHI-TV.......... Terre Haute

WSM-TV . .......... Nashville KVOO-TV .............. Tulsa



THE EMBLEM
SEEN MOST
ON NORTHWEST
TV SETS!

INTEGRITY

RESPONSIBILITY

RELIABILITY
*ACCEPTANCE

*WCCO Television has led in
average quarter-hour total area
homes in virtually every Nielsen
Report (58 out of 60), covering
the 72 years that Nielsen has
measured the market.

@ ST. PAUL TELEVISION"

Sold Nationally by Peters, Griffin, Woodward, Inc. -



SECRETS TOLD

KRNT Radio has the largest audience in Des
Moines and has had for a long, long time.
The audience is predominantly adult. Cen-
tral Surveys study confirms that KRNT is
the most believeable station here. Here's
the way all this comes about:

1. We feature one of the great news outfits
in the nation. Every newscast on KRNT
outrates its competition by a country mile.
We're rough, tough operators in the area of
news. We have more reporters than some
stations have total personnel! This is one
of the great news stations in the nation.

2. We feature highly publicized, highly
trained, highly accepted personalities. We
have the advantage that all our people are
seen on our television station; radio listen-
ers really ‘‘know’”’ the person that goes with
the voice. This INTER-MEDIA MOTIVATION
FACTOR is tremendously important to the
effectiveness of advertising. There are more
widely known personalities on KRNT than
on all other local radio stations combined.
With listeners, clients, and rating men,
we're the station with the most popular,
professional and persuasive personalities
. . again and again and again.

3. We feature music with melody. Old
ones, new ones, golden records (million
sellers), albums, pops, classical . . . all
chosen with great care by a man who cares,
programmed with care by people who care
... introduced with understanding by people
who care. In the area of music we've got a
song in our heart.
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4. We feature service to the community.
Last year we broadcast some 20,450 an-
nouncements for eleemosynary organiza-
tions and 600 program hours. We spent
countless hours meeting with committees,
writing their copy, counseling them. We
touch lots of lives this way. We're kind and
gentle people in this area of operation.

5. We publicize and advertise our activities,
our people, our aims and aspirations. In
this area we make no little plans and we
carry through what we start. People here-
abouts know everything about all we do.

We honestly believe that it is a great oppor-
tunity to be able to advertise a good product
on this station. We've been in business long
enough (28 years) for any test of fire. We
know now without doubt that advertisers
don't test us . .. we test them. We test their
product appeal, the copy they use, their
prices, their merchandising setup.

if you have a good product, good copy,
honest dealings, and fair prices, you can get
rich advertising on this great station.

KRNT

“Total Radio’’ in Des Moines
REPRESENTED BY THE KATZ AGENCY



a whopping

0%

increase in
three years

WTVY s total homes reached from 6
I’ to 10 P.M. has increased steadily

each year as shown in the following
fizures taken from the year-end ARL
Reports.

25,300 in 1962

20,000 in 1961

17,800 in 1960
15,100 in 1959

WTVY operates on Channel 4 at full
power from Alabama’s tallest tower,
1549 feet above sea level.

WTVY serves nearly 200,000 homes
in three states with the best CBS, ABC
and local programming.

add up the
facts about

WTVY

DOTHAN, ALA.
then call:

THE MEEKER CO. Mational Reps, SOUTH.
EASTERN REPRESENTATIVES, Southern Rep:
or F. E. BUSBY at 205 SY 2.3195.
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ANY MARKET'S AS BIG AS YOU THINK / Market rankings anre dead.
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TV/RADIO BOOM LOCAL FIRM TO NATIONWIDE DISTRIBUTION /
Golden Grain spends $3.5 million tor advertising—75¢, ol it in .
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FALL NETWORK SCHEDULES PRECEDED BY EARLY SPRING / 1963-
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CLEVELAND

Vell rounded . .. good Judgement. .. VWorth while. ..

That’s Channel 8 programming with ‘“Buy Appeal”

LOS ANGELES || PHILADELPRIA | CLEVELAND MIAMI TOLEDO DETROIT
S T() R ﬁ‘ R KGBS w1BG whw WGBS wseh WIRK
4 4
BROUDCASTING COMPANY NEW YORK MILWAUKEE CLEYELAND ATLANTA TOLEDO DETROIT
HHN wITI-TH WIW.TF WAGA.TY WSPD-TV HIBK-TH
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If this medal is ever issued, it will
go to WIHLI to take its place among
the hundreds of awards and citations
given to WHLI over the vears.

WHLI helieves its responsibility
is active participation in the affairs
of the area it serves. WHILI assumes

- and broadcasts — its stand on local
and other controversial issues.

Nor does WHLI's responsibility to
its Nassau-Suffolk area end with ed-
itorials. WHLI runs 19 regularly
scheduled % and 1% hour Public
Service Programs every week!

Sure we get citations, plaques and
medals because WHLI has earned
its reputation as “the Voice of Long

Island.”

10,000 WATTS

AM 1100
FM 9813

HIMPSTEAD
LOMG ISLANO N ¥

PAUL GODOFSKY, Pres. Gen. Mgr,
JOSEPH A. LENN, Exec. Vice-Pres. Sales

REPRESENTED by Gil-Perna

A publisher’s view o

» Let's he quick, careful,
and united

I'he team of Richardson and Sparger, which investigates for
the Harris subcommittee, is doing a devastating job on the rating
systems.

\s the hearings move toward their conclusion. with its fresh
evidences of carelessness, inadequacies and worse in the practices
of some of the rating firms, [ have the nagging notion of anti-
climax. Though Subcommitice legislative reconmmendations
and possible F'I'C action may follow, the verdict is already in.
There will be big changes in rating standards, methads, and
maybe systems.

Back in the days when we editorialized against the untenable
rating situation (we called it “rating madness™) we didn’t waste
words on new standards or systems. The possibility lookzed oo
remote. We simply asked broadcast buyers 1o consider other
factors 1 addition o ratings.

Now comes the time when dazed ad agency executives, with
millions in tv and radio billings on the line, wonder where they
can look to verify their buys. And competitors of the air media,
quick to scize an advantage. are hoping o snatch away broadcast
billing before the dust settles.

Unless we're quick, careful, and united they will.

One of the key dangers 1s the unpreparedness of the broad-
cast ndustry 1o adopt a new plan. Another is the possibility that
segments of the industry will adopt separate plans and create
separate standards and new confustons.

Fortunately, the NAB last year endorsed Governor Collins’
recomumendation for a strong rescarch department and under
the dedicated chairmanship of Don McGannon put it mto opera-
tion. It couldn’t have been better umed. Under this rescarch
roof all segments of the mdustry must unite in prompt and un-
selfish discussion. We ask that this arm of the NAB, under the
direction of Mecl Goldberg, assume leadership in positive plan-
ning and hght to prevent the sphinter cfforts that have con-
stantly plagued our industry.

Today is the right time o begin. We owe it to the men who
foot the broadcast advertising balls as well as 10 ourselves.

7y, .
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BUT... WKZO-TV Pulls The Most Viewers
in Greater Western Michigan!

WKZO0-TV MARKET
COVERAGE AREA ¢ N(CS '61

0y A LI .5

If you're looking for the bulging-est broadcast biceps in

WASON | LarE | CoCEoLA b CLMRE
‘ ! Michigan outside Detroit, WKZO-TV is for you!

. |sialai aay
vfllNllkiwnm #iC0STA FIRABELL | Watn RO
| .

TS| samag The power of this muscular medium comes through on

Cration | SaEae

VAN BUR( W 'uuuuwl (ALHOUN
.

f 3 %
JACKSOM lpmr.w wArNE
o

R every page of the November '62 NSIL. It credits
o] M WKZO-TV with an average of 307, more homes than
WS . . N
'Grard il : Station “B”’, 6:30 p.m.-10 p.m., Sunday through Saturday!
ALLEGAW BAKRY 1ATON IMOHAM

And the latest ARB (Nov. '62) measures an equally
robust performance. Example: 9:00 a.m.-noon, weekdays,

4 Kalomaios | WKZO-TV averages 5677 more homes than
& cAss ls‘y"’“;" BRAMCK | MILLSDALE 4:;!}:& ] et Station u];".
SNty FURMARI (LA LRANGE | 51E L 8en |

See Avery-Knodel about this hairy-chested powerhouse!

woBLE M aet T3

And if vou want all the rest of upstate Michigan worth
having, add WWTV/WWUP-TV, Cadillac-Sault
Ste. Marie, to vour WKZO-TV schedule.

WKZ0-TV

100,000 WATTS © CHANNEL 3 o 1000° TOWER
Studios in Both Kalamazoo and Grand Rapids
For Greater Western Michigan
Avery-Knodel, Inc., Exclusive National Representatives

The Felyer Slations
RADIO
WKZO KALAMAZOO-BATTLE CREEK
WIEF GRAND RAPIDS

WJEF-FM GRAND RAPIDS-KALAMA200
WWTV-FM  CADILLAC

TELEVISION
WKZO-TY GRAND RAPIDS-KALAMAZ00
WWTV/ CADILLAC- TRAVERSE CITY
WWUP-TY SAULT STE. MARIE
KOLN-TV/ LINCOLN, NEBRASKA
KGIN-TY GRAND (SLAND, NEB.
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CALLING ALL BROAOCASTERS

Undoubtedly you are aware of the
United Nation's album “\1l Sur
Festival” and the cooperation of
literally hundreds of individuals
who have made it possible.

When the album was first brought
to my attention, and I was fully
informed of its humaniarian as-
pects and assured of its non-profit
motives, I instuntly pledged a mini-
mum of 550.000 of Stors Broadcast-
ing air time to promote the album.
I also suggested to Morris Diamond
ol Mercury Records that he solicit
pledges  from  other broadcasters.
Wihile the program has met with
some success, it is indeed modest,
and a great deal of additional
broadcaster cooperation is  neces-
sary,

[ hope vou will feel as I do that
the enclosed wmerits inclusion in
vour publication.

Thanks lor your consideration.

\ &

APRIL

International Radio & Television Society
announces six production workshops
dealing with *“Problems of Interna-
tional Television Commercials” to be
held on successive Tuesdays at 5:30
p-m. in the Johnny Victor theatre,
New York starting (16) .

American Marketing Assn., one-dav con-
ference on new products, Hotel Plaza.
New York, (17).

Assn. of National Advertisers, inter-
national advertising workshop, Hotel
Plaza. New Yok, (18).

Alpha Delta Sigma Greater New York
Alumni Association fiftieth anniver-
sary convention, Roosevelt Hotel,
New York (19-21).

Scciety of Mction Picture and Television
Engineers, 93rd conventien and cquip-
ment exhibit. The Travmore, \tlan.
1ic City, N. J. (21-26).

Advertising Federation of America, ith
distiict convention, Cheniv Plaza Ho
1ch, Odando. Fla., (25-28) .

Pennsylvania Associated Press Broadcast-
ers annual meeting, Pittsburgh, (25-
26) .

—_—— —

Letters to
the Editor

dn Open Letter To The Bioadeast-
ers Of Amevica
Dear Fellow Broadeasters:

Seldom have bhroadcasters had the
opportunity to serve in the “inter-
national public intevest!” Now, op-
portunity has knocked in the form
of the United Nation’s album “\ll
Star Festival,” especially created to
aid the world’s velugees.

Never have the various groups
comprising our industry cooperated
to such an extent! World-renowed
artists have conwributed their tal-
ents; recording companies, distrib-
utors and yetailers have volunteered
their services: the NAB and FCC
have endorvsed the album and i
purpose; trade papers have devoted
much space to alerting the broad-
casting, recording and allied indus-
tries to the humanitarian purpose
of “All Star Festival.”  In short,
everyone has been informed of the

MAY
Illinois Broadcasters Assn. spring con.
veniion, Springfictd, 1L, (1-3) .
American Woman in Radio and Television
twelfth annual convention, Sheraton
lotel, Philadelphia (2:5).
Montana Broacc2sters Assn., annual con-
vention, Boszcman, Mont., (8-10).

Advertising Federation of America 9th
district convention, Schimmel Indian
Hils Inn, Omaha, Neb., (10, 11): 2nd
district convention, Iun at Buck Hill
Falls, Pa., (10-12).

Academy of Television Arts and Sciences,
Chicago chapter, Fany awards for
excellence,  Pick-Congress  lotel
Chicago. (13). |
National Assn. of Educational Broadcast-

ers, national conference on instruc-
tionatl broadcasting at Univasity of |
[Ninois, Urbana, 11, (13.13) |
Ohio Assn. of Broadcasters spring con- |
veution, French Lick Shevaton, (16,
17).

Pennsylvania Assn, of Broadcasters con
vention, University Park, Pa., (19-21),
Sales and Marketing Executives—Interna-
tional, annual comvemion, Philadel-
phia, (19-22).

nievit of this non-profit program
except the public.

The six Storz stations, i the
distinguished company of a numbe
of Anrerica’s vadio chains and many
additional independem broadeast.
ers, have been pleased to pledge a
generous portion ol air time to the

very  wortliwhile  promotion  of
United Nation’s outstanding  al-
bum. But, more broadcasters are
needed!

Radio and television promotion
kits are availuble for the asking.
Please direct vour request to:

U, S, Committee tor Relugees

20 West 40th Street

New York 18, New York.

The refugees of the world will
thank vou.

Graham Richards,
Vice President, Director of Programing,
Storz Broadcasting Co., Miami

v
SPONSOR'S VITALITY GROWS

Congratulations,  Now  srPoONSoR's
vitality is growing week by week,
The addition of the publisher edi-
torial is extremely important and
in general the magazine is now
greatly improved.

Your gesture, incidentally, in
mentioning  Arthur Simon  and
Radio-Tv Daily (11 March) will be
particularly well received. It is cer-
tainhy time that the trade papers
recognize that they have established
competitors.

Miles Oavid,

Administrative V.P., Radio Advertising

Bureau, New York
v

FRANKS FOR TOTS STORY PLEASING

We are delighted with article on

‘Child-Mild® Weenie in your 18

March sroNsor. Please send us 12

complete copies (and bill us).
Thank you.

Edward W. Quinn,
President, Quinn & Johnson Advertising,
Boston
v

MCRE FOO0 BROKER KUDOS

Your kev story in the 25 February
issue “The Food Broker-Grass
Roots Iilluential” was excellent.

Could you possibly send us 50
reprints of the story? Please bill the
station.  We would like to have
them as soon as possible.

Thank vou verv kindly.

i " David 0, Schwartz,

Merchandising Manager, KCOP, Los An-
geles
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Followmg the international success of the
Peabody Award winning scries “An Age of
Kings”, BBCtv is proud to present Shakespeare’s
Roman trilogy in a new nine-part scrial form.
Each play tells of a great personal tragedy woven
into the violent tapestry of Rome’s history. Each
play underlines the concept of Rome as an ideal,
greater than any individual—an ideal symbolized

by the Roman Lagle, aloof, golden, crucl.

Produced and directed by Peter Dews who
created “An Age of Kings”, “The Spread of the

T H E S P R E A D Eagle” features a cast of hundreds with a distin-
O F guished company including Robert Hardy,

David Willlam, Keith Michell, Mary Morris,

Beatrix I.chmann, Barrv Jones, Peter Cushing,

T H E h A G L E Roland Culver, Paul Eddington. Produced by

BBCtv in onc-hour cpisodes, ““The Spread of

the Eagle” will be transmitted first in Britain

Three Roman Plays by William Shakespeare this vear.
CORIOLANUS - JULIUS CAESAR You are invited to contact your BBC represen-
ANTONY and CLEOPATRA tative for further information on the scries.

Created for television in a new
nine-part production by BBCtv

THE BRITISH BROADCASTING CORPORATION

TELEVISION CENTRE, LONDON, W.12, 630 FIFTH AVENUE,
NEW YORK 20, N.Y. NATIONAL BUILDING, 250 PITT
STREET, SYDNEY. VICTORIA BUILDING, 140 WELLING-
TON STREET, OTTAWA 4,354 JARVIS STREET, TORONTO
5. RIO BAMBA 429, BUENOS AIRES. P.O. BOX 3609,
BEIRUT. P.O. BOX 109, .LE.N.S. BUILDINGS, NEW DELHI.
THOMSON ROAD STUDIOS, P.O. BOX 434, SINGAPORE.
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MULTI-CITY TV MARKET
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Only single medium assuring full sales
power in the entire region . . . a multi-city
market including the metropolitan areas of
Lancaster, Harrisburg, York,and many other
communities. And, area-wide, the Channel 8
viewing audience is unequaled by all other
stations combined. This is full sales power.
Use it to build sales and increase profits.

B EEAD IR B amn
it i
i .‘ | " ‘ I
| 2 1 ‘J_:'i

Channel 8

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

Representative: The MEEKER Company, Inc.' New York ' Chicago * Los Angeles ' San Francisco

10
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TAFT BIDS FOR TRANSCONTINENT $37.4 MILLION

The stage was set
last week for the
record station
transfer of all
time, in terms of
dollars. Taft
Bestg., through its
president Hulbert
Taft. Jr.. an-
nounced it had
entered into ne-

TAFT gotiations to buy
Franscontinent stock at S21.20 per sharve
i cash. Transcontinent. with 1,765,012
shares at 1962°s vear end. would bring a
price of $37.4 million.

Cleveland radio station: In addition
to 821.20 per share. Transcontinent stock-
holders would  keep their interest in
WDOK, Cleveland. valued at 80 cents per
Transcontinent share, FCC rules require
owner to hold station for three vears
before selling.  Transcontinent  bought
WDOK in May 1962, barving sale before
1965.

Nine tv stations: Taft owns and op-
erates radio and vhi tv stations WKRC,
Cincinnati; WTVN, Columbus. O.; and
WBRC, Bivmingham. plus uhf in Lexing-
ton, Kv.. WKYT. Transcontinent radio
and vhf tv stations include WGR., Buffalo;
WDAF., Kansas City; and KFMB, San Di-
ego; a vhi station. KERO-TV. Bakersfield.
switches to uhf 1 July: WNEP-TV, a uhl
in Scranton-Wilkes-Barre; plus radio sta-
tion WDOK.

Multiple ownership problem: A\s
FCC rules allow one company to own but

seven tv stations, with a limit of five vhf

stations, two stations would have to go.

SPONSOR /15 arkir. 1968

Said Taft: “T'he negotiations to be entered
into between Taft and Transcontinent will
mclude a determination of which stations
will nltimately be retained by Taft.

Transcontinent stockholders: As
thevre listed by the SEC registration,
major  Transcontinent stockholders are:
Paul A Schoellkopf, Jr.. and |. Fred
Schoellkopf. 1V, of Niagara Share Corp.;
David .. Forman, Transcontinent chair
man of the administrative and finance com-
mittee: George F. Goodyear, Buffalo So-
ciety of Natural Sciences: Seymour H.
Knox of Dominick & Dominick, General
Railway Signal Co.: Jack Wrather and Ed-
ward Petry & Co.

SEC requirements: Aunouncement
of negotiations was made because of SFC
reqquirements for disclosure of such trans-
actions, since Taft is listed on the New
York Stock Exchange. Transcontinent has
been traded over the counter.

Station sales: A number of individual
station sales over the vears have brought
large sums of money, but none ever ap-
proached the $37.4 million scheduled to be
paid for Transcontinent.  Perhaps only
real precedent in terms of size was merger
of Awmerican  Broadcasting and United
Paramount Theatres in 1953, which in-
volved network, plus owned and operated
radio and tv stations in major cities.

4A’s moves: Hcadquarters of the 4.\
opens in the new Pan American building
at 200 Park Avenue, starting today. New
telephone number: 972-7200.

Popsicle back in net tv: Joc Lowe

returns to network tv after six year absence
to sponsor ABC TV's Discovery '63 for

SPONSOR-WEEK continues on page 12
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Topsicle” starting 17 May.  Garvdner is
ageney., Lowe used spot tv in 1962, spend-
g $260.440, "I'vB-Rorabaugh gross time
ligures show.

S. C. Johnson marketing: Samucl
C. Johuson is new excecutive vice president
of 8. C. Johnson, effective 1 July, in charge
of marketing and international operations.
Divisions reporting to Johnson are: house-
hold products, service products, chemical
andl international, plus new prodncts and
public relations,  Now in London., he'll
return to Racine.

New FC&B exec. veeps: Foote, Cone
X Belding has created three executive vice
presidencies.  William  E. Chambers, Jr..
general manager of the New York ofhice,
Richard W, Tully, in charge of western
operations, and Charles S. Winston, Jr.,
Chicago general manager, fill the spots.
All are in their 40s. FC&B calls move a
step toward agency’s program of shifting
management responsibility to younger men.

World War | tapped: CBS News is
going back 1o the turn of the century for a
new v series slated for 1964-65, titled T'he
Great War. To most likely be a half-hour
skein, it will be presented either within
the framework of the current 20th Century
series or given its own berth. This opens
up another “image-building” prestige opus
expected to attract advertisers secking an
uplift, rather than a sales vehicle.

Y&R’s new blend: Y&R has combined
merchandising and sales promotion depart-
ments into a new department called mar-
keting and promotion services department,
headed by Hadley Atlass, presently direc-
tor of the merchandising department. Peter
Callery will be manager of marketing serv-

ices operation. Arthur Burdge in charge
of creative sales promotion. Combination
is sitidd to be because of inereuased demands
for cousumer promotion, introduction of
new products by clients and need to meet
ever increasing changes in overall market-
ing pictures.

Another radio boom: Radio has “new
legs.” and if v makes for “togetherness,”
radio cnables “everywhereness,” as is borne
out by the fact that some 30 million radio
receivers were produced last year, includ-
ing over 19 million in the U S, plus Far
East transistor imports. This 1s but some
of the ammumition the 1,977 NAB radio
members are beginning to receive in prep-
aration for National Radio Month to be

( the mobile
medium

marked during May i all 50 siates, the
District of Columbia, and Pucrto Rico,
Themed on “Radio . . . the Mobile Medi-
un,” a kit is being sent by NAB to the

stations, containing local material to tie in
members  with the national  observance
from a grass roots aspect.

Highest Storer earnings: First-quar-
ter ecarnings for Storer Broadcasting, ex-
cluding non-recurring capital  gains, to-
taled a record $1.627.218 (67¢ per share).

SPONSOR-WEEK continues on page 14
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PROUDLY CONGRATULATES

MAURICE JARRE
WINNER OF

' THE ACADEMY AWARD

FOR THE

BEST MUSICAL SCORE OF 1962
COMPOSED FOR

"LAWRENCE
OF ARABIA®

AND SALUTES THE PUBLISHER
GOWER MUSIC, INC.

*Member of Société des Auteurs, Compositeurs et Editeurs de Musique

Zead CHICAGO, LOS ANGELES, NASHVILLE, TORONTO, MONTREAL
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against SL238.627 (51¢) in the same peri
od last year. Stockholders have, mean-
time, approved the pinchase for S12.531.-
150 cash by the company of 139,700 Class
B Common shares from chairman George
B. Storer at 528.50 eaclhi. The purchase will
bhe financed by a $15-million bank loan,
with an existing bank loan of 85 million
to be repaid from the principal,

Rating hearings end: !louse rating
hearings inder chaivmanship of Rep. Oren
Harris came 1o an end in Washington last
week with a warning {rom Harris to broad-
casters, advertisers and rating services to
miprove or face government action. Ncar-
ly six weeks of testimony was climaxed by
repeat appearance of ARB’s  James W.
Sciler who talked about lawsuit brought
against ARB by Nielsen for infringement
of meter patent rights. Seiler said settle-
ment with Nielsen which called for ARB
to pay Nielsen percentage of gross revenue,

didn’t help ARB.

Cowles joins Triangle: DBecause of
“uncooperative attitude and facts disclosed
by the recent testimony before the Con-
gressional subcommittee, we believe that
you have not fulfilled the conditions of
vour contracts with us and have, in fact,
breached  such  contracts.”  So  advised
Cowles Magazines and Broadcasting as it
dropped Nielsen last weck in the wake of
the hearings. Cowles’ Look and Family
Circle, have been Nielsen Media Service
subscribers,  while its  KRNT-TV  has
bought Nielsen Station Index. Action by
Cowles follows on leels of dropping of
Nielsen by Triangle Stations. In New York
late last week, the Nielsen firm angrily
called the Cowles move “opportimism.”
and said Cowles was using the Washington
hearings as “an excuse for breaking their
contract.”

Top of the news
in tv[radio advertising
(continued)

RAB renews NAB invitation: RAD
last week again invited NAB to join in
projects to inmprove radio research. first
announced  at NAB  convention. “We
would welcome NAB's financial support
for pilot stndy we plan to conduct,” said
RAB President Edmnmd DBunker. RADB
also said it was getting ready to discuss
new radio research project with ARS on
22 April. NAB, itself. meanwhile was
working toward improved research with
committee under Westinghouse's Donald
McGannon.  NAB group met last week
and is proceeding toward definite action.

Negroes held back: Although the net-
works might be willing to have a Negro
performer star or appear regularly in a
weekly series, the advertising agencies, rep-
resenting the sponsors, are neither ready
nor willing. according to a report on “Em-
ployment and Image of Minority Groups
on Tv" prepared by the State Commission
for Human Rights. However, commission
chairman George H. Fowler adds that the
five-month. in-depth survey of tv program-
ing and casting practices has shown an im-
provement in the employment of Negro
performers, and “the fear of sponsors that
sonthern tv viewers might take reprisals
against their products when a Negro per-
former was cmployed has little basis.”

Computer use growing: Of 72 agen-
cies responding to a survey by Pennsylvania
U.s Wharton School, 29 reported computer
usage of some type, four said they will
definitely nse computer time this year, and
one will definitely begin in 1964. All are
in the over-$10 million annual billings
category, and the ones which indicated thev
will begin usage are in the $50-99.9 mil-
lon category. Nine of the respondents
said they use computers to aid decision-
making, 22 use them as rescarch aid. and
15 for accomnting and documents.

SPONSOR-WEEK continues on page 62

SPONSOR /15 apriL. 1963




Here’s a sleeper
that keeps
100,000 Detroit adults

wide awake!

It's called AFTER HOURS, and that's when
it's on—1:00-1:30 AM. To keep 100,000
men and women awake at that hour each
Monday through Thursday a show's got to
have something special. AFTER HOURS
has it! The fascination of bright people
talking about other people, places and
things. Like Jos€ Jimenez talking about
Bill Dana. Or host Ed Mackenzie chatting

about everyone (from Howard Hughes to
Helen Hayes) and every thing that will
keep his audience interested—and wide
awake. Yes, AFTER HOURS has it! The
magic that makes an audience respond
... to the entertainment and to the sales
messages. ABC Television Spot Sales has
the whole story. Call them. (But not before
9 AM, please.)

WXYZ-TV g DETROIT

An ABC Owned Television Station
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CORINTHIAN viewpoints on broadcasting as expressed
in a series of recent advertisements.

LICENSE..."'Spectrum users have to be licensed for one
obvious reason; two people in the same area cannot,
without interference, use the same frequency at the same
time . . . Does this also mean program supervision by

the licensing authority? At CORINTHIAN we believe that
the public interest is best served by permitting broadcasters
competitively to respond to the PUBLIC'S choice."’

RATINGS...""Maligned, misunderstood, misused, and
perhaps occasionally mistaken, ratings are here to stay . . .
Where the customer does not pay directly for the product,
ratings afford the only practical way to find out what he
wants . . . Responsible broadcasters will always want an
accurate measure of audience response as one more

factor in developing a varied and free program service."'

SELF-REGULATION..." "Like people, organizations need
self-discipline. Individual standards differ. Cooperatively-
set standards are ‘convenient and necessary' to insure
acceptable performance and to preserve the integrity of
the whole. In broadcasting this is achieved by The Radio
and Television Codes."

COMMERCIALS.. " 'Advertising is public persuasion—an
effort to get someone to do something—an extension

of the face-to-face persuasion that is as old as Eve

seeking Adam. In a complex society advertising is an
indispensable substitute for this personal salesmanship.

It helps create mass demand and in turn mass production,
mass employment and a high standard of living.""

PROFIT...""THE PURPOSE OF THE COMPETITIVE PROFIT
SYSTEM IS NOT TO ENRICH THE FEW, BUT TO
RESPONSIVELY SERVE THE MANY. Those who serve
best profit most . . . At the heart of the profit system is a
simple idea; most needs are best met by letting the
people THEMSELVES make their own decisions . . . the
free choice of those who use and the competitive
response of those who produce.*

FREE...
AS IN
FREEDOM

..."Fajith in the discriminating

premise of the First Amendmegi

premise applies to both ball§;
tutions of freedom do not endul;

endure because they are freelft



tod sense of the people is the
#d of democracy itself. The
ux and television set. The insti-

tcause they are perfect. They

dE CORINTHIAN STATIONS

RESPONSIBILITY IN BROADCASTING

REPRESENTED BY H-R

KHOU-TV
HousToN

KOTV
Tuisa

KXTV
SACRAMENTO

@ WANE-TV
FOorRT WAYNE
WISH-TV
INDIANAPOLIS

WANE-AM
FORT WAYNE
WISH-AM
INDIANAPOLIS




People
| oyt
and they

 likeit

Result:
KPRC-TV is first in sales in

Houston. Next time you’re

thirsty for sales try the one
fine. TV station sold everywhere
at popular prices. Just say . . .
“HEY PETRY, KPRC—TV.”

KPRC-TV, CHANNEL 2, HOUSTON
Represented Nationally by Edward Petry & Co.

COURTESY OF THE CARLING BREWING COMPANY

18

ALSO BREWERS OF
KPRC 10 ;

we B
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' Interpretation and commentary
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H on most significant tv/radio
and marketing news of the week
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A broadcaster might do well to have located his 50-kw radio or vhf-tv trans-
mitter in White Plains, N. Y. He could virtually provide advertisers with a one-
station saturation campaign.

The U. S. Department of Commerce says White Plains is the maximum concentration
point for population in the United States. Government based its analysis on a 50-mile radius
around each of 686 population points in the United States and found 15,954,817 living
within White Plains area in 1960.

Manhattan, where tv towers are located, ranks 30th with ‘“only” 15,566,745 people
in their 50 mile radius.

\ 4

Meetings with subscribers to answer any and all probe-provoked questions are
being planned by A. C. Nielsen.

Nielsen knows clients have questions to ask following Harris rating quiz and will try to
provide answers. New York and Chicago are definite on the schedule for meetings though
other cities are being considered. The meetings, understandably, are closed sessions.

v

Buyers often think only of morning traffic time when they want to reach adult
male radio audiences.

But research from The Katz Agency shows sizeable adult male radio audiences avail-
able during certain evening hours with a cpm which compares favorably with morning
traffic time. Among examples cited by Katz are:

Average
Quarter Hour Cost per cpm
Mon-Fri Adult Man* ‘Announcement  adult men
KNUZ, Houston
Evening 7-8 pm 8,900 $17.00 $1.91
Morning Traffic 6-9 am 12,200 $29.00 $2.38
WSPD, Toledo
Evening 7-8 pm 6,800 $19.00 $2.79
Morning Traffic 6-9 am 5,300 $30.00 $5.66
WGBS, Miami
Evening 7-8 pm 6,400 $25.00 $3.91
Morning Traffic 6-9 am 6,100 $34.00 $5.57
WSAZ, Huntington
Evening 7-8 pm 4,735 $10.00 $2.11
Morning Traffic 6-9 am 4,630 $14.00 $3.02
WFBM, Indianapolis
Evening 7-8 pm 4,200 $7.50 $1.79
Morning Traffic 6-9 am 5,000 $14.00 $2.80

* Source: Pulse
\

Two major broadeast advertisers—Bristol-Myers and Avon Products—are mov-
ing toward major doorbell-ringing rivalry.

Bristol-Myers subsidiary Luzier has been adding to its cosmetic line and strengthening
its field staff for a number of years. Door to door “consultants” increased by one third last
year. First national advertising assult is now being launched. “McCall’s” is currently being
used, though some spot tv testing was done in 1962.

Home selling cosmetic field has long been dominated meanwhile by Avon (77 years)
with Beauty Counsellors the challenger. Added interest came last year when Korvette entered
national distribution with its Eve Nelson line. Avon, TvB-Rorabaugh reports show,
spent $5 million for spot tv alone in 1962.

SPONSOR/15 ApriL 1963
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(Continued)

“Big Brother Is Watching You!” might well be the slogan for at least two of
the largest air advertisers in the country; meanwhile, 12 additional agencies have
signed deals to monitor tv station advertising.

Y&R was first to order daily commercial audit a month ago and now is joined by
Benton & Bowles, Compton, Dancer-Fitzgerald-Sample, Grey, Lennen & Newell, Arthur Mey-
erhoff, Morse International, Ogilvy, Street and Finney, and Tatham-Laird. Negotiations
for other big name agencies are under way.

Of especial significance: P&G, General Foods, Brown & Williamson and other major
accounts are well represented among those signing.

Of even greater significance: a number of agencies signing are understood to be
planning to use the off-the-air check as the “affidavit of performance.” Station practices,
including promised rotations, product protections, and time slotting, will draw scrutiny of
agencies buying the service.

v

Did the prolonged newspaper strike make New Yorkers more entertainment-
conscious? Or, are network and local screenings of post-1948’s heightening view-
er desires to see movie stars?

In any event, WABC-TV, N. Y. pulled an unusualy high rating when it carried the ABC
TV Oscarcast last week. In the New York area, an estimated (according to Nielsen) six
million homes saw some or all of the show. That’s 78% of all viewing homes in the area.

Average rating for the Academy Awards on WABC-TV: 35.6 average with 59.2
peak.

\ 4

Commercial tv stations, and their advertisers; in Denver won’t have to worry
about whatever inroads pay-tv may make until July.

The starting date of an FCC-.approved start of pay-tv in Denver has been shifted to early
July from early April. McFadden-Teleglobe, which holds the franchise for the test, expects to
launch the pay-as-you-watch experiment with some 400 subscribers—more than were rounded
up for the start of the pay-tv test in Hartford, Conn.

v

Ford Motor Co. is proving to have fairly volatile top-echelon lineups, but itisn’t
likely to affect the motor firm’s heavy air schedules.

Last week, Ford named its fourth president within a three-year period: Arjay R. Miller,
who succeeds John Dykstra, who’s retiring.

Miller is considered an aggressive merchandiser of autos, a firm believer in mass-media
advertising. At 47, Miller is one of the youngest corporate executives of a major auto-mak-
ing company.

\ 4

Viewers watch specific stars and movies on the two NBC TV feature-filin shows,
and do not merely watch the series out of habit, research figures strongly suggest.

A quartet of commercial minutes in both shows, NBC figures, would reach “an undupli-
cated total of 61% of all U.S. tv homes in a month.”
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Since this is nearly three times the size of the rating of the movie shows at any average
minute, it’s fairly obvious that viewers check listings closely, watch particular movie favorites.

NBC, incidentally, claims an average cpm of $2.94 for the movie shows (based on an
average cost-per-minute of $31,500).

\ 4

Loss of some nice tv billings (U.S. Steel and GE drama series cancellation;
reductions by Armstrong and Du Pont) at BBDO is resulting in staff cutbacks.

Word around the agency is that nearly 100 BBDO-ers are getting the ax, and the end is
not in sight.

Among those exiting is Everett Hart, tv-radio producer, and art director George Olden.

v

Add to your list of Madison Avenue-isms “Excitement Engineer,” for which
read marketing consultant.

Stanley Arnold, an independent New York consultant on marketing, has coined the self-
term in connection with an article he wrote in the current issue of Boston University’s “Busi-
ness Review.”

Arnold took a swing at “image” campaigns in tv and radio, stating: “Consumer ads de-
signed primarily to produce ‘images’ are usually wasteful in today’s market. What is the
sense of spending two years’ budget to project an image when in that time you might not be
in business.”

A more effective approach, which threatens to produce an “imminent marketing revolu-
tion,” according to Arnold, is creation of “consumer excitement.”

Arnold’s conclusion: “Sales promotion can frequently do today what advertising does
tomorrow. We are not knocking advertising, but advertising alone no longer does the job.”

\ 4

If any red-headed moppets wearing bright green beanies and yellow sweatshirts
get lost at the 1964-65 World’s Fair—have no worries.

RCA will have a special Color TV Center at the Fair, featuring working color receivers and
see-yourself-in-color setups, as well as extensive promotions for NBC TV color shows.

One feature of the RCA center: a closed-circuit tv network to 200 receiving points
throughout the Fair, which can be used to televise lost kids to anxious parents.

L4

With rumors of FCC chairman Newton Minow’s departure from the Commis-
sion gaining ground, networks are axing several Minow-prodded program series
designed for children’s audiences.

There are really two reasons for this: (1) few of the young-viewer shows produced along
prestige lines have developed audiences of a size which will attract the practical eye of ad-
vertisers, and (2) with prime time largely sold out, networks must move advertisers into day-
time and afternoon periods to handle additional business.

| SPONSOR/15 ApriL 1963
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(Continued)

Among the shows being bounced are “Shari Lewis Show” on NBC TV, “Discovery” as a
daily show on ABC TV (it'll be seen once weekly in fall, with “Wagon Train” reruns in the
daily slots) and “Reading Room” on CBS TV.

v

Stations are finally becoming resistive to the ever-increasing prices being asked
in syndication for choice post-1948 feature films.

A KTTV, Los Angeles source admitted to us that the station had been approached as a po-
tential buyer in the L.A. market for the Paramount post-1948 backlog (Paramount’s older
films are distributed by MCA).

The price was so high per picture, KTTV said, that “we had to turn the deal down.”

The station, meanwhile, is getting plenty of national spot business. Since deciding to set
up its own rep offices in New York and elsewhere to provide agency buyers with “close per-
sonal service,” KTTV has gained “anywhere from 509 to 1009, more spot business.”

v

Latest barometric indication that New York is making gains as a production
center: an upbeat in permits processed by the city for “tv, motion picture and gen-
eral photography.”

The N. Y. Department of Commerce & Industrial Development noted that 178 such permits
had been handled during March. The figures, said Commissioner Louis Broido, indicate “a

steady increase in video tape and film production in the city.”

Among New York tv projects: “Naked City,” “The Defenders” and a Kraft show by MCA
starring John Forsythe.

v

The computer trend is making for some interesting corporate marriages in the
research field.

Latest one: Simulmatics Corporation, a leading computer simulation company, and Crea-
tive Marketing Analysts, Inc., have merged.

The first of these firms specializes in “simulating probable results of future actions” via
computers, such as the firm’s “Media Mix” studies. CMA specializes in consumer question-
naires and retail audits on product sales.

v

This summer, Salada is taking its first plunge into network tv with an inter-
esling new warm-weather product.

It’s Salada Ice Tea Mix. Unlike other instant ice teas it contains lemon and sugar; all a
user needs is water.

Salada will debut the product nationally on 27 May for a 13-week initial campaign on two
personality shows: Johnny Carson’s late-night-show on NBC and via Arthur Godfrey on CBS.
Test-marketing was done last summer in Tampa.
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NEW SERIES

of syndication’s hottest cartoon property!

NOW
AVAILABLE |

%% Most powerful sales support ever! %

MERCHANDISING

¥ For leading advertisers a proven w

SALES

SENSATION

Coca-Cola, Keds, Kool Aid, Ford, Bufferin, Lay’s
Potato Chips, M&M Candy, Post Cereals, Wonder
Bread, Pepsi-Cola, Wheaties, Wrigley, Marx Toys,
Lionel, Kleenex, Cheer, Carnation, Cheerios, etc.

RESERVE YOUR MARKET!

For details }/ turn the page..,
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A

.
J( 4






=5

...

-t Sadk
£y 7R ok Sl
AP

he company she keeps

Irty of the fifty largest U.S. corporations
tve a Charlotte address. Not because of
Ir beauty. But because Chorlotte is one
the largest commercial and distribution
enfers in the Southeost. There are more
taple within a 75-mile radius of Chorlotte
n in a corresponding rodius around
anta, Indianapolis, Kansos City or Min-
rapolis. The largest businesses in Americo
¢zin Charlotte to reach these people. You
n reach them through WBT Radio Chor-
Ite. For over 40 years, WBT hos had the
lgest adult audience for the 37-county
tsicarea...the audience thatreceives and
33nds most of the Charlotte orea’s $2.612,-
4000 worth of spending money.* Join
» company that Chorlotte keeps—through

WBT RADIO CHARLOTTE

‘ ferson Standard BroadcastingCompony.
‘Presented nationally by John Bloir & Co.
“SOURCE: SURVEY OF BUYING POWER

L
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How much does state-of-mind affect sales?

A new qualitative research service was unwrapped this month, m
the ofhces of Marketing Evaluations, Manhasset, N. Y. Executive
director Jack Landis (former director, developmental rescarcl, JW'T)
disclosed the six-months-old firma’s fose service, “Product (), a sys-
tem of continuous measurement of consutuer reaction o products
and advertsing.

ME’s Product Q is based on the thesis that state of mind is linked
to sales. Most prolessional rescarchers consider the state-of-mimd sales
tink an established fact. What Product Q) will do is measure it.

The Q (for Qualitative) is determined by dividing the percent
of interviewees who have an opinion about a product into the per-
cent who rate it “one of the best.”

Suppose two brands have the following standings:

Brand A\ Brand B
Have any opinion 819, 450,
Rated “one of the best” 23 15

Currently Brand A\ is known by more people and las inore people
believing it “one ol the best.” The Q) rating is tound by dividing
the “best” rating by the “any opinion” score:

Brand A Brand B
Q rating 27 35

On this basis, says ME, Brand B is potentially stronger. Among
consumers who know about it, more rate it at the top of the attitude
scale. I it can raise its level of awareness, it will be a lormidable
competitor in the future.

Product Q began the month with one charter subscriber, Scott
Paper, and last week picked up General Mills. Cost to advertisers is
based on yearly ad budget per product, but minimum fee 1s §15-
20,000 per product a year. Charter subscribers pay the minimum
rate regardless of ad budgets which normally would qualify for
higher rate.

Co-lounder of Marketing Evalnations, with Landis, is Flenry
yrenner, presideny, Home Testing Institute-Tv().

SHARE-OF-MIND FORECASTS FUTURE MARKET ACTIOM

..Crest vs Colgate: 2 Years After ADA Announcement
A

SHARE-OF MARKE Y

8‘5

FER. AUG.
61 82

&8

FEB. AUG
81

State-of-mind's link to sales is demonstrated
ME illustrates here the two-vear pattern of Crest wothpaste’s surpassing
of leader Colgate after \D.\ public announcement of its favor for Crest

on

-



Go to New Orleans for Boston Beans?

Of course not! They've got a special
taste for beans in Boston. Successful
advertising takes local flavor into ac-
count. Spot TV avoids the uniformity of
“national” advertising. It gives you
market-by-market emphasis.

Ninety-two of the top one hundred
advertisers use Spot TV. It's used to
bolster a softening sales picture; to meet

the challenge of new competition; to
apply seasonal control or timing; to test
a program, a product, a merchandising
idea. Market-by-market is the efficient
way to buy TV today.

TvAR, representing a select list of
major market TV stations, can show you
how to get more out of your advertis-
ing dollars by buying on a spot-your

market basis. TvAR's “Television Spot |

Test” enables an advertiser to docu-
ment the effectiveness of Spot TV.
TvAR’s “Brand Comparisons,” give
the exact status of over 500 brands in
our eight represented markets.

Spot TV is the fiexible advertising
medium. TvAR is the personalized serv-
ice. Why not take advantage of both?

TvAR

TELEVISION ADVERTISING . REPRESENTATIVES, INC.

REPRESENTING

WBTV CHARLOTTE (JEFFERSON STANDARD BROADCASTING CO.) « WTOP-TV WASHINGTON AND WJXT JACKSONVILLE (POST-NEWSWEEK STATIONS)

WBZ-TV BOSTON, WJZ-TV BALTIMORE, KDKA-TV PITTSBURGH, KYW-TV CLEVELAND AND KPIX SAN FRANCISCO (WESTINGHOUSE BROADCASTING COMPANY)
TvAR Offices in New York, Chicago, Detroit, San Francisco, Los Angeles and Atlanta E
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Especially when the top 100 list has been thrown away.
Admen now use better measurements which shatter
flat market profile, open new creative opportunities

SPONSOR/15 aprIL 1963

'I'elevision has dropped an electron-
ic bombshell on the nice, stand-
ard market rankings of yesteryear.
Many markets which were previous-
ly excluded from consideration by
national advertisers are now includ-
ed in media planning, all because of
changes in marketing caused by tv.

But, if you want to start an argu-
ment on Madison or Michigan Ave-

nues, or want to see tv admen from
top client brass down to junior as-
sistant agency estimators turn a deli-
cate shade of purple, just talk about
top 100 tv market rankings.
Seldom has there been a topic on
which there is so much apparent con-
fusion, both emotional and mathe-
matical, as there is in the realm of
market-size research. In the eyes of
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many station reps and broadcasters,
the ranking ol v markets by agen-
ctes olten seeins irrational, or at
best, unlathomable.

Market ranking is a highly im-
portaut aspect of spot v, and one
of the hasiest arcas in the complex
methodology of umebuying. With-
in ageucy walls, there are usually
three basic methods ol ranking tele-
vision markets:

e by size ol mewro area

e by v anarket coverage

e by “average quarter-hour” or
“sets-in-use.”

Ol these, the first has a historical
cdge. When media discussions con-
cern  newspapers — the bulk ol
whose circulation is in metropoli-
tan arcas—the concept has consid-
erable validity. Tv's ability 1o leap
artificial and natural boundaries

has kicked a real hole in this meth-
od. The beyond-metro-area reach
of tv has often resulted in the comn-
bining of several metro arcas into
one television market such as New
York-Newark-Jersey City; Hartford-
New Haven, ctc.

Even where the outside area cov-
ered by tv stations does not en-
compass another established metro
area, tv has had an important el-

Top 25 markets—but whose top 25 do you mean?

Heve are the nation’s top 2

tv markets, measured by commonly-used yardsticks of tv circulation,

retail sales, tv sets-in-use, and spot tv advertising weight. Fach of these measurements is an ac-
curate reflection of part of the market; no one of them is a definitive measure of the market itself.
1dvertisers and agencies use these, and many other rankings, in solving diffevent parts of the indiord

ual problem of each campaign; no single ranking is an all-purpose tool.

Tv homes
credited to Metro area Quarter-hour Spot
dominant station,  retail sales sets-in-use revenue

25% cutoff per household ARB FCC '61
New York 1 96 1 1
Los Angeles 2 83 2 3
Chicago o 3 23 3 2
Philadelphia 4 123 4 4
Boston-Manchester 5 24 5 5
Detroit 6 75 5} 6
San Francisco-Oakland 7 76 9 S
Cleveland 8 55 7 8
Pittsburgh ‘ 9 153 8 7
Washington 10 51 12 11
St. Louis 11 150 11 10
Baltimore 12 71 16 14
Dallas-Ft. Worth 13 20-60! 13 20
Cincinnati 14 136 18 21
Minneapolis-St. Paul 15 50 14 19
Hartford-New Haven-New Britain 16 13 10 13
Providence 17 198 412 o
Indianapolis-Bloomington 18 31 15 15¢
Miami 19 86 22 23
Milwaukee 20 99 20 17
Kansas City 21 37 21 16
Charlotte, N. C. 22 38 40 5
Sacramento-Stockton 23 89 28° 35
Atlanta 24 63 24 25
Buffalo 25 122 19 12

l. Separate figures for two cities. 2.

Seattle-Tacoma is 17th 1n ARHB ranking

Canadtan iilewing, which would raise the market into approximately 1mh position. Columbus is
FC¢ station market). 8. Houston, 18th,

28

3 Houston i> 23rd in ARB ranking, 1, 19th, excluding
25th in ARB ranking. 3 Unranked by
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(00) : {00) _ loy

Eneign 201 95 200 68 202 25
Fort Myers 202 94 198 70 218 14
Klamath Falls 203 8s 205 58 202 25
Lima 203 85 206 53 205 24
Greenwood 205 83 202 63 189 33
Missoula 206 80 204 61 208 21
Bellingham 207 18 208 51 212 19
Huntsville 207 78 209 50 179 42
Big Spring 209 74 209 50 214 16
Dickinson 210 70 214 44 211 20
Grand Forks 211 68 212 45 208 21
Fort Dodge 212 62 211 47 198 28
Laredo 212 62 206 53 200 26
Decatur, Ala. 214 59 212 45 206 22
Mitchell . 215 54 215 43 214 16
Clovis, N, Mex. 216 51 216 39 217 15
Biloxi 217 50 217 37 212 19
Pembina 218 45 219 35 222 11

Florence, Ala. 218 45 220 34 206 22

Aberdeen, S.D, 220 44 217 37 220 13
. Bay, .- 221 38 222 30 218 14

B 222 30 222 11

3 224 25 220 13

H
i
i
:
¥

Hungry computers demand more market facts

Superhuman capacity of computers means
that, given facts, machines can reinterpret
market status in a score of ways. Meeting
the demands of machines (shown, Y&R's
with president Gribbin) are new demo-

graphic studies, such as men-women-chil-
dren breakdown of all tv markets, released
this month by RKO General. Research di-
rector Frank Boehm says figures can be
programed to pinpoint product buyers.

fect. In many cases there are
enough suburban communities out-
side the metro that the aggregate
population 1s actually as large or
larger than in the metro.

The second major method is
that of rankings based on (v mar-
ket coverage, drawn mostly from
Nielsen or ARB coverage studies.
These usually involve taking the
Lugest station in the market and
operating with a cutoft level de-
rived from he circulation of the
market.  (Cutoff giving all
homes in a county to the dominant
station which reaches 257, or
5097, of all homes weekly, or what-
ever cutofl figure is selected.) Al
most all of the rankings based on
this method include overlap fromn
one market to another, and duphi-
catiolnr.

The third method is ranking
based on “average quarter hour”
or “sets in use.” This method takes
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the average homes reached by cach
station in a given broad time peri-
od; the figures for all local stations
in the market are added; this gives
the marker total for ranking. This

Doing it the hard way
Big agencies don’t use published data
says Ken Mills, associate research direc

tor at Katz. “Lach agencv’s media re
scarch  dept. develops its own  for
mulae, then draws up actual lists.”

method has achieved considerable
measure of acceptance among ma-
jor agencies.

What are the limitattons of these
methods? According to rep research
specialist Cris Rashbaum, of HRP,
the geographic method is limited
by the cutolf level iself. “To say
that a station ts eifective i a whole
county where it may reach only
259 ol the homes in that county
in a week is pretty darned liberal,”
says Rashbaum. “The geographic
method of ranking cannot deal ef-
fectively with the problem of how
much viewing a station has.

“By contrast, the sets-in-use meth-
od is effective in terms of depth of
viewing. This method savs that
New York is the number one mar-
ket in the country not because
more people view a particular sta-
tion once a week, but because more
people are watching more stations

(Please turn to page 52)
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Tv and radio hoom
a small western
firm to nation-
wide distribution

|

“Concentration”

dir. of sales; Hugh Downs, host;

DeDomenico, president,

Golden Grain spends $3.5 million in advertising
75% goes to network and spot television
Family owners do research, testing, marketing

arketing mavericks in San Fran-

cisco, namely the DeDomenico
brothers, have proven that business
instinct, home research, a dash of
test-marketing, mixed with heavy
television advertising is a successful
recipe lor launching a new food
product on a national scale.

Only five vyears ago, Golden
Grain Macaroni Co., owned by the
DeDomenico family, was just an-
other regional producer of macaroni
products. That year the company’s
ad budget totaled $60,000 and busi-
ness volume a comfortable $8-9 mil-
lion. In 63, ad spending will reach
$3.5 million and sales are expected
to soar to the $30-million mark.
Broad product diversification is tak-
ing place and national distribution
has been accomplished.

Much of the company’s success is
attributed to spot and network tele-
vision advertising wliich comprises
ipproximately 7597 of the total ad

30

budget placed through agency Me-
Cann-Erickson, San Francisco.

Tv for demonstration. Afier ex-
perimenting with all media, the
Golden Grain executives found that
tv was the best vehicle for introduc-
ing new food products. It worked
in 1958 for the Rice-A-Roni prod-
ucts. Now the company’s witnessing
added proof with the present na-
tional introduction of convenience
dinners.

Tv dollars primarily go into
hard-selling commercials on 17 day-
time network shows: about 2597 is
allocated for regional advertising
or additional impact in key mar-
kets.

“Television offers us demonstri-
tion ol product, not only in use but
in preparvation. This s most im-
portant when introducing a new
food recipe idea,” says Paul De-
Domenico, national sales and ad-
vertising  manager  for Golden

Golden Grain sponsors 17 network programs
is one net program uscd.
Paul DeDomenico, sales, ad mgr.;

——

l'om DeDomenico, v.p.,
Paskey
discuss  promotional  plans  for Golden Grain

(I-r):

Grain. “We must explain what the
product is, and how it is prepared
and used, in addition (o creating a
desire on the part of the consumer
1o purchase it.

“Our convenience dinners are
unknown to most consumers. \Ve
are not interested in selling the
words or names, but in showing
what the products are.”

When the company is looking for
repetition of brand names it turns
to radio. The family feels radio
builds a brand awareness faster and
more efhciently than other media.

Golden Grain uses radio but no
tv to advertise its regular line of
more than 500 food 1tems on the
West Coast, including macaroni
products, dried vegetables, gelatins,
and soups.  Convenience dinners
are currently advertised via tv. No
radio is used because the line is
new.

Family success story. The story
of the Golden Grain Macaroni Co.
is a lamily one—three generations
long. I)mmg the early years of the
business, Domenico I)cI)nmcmco,
founder of the company, sold his
products in bulk to halian-Ameri-
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can families in and around San
Francisco, His wile supplied the
recipes that had been handed down
to her from the old world.

Now Domenico’s three sons man-
age the business. Paskey, the eldest,

is president: Vincent, general man-

il

ager and secretary-treasurer; Thom.-
as, vice president and director of
sales; Paskey’s son, Paul, is national
sales and advertising manager.

With close teamwork, the family
has built the company into a major
operation: hve factories, 20 ware-
houses, and 70 food brokerage
firms produce, distribute, and sell
Golden Grain products, achieving
849, national distribution.

Home research. Most of the
firm’s products, especially the new
convenience dinner items, are first
“tested” in the kitchens of the De-
Domenico wives.

Rice-A-Roni, the product line
that sparked Golden Grain’s rapid
growth since 1958, was the result of
a surprise dinner Tom DeDomen-
ico’s wife cooked for the family.
The children, unable to pronounce
the combination dish of rice and
macaroni (actually a pilaf), short-
ened it to ricearoni. The name was
short and catchy and presented a
clear image of the product. It
stuck, and was used when Vincent
decided 1o package and market the
product.

Marketing mavericks. The De-
Domenico family marketing success
is based more on instinct than long-
time planning and research. The
company jumped right from test
markets Seattle and San Francisco
into the fiery competition of New
York, and then into the throes of
national warfare.

It wasn’t until '58 that the
brothers decided 10 try national
distribution. They knew that 500
of the food items found on today’s
supennarket  shelves  were there
only five vears. Keeping this in
mind they discussed what products
would best compete in the race for
the precious shelf space at the su-
permarkets.

They also considered the time
element, knowing that the products
first on the market would be most
likely to capture the lion's share of
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that market. The product was
Rice-A-Roni and the time to stant
was immediately. The results of the
campaign proved to be excellent.

The success of the Rice-A-Roni
concept—quick  convenient  foods
which may serve either as complete
dinners or as side dishes—was re-
sponsible for the family decision 1o
introduce new products in the
same  category for convenience
dinners. West Coast market tests
proved immediately successful and
the four products were introduced
nationally  last  month. Besides
spending more on advertising than
ever before, Golden Grain is wil-
ling 1o spend $33 million on the
national introduction of its new
line through a coupon offer made
in magazines. The total retail cost
of the four-item package is only 66
cents, instead of $1.66. (The com-
pany ofters a refund of $1 on every
set if the purchaser remits all four
box tops.)

Direct competition comes from
General Mills, Betty Crocker, and
Lipton, but there is indirect com-
petition from any convenience food
line, whether it be dry foods, frozen
foods, or canned foods. However,
the DeDomenico brothers are not
afraid of competition.

Paskey DeDomenico told spox-
soR: “We learned early that quality
of product is of prime importance.
Then we learned the value of test-

It all started in San Francisco
“Somcthing new from San Francisco” is the theme of the commerdials. Pictures
from the city, such as view of Golden Gate Bridge above, are featured in spots.
DeDomenico family has marketed products in S.F. since company began in 1912

ing and consistent advertising. We
also learned that the grocer is a
most important  factor governing
success or failure m the market-
place, and we learned to serve his
interests. We have found that no
manner of competition can out-
weigh the values produced by these
three lessons.”

Diversification. Golden Grain
started out as a macaroni company,
but has included rice as the im-
portant staple in its nine national-
ly-advertised-and-distributed  prod-
ucts (Rice-A-Roni and convenience
dinner lines) .

The Rice-A-Roni products  in-
clude custard pudding, Spanish rice
mix, with beef flavor, rice with
chicken flavor, and rice with cheese.
The convenience dinners include
Noodle-Roni,  Spagheui  Dinner,
Twist-A-Roni and  Chicken, and
Scallop-A-Roni.

Golden Grain recently announced
the purchase of the D. Ghirardelli
Chocolate Co. of San Francisco “in
order to diversily the company's
interests.” Ghirardelli, in business
a century, has been marketing its
line of chocolate candy, instam
cocoa, and ground chocolate in 13
states.

“With good products, good mar-
keting, and good advertising, we
feel secure of ever-expanding ac-
ceptance of Golden Grain prod-
ucts,”” says Paskey DeDomenico ¢
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Weather forecast for agencies . . .

Fall network schedules preceded by early spring

cBS Tv

Judy Garland Show

rambuncuious history, advertisers
ould examine upcoming  prime
time schedules ol three comnpetitive
networks six months before the fall
season’s start
For the first time in many sea-
sons, there’s a big-money nighttime
quiz show, 100 Grand. ABC TV is
>lanning to drop this supposedly
fool-proof” quiz show into the
Sunday 10 p.m. slot. In the eves of
\BC TV program Dbuilders, 100

This vear, for the hirst time in (v's

Grand could most assuredly not be
regarded as inmiquitous and  there-
fore subject to any of the hemous
influences that befell scandalous
quiz shows in the late "50s,

CBS TV, lust to lock up a new
season’s schedule so emly in the
vear, now has 8797, of its prime time
hours sold. NBC TV has nearly
829 sold; ABC TV some 659, of
its lall programs signatured.

Many advantages came with the
locking up of skeds so early.

Jerry Lewis Show / ABC TV

For one, agency program chiel-
tains—with a siaggering $500 mil-
lion 1o spend—could examine the
6361 programs without haviug to
make hurried  judgments.  Some
goodies are being tasted with Dbliss,
others with blight, but the fecling
on Madison Avenue is one of genu-
me excitement,

Network exccutives are insisting
that '63-6:1 will be the most excit-
ing vear in video's history. Pro-
grams, in the main. are expected 10
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Schedules reveal
fewest changes on CBS,
most on ABC

Travels of Jaimie McPheeters / ABC TV

ast Side, West Side / CBS TV Mr. Novak / NBC TV

aul Henning Series / CBS TV Grirdl  NBC TV
shine, network billings to soal

Predicts Michael H. Dann. who
recently stepped into Hubbell Rob-
inson’s GBS 'I'V job as program ma-
jor domo: “We me on the verge
of the most exciting season since
the early ’50s.”

Dann, incidentally, was not only
speaking of the CBS TV lineup; he
was also dothing his cap in the di
rection of NBC TV and ABC TV

For complete nighttime
schedule, turn page
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lor there is excitement in the air
on three networks this fall.

Virtually all big advertisers are
conmitted to programing buys for
the ’63-°61 season. There are or-
ders in from such top drawer na-
tional advertisers as Procter & Gam-
ble, Liggett & Myers. Kellogg, Lever
Bros.. Brown & Williamson, Philip
Morris, P. Lorillard, General Mills
and many others.

\gency leaders predict that CBS
TV will get its biggest competition
on Mondav and  Friday nights.
They think it will remain the doni-
nant network on other nights.

There are significant shifts in ad-
vertising expenditures for the com-
ing season. Richard A. R. Pinkham,
senior v.p. in charge of media and
programs at Ted Bates & Co.. indi-
cates that Bates is betiing heavily
on CBS TV for the '63-61 season.
The agency switched some $20 mil-
lion in billing for American Home
Products from ABC TV to CBSTV.

On the other hand, there are
agency chieftains, including George
Polk, BBDO v.p. in charge of pro-
gram planning, who describe ABC
as an innovator with some exciting
product to unveil.

The wrend, of course, is to more
participation buying, co-sponsor-
ship and less full program buying
on the three networks. CBS has
been most successful in curbing the
minute participation buys.

It is SRO for many of the top
new shows. Armstrong, American
Motors, and Ralston/Purina have
bought into The Danny Kaye Show,
which is budgeted at S153,000 on
CBS. The highest priced weekly
show is the Bob Hope series on
NBC, Listed ac $230,000. Chrysler,
in acquiring this biggest single-
season tv conract, becomes one of
the few major dients with full
sponsorship of a weekly 60-minute
(v presentation,

3t

It is not too bright a picture for
the Tollvwood tv film makers on
the Coast, insofar as the new scason
is concerned. The networks are
making fewer purchases from the
big vidpix makers. Al told, the
three networks will have purchased
some 24 series from the fibm mak-
ers. This current season thev bought
a total of 37 series.

(It breaks down thusly: ABC will
have bought ten for the new sea-
son as compared to 16 this year:
NBC has pacted 11 compared with
13 this semester; CBS bought three
for '63-'61 compared to eight for
the current season.)

The plus marks for nexi season
go to MGAL-TV, which will jump
from one to six network series for
next season. Networks and adver-
tisers alike would like to sece big
film makers come np with more
hits like MGM’s Dr, Kildare series,
or top-notch product as Beverly
Hillbillies and The Defenders trom
smaller teleilin makers.

CBS TV will come to bat in '63-
64 with some 26 of its '62-'63 pow-
erhouse programs. On the other
hand, ABC and NBC, rogether,
will continue about 27 prograins,
CBS plans to introduce seven new
shows: NBC, nine, and ABC, 19.

CBS is programing fewer half-
hour features and two more one-
hour shows than currentlv; NBC
is presenting one less half-hour
show and one more hour show:
ABC is oftering three programs in
the 90-minute or two-hour format
m ‘63-61.

The score card now reads like
this:

CBS, 16 hours and 16 half-hours:
NBC. 16 hours, six half-hours and
three 90-minute-or-longer shows:
ABC, 12 hours, 15 hall-hours and
three 90-minutes or more.

Vital statistics. Ouher vital sta-

(Please turn to page 19)
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DLD and NEW shows for 1963-64 season

SUNDAY

ABC

CBS

ED SULLIVAN
SHOW

Pillsbury
Lorillerd
Whitehall

Lever

$131,000

CANDID
CAMERA

Bristol-
Myers
Lever

$58,000

Kelloaq
$46,000

MONDAY
NBC

Reynolds

$41,000

I'VE GOT A
SECRET
Toni
Gen. Foods

$44,000

Eestman
Kodak

$110,000

THE LUCY
SHOW

Gen. Foods
Lever

$61,000

WAGON |

TRAIN

BONANZA DANNY

R.J. THOMAS

Reynolds

Menley &
James
Schick

Storkist

Chevrolet
Gen. Foods

$65,000

ANDY
GRIFFITH

Gen. Foods
$62,000

$115,000 $150,000

OuPONT
SHOW OF
THE WEEK

duPont

$80,000

—— e ——

MONDAY
NIGHT AT
THE MOVIES

Buick
Carnetion
ic!
Miles
Sunbeam
Beecham

Lorillard
Thos.
Leeming
American
Tobacco

$34-939,000
er

p
commercial
minute

$85,000

TUESDAY

ABC CcBS

COMBAT

American
Tobacco
Beechem
Miles
Sunbeam
Union
Cerbide
Schick

$95,000

MCHALE'S

Schick
$56,500

MARSHALL
DILLON

[Local
sole)

$20,000

RED
SKELTON
Best Foods

Lever

S.C. Johnson
P. Morris

$140,000 V|

JACK BENNY

State Farm
Gen. Foods

$75,000

GARRY
MOORE

£.C. Johnson
Oldsmobile
R.J

Reynolds

$143,000

NBC

BELL
TELEPHONE
SPECIALS
Ball
$125,000
(Ar. with}
ANDY
WILLIAMS
SPECIALS
S&H

$130,000

WEDNESDAY
ABC cBs NBC

THURSDAY

ABC cBS NBC

FRIDAY
cBs

0ZZIE &
HARRIET

Amer. Gs
Amer.Dairy

$54.615

PRICE IS
RIGHT

Block Drug
$45,000

BEN
CASEY

Alberto-
Culver
Bristol-Myers.

Brown
Williamson
Noxzema
P&G

Quaker

$105.000

CBS THE
REPORTS | VIRGINIAN

Travelers
Insurence

Albarto-
Culver
[Bristol-Myers|
Cernetion
Ligaett &
Myers
Miles
Noxzema
PG

$100,000

$175,000

BEVERLY
HILLBILLIES
R.J.
Reynolds |

Kellogg
$63,000

DICK
VAN DYKE
Lorillard
PLG
$56,000

ELEVENTH
HOUR

Brown &
Williamson
Scott Paper

Union

Carbide

Werner-

Lambert

Buick
Schick
$120,000

LINTSTONES

Best Foods.
Welch

$55,000
DONNA
REED

Nabisco
Cempbell

$55.000

MY THREE
SONS

Quaker
Funt's

$58,500

PASSWORO
R.J.

Revaolds
Speidel

$35,000

RAWHIDE
Bristol-Myers

Coca-Cols
Parliament

$112,000

PERRY
MASON
Cleirol

Pillsbury

P. Morris

Stedling
Drug
Hertz

$112,000

THE
NURSES
Brown &

Williamson

PG

Whitehall

$121,000

DR.
KILDARE
Alberto-
Culver
Colqate
Glenbrook
Liagett &
Myers
Singer
Warner-

Lambert
$120,000
HAZEL
Ford

$55,000

James

Reynolds

$110,000

FIGHTS

Gillette
Gen. Cigar

$60,000

ROUTE 66

Chevrolet
P. Morris

$117,000

TWILIGHT
20NE
American
Tobacco

PEG
$59,000

ALFRED
HITCHCOCK

P. Morris
P&G

$118,000

NBC

INTER-
NATIONAL
SHOWTIME

. C.Gilbert|

Warnor-
Lambert

$60.000

JACK
PAAR

Herkz
Menley &
Jomes
Miles
Lorillard
Noxzema
Speidel

$110,000

LAWRENCE
WELK

JACKIE
GLEASON

Colgate
Drackett
Parliament
Ralston-
Purina

$141,000

THE
DEFENOERS
Bristol-Myers|
Allstate
Brown &
Williemson
Lever

$124,000

GUNSMOKE
Alberto-
Culver
Johnson &
Johason

PLG
Whitehall

$126,000

JOEY
BISHOP
P. Lorillard
$45,000

SATURDAY
NIGHT AT

THE
MOVIES
Chese-
brough-

Pond's
Mavybelline

Reynolds
Thos.
Leeming
Union
Carbide
Buick
Sunbeam
Vick Chem.
Manley &
James
American
Tobacco

$36,000 per|
commercial
Minyte

New programs are indicated in green. Program types are indicated as follows: (AP) Audience Participation; (DA) Drama-

only. These are net prices (agency commission not inCluded). v i d . :
E;z;g;ae"a‘ch"‘:eek} (DS) Dramatic Series (With week-to-week leading characters); (DOC) Documentary: (SC) Situation Comedy; (V) Variety. Key trend: more star showcases at night.

*Prices refer to average cost for
tic Anthology (Different stories,
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Airlines, theatres, retailers
used radio/tv advertising
during newspaper blackouts

Strikes are over, but
many print advertisers
linger on the air
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Tong Fsland Baily Press
- NewYorkWorld-Telegram
' New York Mirror

New York
'III ——

any an advertiser forinerly con-
M sidered a  hard-bound  print
media enthusiast is currently salut-
ing the return of Cleveland and
New York newspapers with one
hand—while patting broadcasters
on the back for a job well done
with the other.

The 19-week strike in Cleveland
and the 16-week walkout in New
York gave radio/tv stations in both
cities a onceqn-a-lifetime chance to
prove their media effectiveness to
a whole range of new clients.

That many airanedia newcomers
were convinced is demonstrated, in
tangible form, by continued in-
vestment of substantial radio/tv
sums—hbudgets previously slated for
newspapers.

| DAILY.®8 NEWS
" New York Post

Airlines and amusemem  adver-
tisers represent the largest categor-
ies of broadcast converts.  North-
cast Airlines, for example, jetted
into New York tv for the first time
during the strike, found thau ticket
sales for flights between that city
and Miami were up 139, over pre-
vious winter scasons. Movie exhibi-
tors and theatrical producers dis-
covered that newsprint was net the
only way to attract leisure-time con-
sumer spending.  Retail stores ex-
perimented with radio/tv; some
liked it, and some didn’t, but many
are planning  post-strike  sponsor-
ships in the air media.

Revenue did increase. \WWNBC-
TV, among New York tv stations,
admits to having gained the most
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Weekly department store sales in N. Y., Cleveland, and U. S. during strikes

Percentage changes below ave based on vetail dollay amount of sales during corveesponding periods a year ago,
according to statistics issued by the Federal Reserve System. Dates given represent last day of weekly tabnlation.

DECEMBER JANUARY FEBRUARY MARCH AVERAGE"
15 2 29 5 12 19 2 2 9 16 23 2 9 16 23 30
NEW YORK DISTRICT s 1 37 4—1 3—2 1—1 3 9] —5 2 7 1 3 2
N.Y.-N.E. New Jersey 5 8 35 3—4 5—-1| —1—2 2 71| =5 2_ 7 0 1 1
Newark 0 6 3% 1—1 3—3 —9g 3 2 9 —9 7 2 3 4 1
New York —1 1 2| Zs-n—5-9[ —6—10—7 0 —g—5 2-7-7 _g
CLEVELAND DISTRICT| —6 8 27 4 4 1-15 6 2—8—2| —15 5 0 0 8 _q
Cleveland —13 15 23 3 0 0—I5 3-3_-03—9 14 1-—2—6 3 _g4
Downtown Cleveland | —17 15 8| —~5—3_—6—21| —2—10—19—=21| —18 —9 —11 —14 —2| _q
UNITED STATES 3 5 34| 10 9 4-—2 1 5 1 3 —4 1 4 5 5 44

*Average for period 1 January to 20 March ouly, weighted by FRX for daellar volume

B L LA Rl O Y L

ad revenue during the newspaper
blackout — well over %$300,000 in
extra billings by various estimates,
Much of this dollar bonanza came
WNBCTV's way by “‘increasing
the number ol announcements”
while stretching 10s and 205 inwo
higher-priced minutes.  The other
New York v stations, two more
llagships (\WCBS-TV, WABCTV)
and three independents (WNEW-
TV, WOR-TV, WPIX) averaged
more than S100,000 in extra reve-
nue.

Radio stations, for once, matched
many ol the (v stations in New
York on extra, strike-produced in-
come.  For one thing, music-and-
news  stations could adjust  their
hour-alter-hour disk jockey sched-
ules to absorb announcements more
readily than could v stations, par-
ticularly those carrying locked-up
network  conmmercial prograning.
For another, radio commercial copy
could be (and was) prepared more
quickly than live, tape or ilin com-
mercials—with their added visuwal
dimension—in (v,

New York radio also benefited
[rom the in-again, out-again un-
certainty which surrounded the end
of the soike.  When the strike
dragged on, several advertisers who
had canceled emergency air cam-
paigns rushed back into spot radio
buis; on some stations no availa-

0

ey

bl S

bilities could be found.

On a percentage-inerease  basis,
some  New York radio stations
found the strike a real bonanza,
scoring gains of up to 759, Con-
mented a radio sales manager: “Re-
tail accounts especially realized that
radio is eftective. and could work
well with print advertising in the
future.”  Added the sales chiel of
another New York radio outlet:
“Advertisers like Rambler and Cas-
tro Convertibles which had been
using some, but not much radio are
now beginning to wonder how
much more radio had been doing
for them all along than they had
believed possible.”

Expensive newscasts. News cov-
erage on radio/tv stations in Cleve-
land and New York was greatly ex-
panded during the strikes, and the
cost often came high.  Sometimes,
the cost of newscasting did a lot o
cancel new revenue gains, particu-
Lnly in New York.

WABC-TV  calealates that 1
spent an extra 520,000 weekly for
added news coverage, which iself
only bronght in aboat $7.000 a
week more money. At WCBS- TV,
extra news costs amounted to 850.-
000 a1 week, not all of it recovered
in revenue.  Ironically, WOR-TV
lost $2:.1,000 in New York T imes ad
spending, in addition to extra news
costs, during the strike.

Radio stations in Cleveland and
New York reportedly  outspent
sonte (v stations on news, although
many stations in both media are
now continuing with extended cov-
crage. A Cleveland study made dur-
ing the strike indicates that at least
seven radio and one (v station
planned to continue expanded cov-
erage.

Contradictory studies. Some
studies indicate department store
sales during the newspaper strike

were up, others down, depend- .

ing on whose figures one cares to
look at. New York City (reasurer
Hilda G. Schwarts claims that the
city’s revenue from sales tax was
higher during the first three months
of the swrike than it was a year
ecarlier.  Sales tax collections, a
principal business barometer, were
577,240,986 [or December, January,
and February, compared with $76,
881,201 the year belore.

An RADB “Tale of Two Cities”
study  pointed out that 819 of
female New Yorkers and 799, of
Cleveland women reported spend-
ing as much or more doring the
strike period measured than during
the same period last year. RADB
stated, “Based on these figures, the
strike impact is minor.”

On the other side of the-strike-
didn’t-hurt-sales argument are the
Publishers, Conmmerce & Industry,
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med Retul Merchants Assas. The
ZIA totals New York rewail sales
Yosses at 325 mitlion, plus another
320 mithon for restaurants  and
heatres.

I Federal Reserve figures perhaps
sest indicate the efteets ol the surike,
although weather, general health of
the economy, and special sale peri-
s st be taken into considera-
tion. According to FRS figures, de-
partment store sales in Cleveland
over the period I Januarv to 30
March (the largest period of the
strike covered) were down 177 over
1962 and down 6°,, in New York,
compared with a 1, growth in
sales thronghout the United States.
 Reasons for sales dron. If the
following points ave considered the
difference is partially explained:

e There was a feeling among ad-
vertisers that the strike would be
over amy day: therefore. tv and
radio commercials were not pre-
ipared early during the strike, if
ac all,

1o Advertisers who did prepare
spots placed them for short periods
and pulled them oft intermittently
ithinking the strike would end.

I e Few. i[ anv, advertisers pul
all their print monev into broad-
casting, making anv comparisons
1of media effectiveness inaccurate.

e The rush 1o radio and tv was
so great that time was a scarcity and
l:ul\'crliscrs had 1o take what thev
conld get. throwing media strategy
to the winds.

o Manv print-oriented advertis-
ers did not know how to prepare an
effective broadcast campaign.

o Lack of time prevented adver-
tisers from desiening marketing o
comvlement advertising.  For ex-
ample. a tv station which covers a
302 or 60-mile radius might provide
SOME wiaste coverage.

Meanwhile, what's happening 1o
lthe advertisers who increased ra-
dio 'tv budgets or tried air media
for the first time?

New York stares. Manv de-
partment stores in Cleveland and
New York generally noted for their
heavy print newspaver advertising
turned to radio and tv during the
strike. Some are plauning to stick
with it. Sterm Bros., Bond, Kor-
vette, Alexanders, and John David

i SPONSOR /15 sprn 1963

were amoug the larger New York
stories  contributing 10 radio/tv's
“strike money.”

Many more turned to radio ex-
clusivelys either adding o their ra-
dio budgets or tryving the medium
for the first time. Some of them in
New York were Gimbels, Macy's,
Abraham & Straus, Lord & Tavlor,
Wallachs, S, Klein. I, Aluman,
Saks—31th and Bloomingdale’s.

Bond had been out of radio and
wv in New York for some five or
six vears, but reentered during
the strike.  Fnough favorable re-
sults were recognized to “strongly
consider sticking with i.”

The radio-advertised opening of
Macy's Home Improvement Center
took place during the strike. A\
Macy’s spokesman reported it was
“a huge success: the store was con-
stantly full.” Macy's plans to con-
tinue on radio for another 50
weeks.

Gimbels has been using a bit of
radio all along 1o advertise specific
items, but during the sirike ic de-
cided to heavy-up by using regular
30-second spots throughout the day
on six stations. Radio sales man-
agers leel Gimbels understands ra-
dio and uses it eflectively. The fu-
ture is expected to bring an in-
arease in the store’s radio buying.

B. Alunan also used New York

\—

Tv and radio spent extra on news

radio regularly during the sirike:
it normally uses radio for specific
occsions only.

AMexanders was happy  cnough
with strike-time radio/tv advertis-
ing to consider heavier schedules
in both media.

Korvette used a limited amount
of radio advertising in '62, mainly
to advertise store openings ind spe-
cial events. During the strike, item
advertising was scheduled and was
metfective compared with newspa-
pers. according 1o merchandising
manager Jack Schwadron.

Completely new to radio during
the strike, Lord & Taylor found it
very effective. The store used the
medium lor institutional advertis-
ing and plans to continue by spon-
soring at least one daily program.

Stern Bros. used both radio and
v radio for advertising specific
items at dilferent times, and (v for
w store sale. In the opinion ol
Stern’s executives, radio did a fine
job, but not as good a job as print.
Stern’s usedt tv for the first time
during the strike and reported it
did not substantially increase sales.
Net outcome: “We're going back
to prestrike media use.”

Lane’s Department Store launched
Washington's  Birthday sale spot
campaign  on WXNBCTV  which

(Please turn to page 55)

Stations” expanded news coverage gobbled up additional sponsor monev. WABC-
TV reports extra cost was 520,000 a week; WOCBS- TV, 850,000 a week., Appearing
on WABC-TV Big News Special  (above) are hree Herald Tribune stafters

11
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t News pace increases

{  WINS, N. Y. now has permanent 16-man
news staff, had under-fire test (below)
during newspaper walkout. (Left): Mark
Olds, gen'l mgr., greets members of News-
paper Comizcs Council during the strike

‘Evolution’ is key to |

hanging the format ol a major-market radio sta-
c tion is never an easy trick. I new managemem
moves too rapidly, the station (and ity advertisers)
may lose audience betore new programing has had a
chance to catech on with listeners.

At the same time, many station groups have cave-
fully built an over-all * sl\lc for radio stations 'md
naturally, are concerned with making the group new-
comer conform. And therein lies the problem which
confronted Westinghouse when it took over WINS,

£

.

—
—
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—
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rnn ’)
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ANDYOUR ~
Specials, promotions add balance ™ | COLUM™
“Program PM” and “Two Worlds of Jazz” ' ON RADIO
feature offbeat interviews, new slant on re-
ligion (above). During newspaper strike, Z/@i@W/ﬂs
models handed out “news digests” from
Harlem to Fifth Ave.; Steve Allen read com-
ics; mgr. Mark Olds made midtown speech

o 14 *'

1
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Records are basic fare

Top disk jockeys at WINS appeal to young
adults as well as rock-and-rollers. Murray
“The K" Kaufman visits bowling center
(). Pete Myers holds afternoon slot (be-
low); Dick Clayton, morning man, totes
Nescafe; Stan Z. Burns chats with guest

change, says WINS

New York last fall from Gotham Broadcasting,.

As Mark Obds, WINS manager, puts it:

“We felt that program changes should be an evolu-
tonary process, not an overnight tace-lifi. We re-
viewed carelully what we had going tor us, and have
tried to keep the best of it

“In some cases, we deliberately set out o {ose 1een-
age audience at certain houwrs as part ol the change.
IUs our teeling the ideal balance should be 7597 adult,
209, teens and 59 kids in owr regular audience.”

e

B e 5

That WINS has successiully bhroughn off the fo
mat change—with personality record shows, expanded
news coverage, offtbeat “talk” and interview programs,
and new public-atfairs series (including a month-long
“Shakespeare Festival” of BBC-produced adaptations
can be judged by sirong New York-area ratings and a
907, sellout of availabilities between NMonday and
Eriday, plus record first-quarter sales.

“I'd rather bat seven out of ten than simply be
right one out of one times,” sayvs Olds. L 4
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“TIMEBUYER’S
CORNER

Rumored along Madison Avenue: We haven't been able to do a
thing with the sroxsor Open Ear since that report T April that Marey
Ovcr, then with D-F-S (New York), was about to switch 1o D" Arey (New
York) has been contnmed, Mty has been assigned 1o the Colgate
groap, and is buying lor Wildroot. Now we have the Open Ear s
tenming hard to pinpoint the whereabouts ol several New York buyers:
Olga Kandel (ex-Swan & Mason) . Ann Janowitz (ex-OBNy | Marie
Coleman (ex-Donahue & Coce), Ed Nugent (ex-BBDO).

Media people:
what they are doing
and saying

What GOES on Madison Avenue, or peering through the grey flan-
nel fog: We thought we saw a veritable pavade of assorted buyers, as
sistanit buyers, estimators, copywriters, secretaries, and dlericals march-
ing out of BBDO with coflee muags, ash trays, peneil holders, and brand
new resumes in hand the other day. Did our hazel orbs deceive us?

Moving becomes Electra: Electra Ladas, now widh Fletcher Richards,
Calkins & Flolden (San Frimdisco) as assistant buyer, journeved from
Lester L. Jacobs, Inc. (Chicago), where she was media divector,

News from McCann-Erickson: New buyer on the Nestle account
(New York) as of 8 Aprilis Tony Maisano. "Tony was previously as
sistant buyer on the Lincoln-Mercury account at Kenvon & Fekhard:
(New York) .

Report from Richmond: New media department manager ac Liller
Neal Battle & Lindsey is T. Jack Csaky, who switched Trom Advertis
ing Assocrates, where he was media divector and account exec,

Just what is CARTA? We met brielly with John Henderson, the or-
ganization’s president the otlier morning, and lound, fivst of all, that
1tis the Catholic Apostolate ol Radio, Television and Advertising, aid

(Please turn to page 46)

A signing of spring in L.A.

Cole, Fischer & Rogow media dircctor Dorothy Staft and agenay v.p. Joe Den
ker sign contract for Hotpoint schedule o KOGO, San Dicgo. Standing by
are Wikon Fdwards (1), station anager. and Win Uebel, Katz Ageney, LA
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With a prodigious appetite for good things to drink, eat, wear and

enjoy, metro Charlotte racks up the highest retail sales per family

In the Southeast. Slim budget or stout, you can expect and get

nuskier response and cooperation from Charlotte’s WSOC-TV. Let us

ar your H-R man show you how this great area station of the nation
b s your right diet for right now in the Carolinas.

WS, C-TV

CHARLOTTE 9—NBC and ABC. Represented by H-R

“Diet Rite Cola has
revolutionized the best cola
market in the world. North
Carolina has the highest
per capita consumption of soft
drinks in the nation —

and Charlotte is the key to
the Carolinas. Big reason
for instant success here of
Diet Rite has been our
continuing schedule on
WSocC-1v.”

JIM CALDER, Sales Mgr.
Royal Crown Bottling Co.
Charlotte, N. C.

WSOC and WSOC-TV are assoclated with WSB and WSB8-TV, Atlanta, WHIO and WHIO-TV, Dayton

SPONSOR, 15 awrir. 1963
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“TIMEBUYER’S
CORNER

that its membership is made up of Catholic Liymen and women active
i the communications field. Johm explained that its purpose is 1o
hetp the members improve themselves as individuals and as craftsmen,
and in this way to improve the industry as a whole. We discoverad
that manv of the members are timebuvers, so we will keep our eve
on CARTA doings and keep you informed. By the way, those eligi-
ble to join are usually invited by a member to do so, but if you are
cligible and would like to join but don’t know a member, feel {ree o
call Josephine lannello at CBS TV and she will advise you.

Continued from page 44

Why didn't we get a cigar? DCS&S buver Stu Eckert and wile ‘Frini
tell us that livde red-headed danghter of theirs, Lisa Jane, born 27
February at 3 pounds 15 ounces. is now doing fine and topping the
scales at a hefty 6 pounds.

New buyer at Chirurg & Cairns (New York) is EHen Kourtides, who
was with J. Walier Thompson (New York).

On the ad scene: The -01h
{loor of the Time & Lile
Building, the home of Del
Wood, is where we met an
undisputedly colorful figure
in the ad business, Jason of
Del Wood. (We never did
ask him what happened 10
his last name.) In answering
our query about his back-
ground, Jason told us he
comes from Great Britain,
London to be exact, where
he was educated in the bet-
ter public  (comparable to
our private) schools. He ar-
vived in New York when the
pound went to $2.80 (about
1952), with no tdea at all of
cntering the ad world. A
Iriend steered him 10 Mo-
tion Pictures for Television,
an outfic which was then
svidicating Charlie Chan and John Wayne films, and he later went
from there o Del Wood, In his present position with the barter
agency, Jason is responsible for the Spoolie Hair Curler account, and
contributes his services to such accounts as Real Kill (insecticide) , and
Manischewitz, I explaining barter. Jason told us that his agency
deals only with advertisers with such low budgets that it would be
impossible for them to buy on a national scale. Therefore, the agency
barters jingle LD.s prepared by its production company for air time,
which is then used by these advertisers. He feels that his agency makes
it possible for these advertisers to use the broadeast media. Jason tells
us that many times after these companies have been launched in ad-
vertising and sales pick up. they deal dirvectly with a normal ad agency
or the stations. e feels small companies can allocate monies for
advertising in a much shorter time by starting through barter. L 4
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PEOPLE-FUSED ... personality SWANCO stations, “live
wires’ in their market areas . . . radio that clicks with
the whole family, and turns on the sales current for
advertisers. Person-to-person radio that makes a “con-
nection” between people and products — people who
listen, like it . . . people who buy it, love it!
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SWANCO I"LL

1S BE
PEOPLE-FUSED SWITCHED!
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THE JOHN BLAIR 6 STATION IialiG Diflgfw ALBK QEO KLEO ’ﬁ‘ robert e.
9 9 UQUERQUE. WICHITA. v,

OKLAHOMA lowa NEW MEXICO KANSAS eastman & co., inc.
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~ COMMERCIAL
* CRITIQUE

Trends, techniques, new
styles in radio/tv
commercials are evaluated
by industry leaders

BEWARE THE JINGLE-IT AFFECTS YOUR IMAGE

By AUSTEN CROOM-JOHNSON

There are times when a particu-
Lo use of music can bring a re-
spected corporation downt 1o the
general  level ol todmy's  jingle,
which s usually somewhat helow
sei level. In other words, there are
tunes  whenr the jingle approach
st the best one.

In oy Lase article, under “Forgive

[ BMANDFACTURLES
HANOVER TSUST

is bevond ury comprehension. Sure-
Iy a more suttable sales approach
is the ueatument accorded  the
Manulactarers Hanover ‘T'rust come-
mercials. They put Torth an attrac-
tive andd entertaining message n
which dlever cartooning and good
copy do the wrick. navoiding the
jingle they maintain their dignity
without being stuffy about it
There's a livde more lLatitude

to beckon the traveler

Nationtal Nirlines has a device
teaturing a series of ascending musi-
cal phrases played by a brass choir,
which ends with a group singing
the words “Flv National.” 1In this
anse | odon’t think the device is
sulficienthy distinetive, and the all-
unportant two-word message of the
sintgers lacks recorded presence,

Fverv vear Irish  International

Most banks lose their public trust image with poor commercials
But Manufaciurers Hanover Urnst puts forth an attractive, entertaining measage in a dever cartoon wath good copy. Bird-
fover entcrs bank, learns of many services, finally acks Do vorv el bird seed, oo™ Cops anaintains diguity withont stufhnes

and Forget”” | mentioned Deha
Atrlines. Now, 1t 't the airline
that 1 wias chastising; 1t iy the lack
of self-respect which their radio jin-
gle conveved to me as one listener.
Some gal, accompanied by pumo
which vamps till ready, delivers a
piece which—well, it sounds like
one of those tunes thar hopefuls
send in to have Iyrics fitted 1o for
publication at their own expense,
A public carrier that spends good
money on “It's Delightful 1o Fly
Delta’ as its slogan is imaking sense.
But when an airline allows the at-
tichment of such words 1o second-
rate musical promotion, in my con-
sidered opinion, that can only fail
to inspive confidence . . . the one
thing they must sell.

The nanvete that leads banks,
INsUrnee  compianies, investment
firms and the like—which rely on
public trust—to permit such dimi-
nution ol their institutional image

I8

when it comes to an airline, rather
than a bank, using @ musical nes-
sage. After all, an airline can take
vou on a holiday, as well as a busi-
ness trip, and music can add a ro-
mantic touch. Thiy format can be
most cffective if it s tailored spe-
cifically 1o copy (TW.\), or used
as a singing tdentihcation (North-
west Orient) . TWA has an exam-
ple (their Starstream commercial)
of an interestmg ind well thougnt
out combinatton of words and mu-
sic. The words are spoken by an
announcer, but e enhanced by
music which is designed 1o under-
line every nood and selling point
in the copy. Nobody sings aboun
the Strstream jet they don’t
have to.

American Airlines also has 2
good series in Americian Cities,”
which hias a captivating background
ol colorful sounds personal 10 each
locale . .. with just the right words

Airlines sponsors the St Patrick’s

Day parade. Making the most ol
this fine occasion, they present an
irresistible mvitation (o visit Ire-
land. with beautiful photography
and hyrical copy. The commercials
(Please turn to page 19)

—AUSTEN CROOM-JOHNSON

\msten  Croom-Johison. creitor
with \lan Kent of “Pepsi-Cola
Hins the Spot.” is a widely known
writer-consnltant specdializing in
the field ol msical advertising.
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COMMERCIAL CRITIQUE

(Continned from page 18) :

are delivered by a colleen with a

lovely lilt, and the final singing

phrase makes you want to call Irish

International  \irlines and st

packing.

I haven't had a chance to explore
the others, but while on the subject
of airlines, I wonder why some-
body doesn’t monitor the orchestral
music plyed on tape over their
'|)ul)li(' address systems. [ remember
con one {light T was soothed into my
seat to the strains of “The House
v Haunted by the Fcho of Your
Last Goodbye™!

Selliny and Compelling

‘Aero-Shave: Aun animated tein ptyess
with a sultyy come-on, and a mu-
steal wmessage to watch.

Brylcreem: 7he original charae-
ters and pimgle wear well, and
are still welcome singing “A lit-
tle dal’ll do ya.”

FALL PROGRAMS
(Continued from page 31)
tistics:

There are 86 prime time shows,
Pas against 91wt the beginnmg ol
tthe corrent season,

The vrend is toward comedy with
more big names heading shows, |

More emphasis is  pliced on 1
filmed drama concerned with spec-
tacular aspects ol medicine and
law, inspired by the stunaing suc-
cesses of the past two seasons’ The
YDefenders (GBS, Ben Casey (ABC),
and Dr. Kildare (NBC).

ABCs answer to The Defenders

“we o QU Cllents’ sales- thats whats
e ip ! And why not 2 Weve had 1)

the second hall a lawyver prosecut- 9 -
ing the culprit. Arrest and Tryial 0drs 01 0[’10”00 sg[ll” tﬂg
§ s peacilled in the Sunday 8:30 10

10 pam. niche, opposite GBS Ed !

° ° e o
tSallivan and the new Judy Garland 3255”” t ﬂ”mgs y 4
.\'zn‘icl) show; NBC's Grindl, a mys- 9 y l” ll:”l”lﬂ JY
tery-comedy  with  Imogene Coca,
and Bonanza. .\ grim vating race ts | /’/” I t k t , [* —_ g
mevitable with sueh aa array, ex- | ° y ”Idr 0 o Television Magazine

perts insist.

As regards color tv, NBC's night- i ¥ ot .
time schedule s substantially the 1
same as last season, with some 14
programs, including a number of WAYLJ- Ty]” ””AA/”KE M
leature  films, availuble 0 olor e 4 *
viewers. ABC is oftering three pro- INIII-Z KATZ AGENCY, ine.
grams in color. CBS says it has no o

(Please turn to page 51) “THERE IS NO SUBSTITUTE FOR INTEGRITY"

- R T T A v
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You can’t cover
Indianapolis with
Indianapolis 1TV'!

*The Indianapolis Market, we mean!

WTHI-TV in combination with Indianapolis stations offers more additional unduplicated TV homes
than even the most extensive use of Indianapolis alone.

More than 25% of consumer sales credited to Indianapolis comes from the area served by
WTHI-TV, Terre Haute.

More than 25% of the TV homes in the combined Indianapolis-Terre Haute television area are
served by WTHI-TV.

This unique situation revealed here definitely suggests the importance of re-evaluating your basic
Indiana TV effort . .. The supporting facts and figures (yours for the asking) will show how you gain,
at no increase in cost. ..

1. Greatly expanded Indiana reach

2. Effective and complete coverage of Indiana's two top TV markels

3. Greatly improved overall cost efficiency

So, let an Edward Petry man document the foregoing
with authoritative distribution and TV audience data.

WTHI-TV =

delivers more homes
per average quarter

CIHHANNEL 10
TERRE HAUTE.

INDIANA

An affiliate of WTHI AM & FM

50 SPONSOR/15 ApRIL 1963

hour than any
Indiana station *

(March 1962 ARB)

*except Indianapolis
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The House Commeree Investigations subcomneittee during the
e

cast serious doubts on the A. C. Nicelsen national radio and tv

turning to alleged monopoly,

What's happening
in U.S. Government

that affects sponsors,

agencies, stations

: .
. 9w »e 7w
ratings hearings

samples™ bhefore

Niclsen exeentives were not given an immediate or a certain chanee to attempt to clear

up doubts about how homes are selected or about how carefully tnfornation is obtained from
] )

the audimeters.
There was no doubt that the subcommittee had selected Nielsen as

the No. T target.

There was even less doubt that the subconumittee wouldn't rest until Nielsen was throughh

harhecued.

Subeommittee prober Robert Richardson put a number of itews together in

an attempt to make a case for Nielsen monopoly.

One was a statement by A, C. Nielsen, Sr.. to the effect that nobody can come up with an

audience measurcment machine without infringing Nielsen patents. Another was an alleged

statement by Nielsen, not vet authenticated, that the company would dominate the ratings

field and then raise prices,
Richardson was aiming special fire at agreements between Nielsen-3i

ndlinger and \iel-

sen-ARB. both concluded to end litigation out of court.  Richardson contended that both

were one-sided in favor of Nielsen and highly restrictive.  Seiler and Sindlinger were ve.

called as witnesses to back up this line of attack.

Three disaffeeted former Nielsen field men. one who said he

quit bheecause of

inability to colleet overtime pay and the other two fired. were used to back up

donbts about the national Nielsen sample.

They agreed with doubts already raised by Nielsen, involving choice by field men of

homes not in accord with Nielsew’s random sample plan. Concentration in
Faked audimeter films. diaries filled in by field men.

low-income homes,

Nielsen executive vice president Henry Ralimel invited Richardson to come to Chicago

with experts. He =aid they would find after probing the entire list of homes in the national

samples that the list is really as represented. He also asked for permission
charges on the record at a later date. He didnt get the first. may not get
aranted,

to file answers to
the second request

Subcommittee menmbers made it plain they felt the company hadn’t coop-

erated until its “back was against the walll™ to quote ehairman Oren Harris (D,

Ark.).

Two members said they would have to look at what Nielsen might supply for the vecord

before deciding to object to inclusion.

The subconunittee members spoke again and again of Federal regulation. Attempts along

this line might or might not be made. But the Federal Trade Commission was definitely being
pushed to further action in the field. and particularly against Nielsen. This was particularh

true with respect to the alleged monopoly or restraint of trade allegations.

\

The House Commeree Communieations subeommitiee approved suspending
See. 3135 politieal equal time regnirements. but only for 1961 and only for candi-

dates for president and vice president.

The group refused not only to consider wiping out Sec. 313 but even offers to compro-

mise on suspension to include wore political offices. Passage of the very limited "6.f-only bill

seems assured.

lsronsoa/ls ArriL 1963
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MARKET RANKINGS
(Continued from page 29)

at any given time than are watch-
ing Chicago or Los Angeles sta-
tions.

“The dilhculty with sets in use is
that it is totally unsusceptible of
geographic definition. We cannot
ASSIEN L county to one el or an-
other, even on a duplicated basis
using  this criterion,” says  Riash-
biaum.

“Fhis has been a problem Tor the
networks, from thme o time. B
today, almost everyone accepts the
lact that duplication is inevitable
as an error on the side ol fairness.

ADBC™s Paul Sonken, for example,
derives his lists Trom 1960 ARD
coverage. updated by 1962 county
sampling. This works on the postu-
Lrte of “all homes able o receive
agiven station.” Within the metro
area, this means that virtually all
homes will be credited, in wurn, 10
cach station, and the number of
homes will thin ont as sampling
gets Turther away from the trans-
nmitter site.

There's no arbitrary cutofl in this
swstem, which means that ABC fig-
ures may tend to be more conserva-
tive than lists in which a whole
county is aredited 10 a station if a
percentage of homes views the sta-
tion once-weekly,

“In making up a market rank-
ing,” explains Sonken, “it’s not fair
to penalize the stations by trying 1o
climinate duplication. In fact, it’s
not even possible. For example,
there’s New Jersey overlap between
stations in New York and Philadel-
phia, but vou can’t assign those
homes to either market alone. be-
cause their viewing is constantly
changing.”

(When ABC, lke other net-
works, gets down to the case of a
particular station in a particular
market. it does try to refine the fig-
ures to reduce duplication)

Agency tactics. \lthough there
are only three important methods
of ranking. major agencies have
developed many  variations  on
these.

Ted Bates uses o primary rank-
ing based on the total of average
quarter-hour homes reached for all
stations in the market as reported
by ARB. The data is updated
vearly.  Metro  area  population
sometimes but infrequently is a fac-

39

tor.  The actual lists lor buying
purposes are based on the needs
tor individual accounts.

Sayvs Jackie DaCosta, niarketing
expert at Bates, “All systemns have
their own quirks and deficiencies,
The quarter-hour inethod has the
least—but our 1963 Tists may vet be
considerably refined.  We're con-
cerned for example with what hap-
penns insingle station or two station
nurkets.  Is the bigger audience in
a three station market purely the
result of the third r:l(‘“il‘\':‘ Doces
this undermine the two  station
nrket:”

BBDO is an aggressively “no
list™ agency. Associate media di-
rector Id  Papazian states  vehe-
mently he has given up rankings as
such,  Each account is considered

HAS THE HARRIS SUB-
COMMITTEE SHAKEN
AGENCY FAITH IN THE
RATINGS SERVICES?

A survey of more than 200
agencies probes the effect on
admen of the five-week con-
gressional hearings on broad-
cast score-keepers.

NZXT WEEK I SPINSOR

individually,  In assaying market
potential  within this [framework
BBDO uses net weekly circulation
of the market’'s leading  station
based on a spedal tabulation by
ARD.

J. Walter Thompson uses a rank-
ing essentially based on total v
homes in counties credited to “the
leading coverage station,” using a
cutoll point of 509 or better night-
time weekly penetration. ITowever,
a county cannot be credited to a
market il it has already been cved-
ited to a market higher on the list,

[W'T cautions its buyers  that
“the method by which the list is
constructed inevitably places in a
disproportionately low position sev-
eral markets with stations whose
gross coverage is high but i areas

already reached by other markets
higher o the list.

“The buyer may wish to evalu-
ate these markets, based solely on
the relatively  Large numbers ol
homes they are able to deliver.”
Riankings now in use are based on
Nielsen dat. For JW'T also, rank.
ing is only a point of departure to
be used as a guide in meeting spe-
cific buving problems on each ac-
count,

“Only the dien,” points out
JWT's Irene Dunne, “has  real
knowledge of the sales data which
ultinately determine market selec-
ton,

Benton & Bowles uses a primary
ranking based on the coverage po-
tential ol cach market as deter-
mined by ARB studies. (The ex.
act formula is confidential)  Met-
ropolitan area  retail  sales  are
sometimes considered but only rare-
ly. There's no rigid list; each ac-
count’s goals are examined separ-
ately, with geographic, marketing,
and other factors weighing heavily.

Compton marketer  Lois  Yake
guides her rankings on the indi-
vidual needs of each brand. For
national distributors bhuyving a lot
ol spat, coverage areas are most im.
portant. Compton extracts its own
rankings Tor these, based on ARDB.
Metro area population is consid-
ered when the product is interested
in urban penetration.  Miss Yake
says her agency makes its own “mar-
ket areas” which are a composite of
station  coverage.  “Any  updated
coverage information from a repu-
table firm is helplul,” she suggests.

McCann-Erickson uses a primary
ranking based on tv homes in cov-
erage areas of stations serving the
market, as defined by ARB. Again,
McCann  has its own  formulas
whidlt are not released to reps and
stations.  Marketing and distribu-
tion requirements play the para-
mount roles in the eventual selec-
tion of markets for given products.

McCann has done a good deal
ol work in developing compatible
information for modern day com-
puters. It has been able for ex.
ample to exinine all the afhliates
of a network and define the homes
which arve dominant to cach affli.
ate: in ellect wan unduplicated lise-
ing which may vary greatly from a
network’s own claim. - Computer
programing has also enabled Me-
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Canu to pinpoint the advertising
weight in certain areas.

“We find markets where we're
setting spill-over from stations in
bther markets” says Bob Coen. A
small supplementary buy in these
markets will often give us more ad-
vertising weight than we could con-
trive by buving another, separate
market.  We can buy perhaps 30
of these spill-over markets tor the
price. ol one medium-sized new
market.”

Coen  savs  that new  coverage
wudies are the best value for sta-
tion's research money. Figures on
retail other economic
data are probably best left o mar-
Keting specialists.

sales and

Young & Rubicam has two pri-
mary rankings. First is based on av-
erage quarter-hour homes reached
for the market's leading station.
Data is revised twice yearly. Thesec-
ond ranking is based on an inter-
pretation of ARD coverage studies,
under a confidential tormula. Sales
and marketing goals are vital con
sideration, with market rankings
developed by media research sub-
ject to “llexible” interpretation.

g i

Unwversity of Mississippi

Medical Center
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Yardsticks vary. Al
with major agencies sroxsor’s find
ing are that as many rankings
“tools” exist as do chients and
brands.  This is  confirmed by
Ralph  Sorensen, co-chairman  of
the American Marketing  Associa-
tion’s media committee in New
York. Sorensen reports that this
sitwation is accepted as complete
normal: there has rarely il ever
been discussion by ANMLA members
ou the relative merits ol rankings,
because  research  specialists  are
aware that no arburary list is work-
able. and that dilterent measure-
ments  are  largely  incompatible.
Similar findings are reported by
leading rep firms who themselves
hive questioned agencies on rank-
ing methods. Kenneth Mills, associ-
ate research director ol The Kats
Agency, conducted his own exhaus-
tive investigation last vear. FHe
tound that metro area populations
were of decreasing importance
the ranking of «v markets. In no
agency did the metro area play a
major role.

talking

“Some measnre of coverage or
reach is the principal yardstick,”

Jackson, Mississippl . -

-

says Mills. Wl more sophist
cated methods available to ginage
station  coverage and  circulation,
agencies are relving less and less
on the urban core as the govern-
ing factor in assessing a market’s
value.”

“At least among the larger agen-
cies published data play no part in
market ranking. Lach agendy’s me-
dia research department develops
its own formula or formulae which
are then used to draw up the actual
lsts.”

Mills” conclusion is that market-
ing realities lor individual ac
counts, not market rankings, are
the prime consideration.  Within
the same ageney difterent measure-
ments are applied 1o meet the
needs of dillerent accounts.

“Although coverage is the prin-
cipal determinant of market rank-
ing,” says  Mills, “there are in-
stances where marketing realities
dictate the incusion ol the market
because ol the size ot the urban
core, in spite ol the limited cover-
age outside that core. Conversely
a ket might be bypassed in
spite ol substantial  coverage be-

@i pars




ing in 1958.

Thomas W. Moore hiked
to ABC TV presidency

TV since 1957 and vp. in charge
ol the network since 20 March,
1962, has been elevated to the
presidency. Commenting on the
move, Leonard 11 Goldenson.
head of the parent
Broadcasting - Paramount
atres, noted:

area—progriming, siles, and as
head of ABC PV, is one of
proven leadership and  creativ-
itv. 1lis new position is aaichly deserved promotion.”

Moore was appointed ABC TV vice president in charge of sales
in 1957, and vice president of the network in charge of program-

Moore entered tv in 1952 as an account exce on the West Coast
with CBS TV Filim Sales, and moved to New York in 1956 as its
general sales manager. Moore was appointed ABC TV vice pres-
wlent in charge of sales in 1957, and vice president ol the network
in charge ol programing in 1958,

TThomas W. Moore, with ADBC

American
T'hea-

“Moore’s background in every

cimse that coverage was considered
100 widespread and hence too dif-
hcult to merchandise.

“Fherc are, therefore, few set pat-
terns, even within a single agency.
Market lists are drawn up as
guides, not absolutes.”

Demographic data, In sroNsor’s
inquiry a further complication ap-
peared in the desire of many agen-

cies for more demographic infor-

mation.  Total numbers of peo-

ple are becoming less important to
many national accounts; the buy-

. ¢
Educational background
Jason Evers will be starred in “Chan-
ning.”” a new ABC TV Wednesday night
series abour life on a college campus
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ing is more and more on the basis
of kinds of people reached rather
than total audience. At the same
time the development of comput-
ers is making easier the use of such
mformation once it has been col-
lected. 1t's no coincidence that the
national sales division of RKO
General vecently invested a1 sub-
stantial amount of money in re-
search which can be programed to
machines. RKO has just released
a series of ranking tables in which
every U. S, tv market is ranked on

o e 2 a0
Courtroom goings-on
Ben Gaszzara will be one of the stars
i the new “Arrest and Thial” stories
1o be presented Sundays over ABC TV

the availability ol seven importang
consumer groupings.  The tables
show the  average  quarter-hour
availability of: homes, men, wom-
cn, Youlg men, young  wonen,
teens and  children during  three
nrjor time cassifications.

Donald Quinn, director of na-
tional sales, says “We ave aware of
the increasing desive of computer-
oriented agencies for more media
data of reliable nature. Our rank-
ings are designed to mecet the agen.
¢y hall way in bridging this gap
between the desire Tor inlormation
and the technical and budget limi-
tations ol broadcast research.” Ap-
plication of the tables, according to
rescarch  director  Frank  Bochm,
“will permit the selection of v
markets  based upon  the actual
number  of  customers  available
rather than on general circulation
data.  For example, an advertiser
secking to reach young men and
women and only able o afford
fringe time can sclect those mar-
kets which have the largest num-
ber of this group available during
fringe time and which might there-
fore be most vesponsive to his ad-
vertising.”

The free whecling days when a
brash new client, such as Lestoil,
could revamp its distribution ac-
cording to (v coverage arcas, are
gone for good. This is a remark-
able change in a comparatively
short time. Lestoil’s advertising di-
rector, Owen Carroll, says “we re-
Iy today more on the trade factors,
and we assime that adequate me-
dia coverage can be contrived sub-
sequently.  The basic considera.
tions for us today are geographic
arens. trade llow of merchandise,
sales outlet coverage; the purely
media considerations are second-

ary.” | 4

FALL PROGRAMS
(Continued from page 19)

color plans for the fall.

Why is the '63-'64 scason regard-
ed with such high optimism?

First, therve is an abundance of
1EeW Prograni,

Secondly, these programs are tak-
ing different program forms.

Thirvdly, there’s the entrance or
return of snch major personalities
as Danny Kave, George C. Scott,
Judy Garland, Jerry Lewis, Phil
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silvers, and seveval others.

“No individual who koows his
aav about the broadeast  world
vould say this is the year ol west-
s, private eyes, quiz shows. Far
irom it.” Dann maintained there
~ill be move balanced programing
han ever; in fact, “more exciting
yrograms than ever.” siys Dann ol
wBS.
¢ Crucial for ABC. .\gency execs
veport they think ABC will be in
its most crucial hour, so to speak,
next season, because 1t is showing
the largest array of new attractions
in prime tine.

Said one: "When ADBC decided
not to do with movies, they made a
great gamble.  Launching such a
number of new shows calls for con-
siderable courage. They deserve
credit for embarking on such an
undertaking.” Among the ABC TV
'worthwhile™ and “potential hits”
"\adison Avenue viewers have scen
i pilot form are Arrest and Trial,
“he Travels and Jaimie MePhee-
ters, and The Grealest Show on
"Farth.
| Regarded by agency men with
considerable esteem are the follow-
'ing v programs on CBS: The Greal
Adventure, hour-long servies of dra-
mas of American history, presented
‘jointly by CBS and the National
ili(lucati()n Assn., produced by John
Houseman; the new Danuy Kaye
Show from 10 to 11 p.m. Wednes-
day: and Judy Garland in choice
Sunday time.

' NBC is banking heavily on the
'linl) Hope package, one of the big-
|

gest deals in tv history, calling for
one year of v appearance on ¥Fri-
I(lays, 8:30 to 9:30 p.m. All told,
there are some 48 productions in
which the comedian appears. Five
see him in his typical variety pres-
entations, and a sixth shows him in
his regular Christmas presentation
(this year upped to 90 minutes);
two find him in full-hour dramatic
productions.

Standouts at NBC. Though CBS
is being described as the top dog in
the rating picture for the upcoming
season, there is little pessimism to
be found in the corridors of NBC.
“We think we have a group of en-
tries that are very strong and we'll
do well,” says Giraud Chester, vice
president, program administration.

“We are going for quality,” he
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siys, noting NBCG has some real
“sleepers.” such “hit potentials” as:
Grindl, a halt-hour aflair in which
Imogene  Coca porteays a mild-
mannered itinerant domestic who
finds a new job each week; The
Licutenant, schedualed for Saturday,
7:30 1o 8:30 p.an. opposite Jackie
Gleason (CBS); My, Novak, a 60-
minute drama sevies about a teach-
er in a big wmetropolitan  high
school; Tarry's Girly, a hall-hour
coniedy series centering around an
American vaudeville  act touring
LEurope; and the new 60-minute se-
ries of original dvamas with play-
wright Cliflord Odets as author and
editor, and Richard Boone as host
and performer.

The series iy a NMark
Goodson-Bill Todman production
in association with NBC, and filmed
in Hollywood. Both Chester and
his boss. Movt Werner, vice presi-
dent, programs, are extraordinarily
bullish abont this series, calling it
one of the most stivring to appear
in many years. “As dramatic enter-
taimmnent it should be one of next
season’s  standouts,”  Werner  de-
clares. “In the essential elements
ol acting, writing, and production,
it will offer as meaty and meaning-
ful drama as television has ever
preseated and it gives support to
the view that the medium’s best
drama vears lie ahead.”

ABC TV's giant strides. Many
Madison Avenue program buvers
think ABC TV is displaying great
courage by not staying with the
“tried and true” and feature film
presentation, but going with a large
flock of untested items. Observers
say that the Tom Moore and Julios
Barnathan operation will pay off.

Joone

Says Moore of the '63-°6:1 season:
“In the scason ahead, T firmly be-
lieve we are going to make our big-
gest advance. Our new product is
fresh and {ar removed from carbon
copy programing. It represents the
boldest, most daring challenge for
leadership ever made.”

Actually, a vitamin-packed three-
network economy is essential to ad-
vertisers il the '64-°65 scason is not
1o become a seller’s field day. Con-
sequently, a number of agency pro-
gram buyers, including some of the
biggest on Madison Avenue, are
rooting for ABC. In any event, it’ll
be an exciting fall. L 4

The local store

knows the score

These prominent Washington
advertisers have been with us

12 YEARS OR MORE

CHERNER MOTORS

16 YEARS

ARCADE PONTIAC DEALERS

15 YEARS

PEOPLES DRUG STORES

12 YEARS

WWDGC-

WASHINGTON, D.C.

represented nationally by John Blair Co.

£
Ly

“ O
g1 Cliicage;

wele —

new decar,

new appointments,
new meeting and
conference space . . .
800 madern raams and
suites campletely
refurbished . ..
air-canditianing

and TV | ..

canvenient municipal
parking adjacent . ..
clase ta all downtawn
business appaintments . . .
a chaice hatel in an
exce.ent lacation

close by

"advertising row"

ALLERTON
HOTEL

701 North Michigon Avenue
at Huron

Homo of the TIP TOP TAP

Visit the LAZY LION
Telephone SU 7-4200
TWX 312.222.0485
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This is a tv ad ... Color it green

“Color tv, although expensive, is
especially uselul (for advertisers)
for it offers boili-in values,” accord-
ing to Morgan J. Cramer, president
and chief executive oflicer of P,
Lovillird Co., discussing his com-
pinny’s advertising soategy at the
anirual shaveholders meeting.

He noted that surveys show
coloy commercial “is at least twice
as eflective as a message in black &
white, and our technicians are able
to extract Irom a color hlm nega-
tive a black & white positive of
excellent quality. Thus. all of our
Kent and Newport conmercials are
currently being shot in color,”

Cramer said Lorillavd s also rid-
ing the crest ol two other major
moves in (v—the emerging demand
Tor and dominimcee of progranms fea-
turing  bigname  performers,  and
the surging popularity ol sports
telecints.

In the big-mame category, the
programs can be variety shows, dri-
matic  performances, or situation

comedies, he said. but all are regu-
lrly scheduled imd all e built
around the personality and talents
In this instance Loril-

of one star,

Lard advertises 1 cigincette brands
on the shows ol Jack Paar, Ed Sul-
livim, Dick Van Dyke, and  Joey
Bishop.

Crinner puinlul out that surveys
show that when sponsored stars de-
liver the commercial messages in
person, “the viewer's retention ol
that message is increased by 509"

Adding that sports programing is
no fonger a man's world, with audi-
ences of both men and women big-
ger thim ever, he said Lovillard is
presently placing greater emphasis
than ever in this category.

“We have alveady hooked  the
pre-Olympic trials  this  fall, the
Winter Olympics from Austria, as
well as a Tull measure ol golf, base-
ball, football, bowling and general
sports programs on the three na-
vonal v networks.”

Stressing that “we go where our
audiences are,” Cramer said: “In
radio, Tor instimee, we intensify our
clforts all over the dial during the
summer simply  because more ol
ot customers, both current and po-
tential, are outdoors and on the
move, and sure to be listening in,

i

‘Miss Beaux Arts 1963’ lights up airwaves

Dee Simmons, Miss Beaux Arts 1963, receives 14-karat gold tv set charm from Alan B. Cowley,
ad manager, Artra Cosmetics, for being one of first Negro models to do video commercials. She
is teatured on “TV Gospel Time,” sponsored by Schaefer beer via N. W. Ayer in 25 markets
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whetlier at the beach, on a picnic,
or out lTor a drive.”

Summing up, he noted: “In 1962,
our advertising expenditures
veached vecord levels and, natural-
Iv. we reached more homes and
more people than ever before. By
the significant Fact here s that the
size ol our audience outstripped the
size of our expenditures and—dol.
Lr for dollar—we got more for our
money, By the only vardstick
that really matiers—sates—our ad.
vertising is elfective,”

Head of ‘top 50’ agency
finds video ‘a bore'

The chairman of one ol the 10p
50 advertising agencies, which last
yenr placed some 38,2 million in ty
billings, finds the medium “a bore,”
Edward H. Weiss, of Edward H.
Weiss & Co., Chicago, savs: “Ty
has been much erviticized becanse iy
is bad—Dbut it is not so much bl
as it is a bore.”

“And i is a bore precisely be
ciause everyone is breaking his neck
trying to amticipate public tastes,
imiating last yein's successes, and
trying o nd some “scientific’ form.
ula that will please  everybody
everywhere—mud that succeeds in
pleasing nobody for very long.”

“Comsider the advertiser and his
agency's  pathetic reliance on
polls,” said Weiss.  “We consider
ourselves hard-headed realistic per-
sons, but is it not the height of
Utopian folly, of romanticism, of
wishful thinking, to believe that
these fractional polls can properly
inform us about the inlluence and
impact of our programing and our
product?”

Weisy added that “numagement
—and  thiv includes  advertising
agencies more often than not—is
often run by group action in which
there is too much effort expended
avoiding individual blame for any-
thing that might go wrong.”

Weiss made his remarks at the
51st mmual Sales and Distribution
Seminar ol the National Premiom
Sales FExecutives, Inc., at Chicago.
Ot his agency’s total billings m
1962, broadcasting accounted  for
517, (810 million), with all but
SL.8 million coming from tv.
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Dodge tunes in to radio

Dodge, via BBDO, is expanding
national media coverage in its sec-
ond guavter to include network and
local spot radio and Sunday sup-
plements, in addition 1o continuing
its record first-quarter v mix ol
network spots and Iringe minutes in
leading sales markets this month.

T'he build-up involves Hlights of
spot radio in 65 minkets for May,
together with  weekend  network
spots adjacent to news and sports.

Using the Tamiliar “Accentiue
the Positive” jingle to highlight the
Dodge dependability theme, new
one-minute radio and (v commer-
cials will stress current sales suc-
vess. Dodge car sales since introduc-
ton of the 1963 models have in-
creased 649 over the same period
last year, the company reports.

[
Revlon re-leaves NC&K

A “basic diflerence of opinion”
i prompted Revlon, Inc. to pull some
S5 million in billings out of Nor-
man, Craig & Kummel for the sec-
ond time in less than a decade.
Products involved indude Living
Curl, Fye Make-Up, Touch &
Glow, Lipstick, Nail Enamel, and
Satin Set.

NCRK had been a Revlon agen-
oy for eight years prior to 1956 and
vejoined the cosmetic finm's agency
stable in late 1961, Other Revlon
agencies are Warwick & Legler and
Grey.
| Sevetal agencies are bidding for

the account.

1,000 agencies on tap
for ATU spot news aid

ATU Productions, producer of
“syndividual” filmed  commercials
Tor v, is providing some 1,000 ad-
vertising agencies in the U. 8. with
a new monthly Spot News Bulletin,
which  coutains  tidbits, articles,
witticisms, criticisis, and  com-
ments concerning the (v and agen-
oy field from top industry execu-
tives throughout the country. Edi-
tor iy Alliot Arluck of A'TU's head-
(quarters in New York.

ATU, meanwhile, has  closed
deals with banks in two additional
areas for its Friendly Banker series
of commercials. They are The State
Bank of Jacksonville, through New-
nan-Lynde Associates, and the Sav-
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ings Bank ol Utica
Farquhar & Co.

Just added 1o the ATU stall as
a producer of (v commercials and
feature films is Charles Adams,
who produced Shaw’s “The Apple-
cart” starring Maurice Evans, and
has served as a divector for such
v shows as Roebert Montgomery
Presents, Inside Detective, and The
World of Art. e has also been
with Ruthranfl & Ryan as an ac-
count exec for Anto-Lite ind De-
Soto cars.

(N YD), via

AAW Europe trek

“How to Sell in World Markews”
is the theme of this year's Interna-
tional  Advertising  Assn. World
Congress in Stockholm in May,
which members of the Advertising
Ass'noof the West will attend while
on a Europein tour,

Highlights of the trek indude a
tour behind the tron Curtain into
East Berlin, a reception by oflicials
of the Common European Market
headquarters in Brussels and a spe-
dal brieing at NATO headquar-
ters in Paris.

The travelers will be welcomed
to Europe at a London reception
attended by members of the British
Advertising Assn. The tour is avail-
able to AAW members as a pack-
age for 8895, including air trans-
portation via SAS.  \rrangements
are being handled thru Peter W,
Skov Travel, Los .Angeles.

Philip Morris expands

The acquisition of Clark Broth-
ers Chewing Gum, Pittsburgh, leads
a list of upbeat developments re-
vealed o stockholders of  Philip
Morris by president Joseph F. Cull-
man HI in Richmond last week.
"This latest move marks new terri-
tory for the tobacco firm, which
has lately been extending itsell in
the shaving products area,

Cullman predicted “modest in-
creases” in both sales and earnings
in the first quarter of 1963 over
last year's carnings of S$1,880,000
and first quarter sales of S128,620.-
000. There is an indicated industry
gain in unit sales of 297 or better
for the January-March  period,
based on state tax figures. Produc-
tion ol cigarettes reached a new
record level in 1962, according to
the Department of Agriculture, and

|

|
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Salada bags Carson for spots of iced tea

Johnny Carson tests new Salada Iced Tea Mix with Salada advertising manager Jack Colpitts in
preparation for a campaign to run on his NBC “Tonight” show starting 27 May. With the promo
also slated for Arthur Godfrey's daytime program on CBS Radio, plus 240 newspapers, Colpitts
predicts more than 90 million Americans will see, hear, or read about it. Tea mix is in a foil
pouch with lemon and sugar for a pitcherfull. Campaign will run for five months, Colpitt says

is expected to pick up about 207
m 1963.

Discussing new  Philip Morris
products, Cullman  predicted na-
tional distribution shortly for Pax-
ton, king size menthol filter ciga-
rette introduced carly this year in
Fresno and Tulsa, and Saratoga,
which bowed in Hartford and Sac-
ramento.  Both brands are pack-
aged in a Humiflex plastic package.

Activity on the non-smoking side
of PN's operation: American Safety
Razor, acquired in February 1963,
imtroduced its Personna  stainless
steel double edge blades in New
York and New England and its Pal
stainless steel injector blades in
Southern California. PM also ac-
quired Burma-Vita Co. in this first
quarter.

Open House on Mad. Ave.

Seventy-five of the country’s top
advertising and marketing college
seniors arrived in New York yester-
day for the 13th annual “Inside
Advertising Week,” sponsored by
The Advertising Club of New York
and the Assn, of Advertising Men

38

and Women. Students are given
the opportunity to meet some of
the ad world’s leading personalities
and to tour the facilities of many
of the top advertisers and agencies.
About 25 organizations are sup-
porting the event and some 10
teachers will accompany the stu-
dents at a series of conferences,
tours, luncheons, and receptions.

Grass Roots

Whirpool Corp. will spend some
SI0 million for advertising and
sales promotion activities in 1963,
with about half going into commis-
sionable media via agencies KRE,
Chicago, and Netedu Advertising,
St. Joseph, Mich.,

This represents an increase of
nearly 807, in commissionable ad-
vertising, with network tv and local
newspapers the major gainers. Bulk
of the tv appropriation is scheduled
for ITalt Disney’s 1Wondevful 1World
of Color (NBC TV) but Whirpool
also bought into the Dick Powell

Show.
o

Agency appointments: Craig Red-
den Productions, 1o Ball Associates

..« The Cavpet Namulactaring Co.,
l.id., 1o Benton & Bowles, Ltd. | | .
I F. TTutton to McCann-Marschalk
Tor major part ol its advertising ang
public relations . . . Wynne-Com-
pass Fair, builder ol theatre-restau-
rant-pavillion o be operated at the
New York World's Fair, 1o BBD().
The 2,100-seat theatre will presen
a musical based on 100 years of
American musical comedy  with
George Schaeler, producer-divector
of Hallmark Hall of Fame, as pro.
ducer-director . .. Freeman Indus-
tries and lLee-Colbert to Bruck &
Lurie . .. Phanrose, Inc., importers
and  distributors of  Danish meaits
and cheeses, to Crestwood Adver-
tising and Public Relations
Honda advertising in the Unitel
Kingdom to Kenyon &. Eckhardi,
Ltd. ... Blue Cross and Blue Shield
hospital and medical care plans in
the Rochester area to The Rumrill
Co.

Strategy note: Adoption  of the
sports posture in tv advertising, ac-
cording to Goodyear Tire & Rul-
ber ad director John P, Kelley, is
related to three important facis:
men buy tires: they are 857, of the
tire market’s purchasers: they are
the same percentage of tv sports
viewers. Goodyear, via Y&R, just
added the College All-Star football
game in August to its sports look
and has three important goll tourn-
ament telecasts on its cosponsor-
ship schedule—the Tournament of
Champions, 5 May: U. S. Open. o8
June: and the P.G.A. Champion-
ship, 2021 July,

Pabst’s profit picture: Sales in bar-
rets for the first quarter of 1963
are running 209 ahead of the same
1962 quarter and January and Feb-
ruary should show increased profits.
President James C. Windham pre-
dicts that rising demand for Pabsi
may result in shortages this sum- |
mer at the wholesale level in some
markets. On the subject of “expen-
sive”™ packaging innovations sweep-
ing the brewery field, Windham
saicd that Pabst management is tak-
ing a “conservative view . ., con-
tinuing to watch the sitnation care-

fully.”
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New quarters: Milburn McCarthy
JAssociiates moved to the new Pan
Am Building, 200 Park Ave., New
York 17. last week, Phone number
is MU 7-7777.

Looking forward to: The 93rd Con-
vention of the Society of Motion
Picture and Television Engineers,
22.25 April at The Traymore in At-
Tantic City. A variety of new high-
speed  photo  instrumentation  de-
wices will be shown . .. The Annual
Convention of the Advertising Fed-
eration of America in Adanta, 16-
19 June. The fifth annual awards
tor public service to advertising
will be presented there. Nomiina-
tions are being invited by the Na-
tional Sclection Committee and all
nominations postmarked not later
than 24 May will be eligible, They
should Dbe sent to AFA Headqguar-
ters, 655 Madison .\ve., New York
121,

]

|Kudos: L. Berkley Davis, vice presi-
dent of General Electric and gen-
eral mamager of its electronic com-
iponents division, was chosen for
{ELA’s  highest award, the EIA
Medal of Honor. Presentation will
be made 19 June at an annnal
award dinner during the associa-
(tion's 39th annual convention in
,Chicago . . . John Hall, exccutive
'\'icc president of Louis Benito Ad-
vertising Agency, Tampa, named
Advertising Man of the Year by
Tampa Advertising Club . . . West
Coast ad man Hal Stebbins gained
laurels when Alpha Delta Sigma,
national professional ad fraternity,
presented him with its Benjamin
Franklin Citation . . . The St. Louis
Council of the 4\’s elected John C.
IMacheca, vice president, D’Arey, as
chairman: David P. Ferris, vice
president, Gardner, as vice chair-
man: Frank Block, president, Frank
Block \ssociates, secretary-tveasur-
er; and  William L. Sandbom,
president. Winius-Brandon, to fill
unexpired term of the late Emo
Winius . . . The 1962 Advertising
Awards Competition sponsored by
the American Music Conference,
Chicago, resulted in a tie for first
place between Shell, for an ad fea-
turing a little girl plucking a gui-
tar (K&E), and Polaroid, for its ad
featuring a liude girl playing her
trumpet  outdoors (Doyle Dane
Bernbach). Awards are made for
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the most effective use of @& musical
theme in ads of nonamusical prod-
ucts, services, or causes . .. Gutman
Advertising Agency of Wheeling
walked away with cight first place
adverdsing awards at the eighdh
annnal banquet of the Ohio Valley
Advertising Club . . . The New
York Art Directors Club accorded
Sudler & Hennessey five winning
entries in the chub’s 42nd Annual
Art Exhibition.  Represented  in
the winner’s circle are ads for
Lightolier, Callaway Mills, CBS
Radio, and Air-equipt Manufactur-
ing. ‘T'hese design pieces will be on
display at the Pepsi-Cola Avt Gal-
lery, 500 Park Avenue, (rom 29
April through 18 May . .. John F.
Bonsib, president of Bonsib of Ft.
Wayne, clected Governor ol Sixth
district ol the AF.\, succeeding
Frank M. Baker, vice president ot
Grant, Schwenck & DBaker, Chica-
go ... Edwin H. Sonnecken, dirce-
tor of corporate planning and re-
scarch, Goodyear Tire & Rubber,
clected to the executive committee
of American Marketing Assn., for
one year, then to the presidency be-
ginning I July 1964 Six other mem-

bhers were clected to the exccutive
committee for one year and then
will serve as vice presidents.

Tab Poll: It's not a frog! It's a new
market research apparatus {or nse
in all types of surveys from product
testing and packaging to political
candidates or issues.  Electrically
operated, the unit has a top frame
for placement of survey outlines
and reason for survey, Face pancl
is simplified for question area and
adjacent push button selectors for
inmediate reaction surveys.  Unit
provides tallied results to questions
at any time desired. The Tab Poll
people are at 23 Claremont Road,
Kenmore 17, New York.

PEOPLE ON THE MOVE
Johm Zrybko to controller of The
Rumrill Company.

Owen J. Carroll to director of inar-
keting for Lestoil Products, re-
placing Edward J. Fredericks, re-
signed to establish his own business.
William R. Dean to premium sales
manager of American Machine &
Foundry.

&

S0

waga-tv...first in total homes
daytime...prime time...overall!

Dec. *62 Nielsen : Jan, *63 ARB—Mar. '63 ARB WACA-TV Ist

Daytime and overall , . .

STORLER

BROADCASTING COMPANY

2nd Prime Time
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Robert M. Curtis (0o the account
service group ol Fuller & Smith &
Ross as vice president and account
SUPCI VSO,

Gerald Lo Bruce, vice president
and director ol marketing lor Cole,
Fischer & Rogow Advertsing, 1e
signed, eflective 15 April

Eric Pomerance named east coast
sales Cerald
Schnitzer Productions.

represemative  for

Horace G. Lippincott to copy de-
parunent ol N. WL Ayer.

James O. Yund promoted 1o mer-
chandising RCA
Whivlpool air conditioners,

manager  for

F. Swothier Cary, Jr., vice « hairman
ol the excoutive commifiee ol Leo

[ Y

‘Noisiest potato chips in the world’
This Laura Scudder's Potato Chip commercial won a first prize at the Third Annual International
Broadcasting Awards in Hollywood. It features a fictional Laura Scudder who develops a chip
so crispy fresh that the sound of one cruach brings down the house. Produced by Doyle Dane
Bernbach, this year's commercials include the prizewinner in addition to several new ones

Burnett, elected vreasurer, an added
post.

Daniel L. Knight o George .
Hartman as director ol broadcast
SCTVICES, i NEW POst,

Richard L. Munson, account exce
utive, and  John R. Murvav, Jr.
senior art director, to vice presi
dents of Doherty, Clittord, Steers &
shenfield.

Hamy R, Levin o dinector ol ad
vertising and sades promotion. Peun
Fruie Co.

William Shela (o the account exec-

(R

utive stall ol the Scattle olhce ol
Pacific National Ndvertising Agen-
o\,

Richard L. Cullen, assistant pub-
Lisher of Ladies” Howe Journal, to
Leo Burnewr i mid-April as senion
excoutive o chient services  divi-
S1O11.

Paul L. Faber o ditector ol adver-
tising of CVA Co., makerer ol
Roma and Cresta Blanca wines.
suxton . Lowry 1o Fuller & Siith
X Ross, Los Angeles, as copywriter.
Andrew Purcell, formerly media di-
rector ol McCann-NMarschalk, Mi-
wmni, to McCann-Erickson, Chicago,
as mezdia supervisor. His successor
m Miami s Borothea Hazelton.

Dale Kreachbaum to Guuman Ad-
vertsing, Wheeling.

Neale H. Oliver o Potts-Woaodl
bury as vice president in charge ol
account development.

Manning M. Exton to general man-
ager ol Downvlake Foods division
ol DCA Food Industries,

Gene O. Harmew to wholesale ac-
cotmts manager lor Prestolite e
placement sales,

Edmund . Doles 1o sales promo-
ton man ger of Winche te-West

crn division ol Olin

Chemical Corp.

Mathieson

David Malcolm Brush (o treasurer
of General Foods, replaeing Herbs
ert R. Hastings who retires,
Frank E. Guire to vice president
lor Northern Calilornia activitiey
of Chapman 5 Productions.

Nat Gold 1o Mary Davis \geney
as head ol «v and radio commer,
cial department,  moving  lrom
Lauwren: Finger Agency. Miking the
switch with Gold are clients Sebas.
van Cabot, Ken Toby, Rod Bel}
and others,

Willizm Brenman, assistant to Few.
s Thrteron, dinector ol radio & o
programing at Compton, assumied
added responsibilities ol departs
ment nnnager lormerly  held by
Beroand
signed.

Mulligan who has aes

Johm Luick 10 marketing vice pres
wdent and account supervisor ol
Larle Ludgin.

Dwieht Pohmbach, areative dhrees
tor of Knon Reeves, 10 agency’s
board ol divectors.

Ronald A. Rogers to hroadeast de-
partment of Rogers & Smith as
writer-producer.

Robert T. Richardson 1o head of
creative  services  for Van Praag
Productions.

Allred Christie, lormer director ol
personnel administration ol Gener-
al Foods, to Hoyt & Roberts as vice
presudent of the firm’s newly devel-
oped executive finding services for
industries other than  advertising
and public relations.

Darryl  Turgeon  rejoins knax
Reeves-Fitzgerald,  New  Orleans,
creative force alter a few vears with
Leo Burnett, Chicago.

Edward B. Ingeman (o account ex-
ccutive with Clay Stephenson s
SOCTLES,

Max H. Leavenworth (o manager
ol marker research for Dow Corn-
ing. sncceeding Robert Springmier,
recently promoted 1o controller.
Arma 8. Weler (o chairmum of the
divecting board and  Walter R,
Neisser to proesident and chiel exe-
cutive officer ol Wyler & Co., divi
sion of Borden. Neisser also naned
a vice president ol Borden Foods
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Kildare an operator with 49’ers

By

Though Ben Casey s stil]l the
American woman's Livorite doctor,
teniales over 49 are more at home
with Dr. Kildare, according to fig-
ures compiled by the A\merican Re-

Jsezn‘(‘ll Bureau by breaking down

(he top ten prime time dramatic
shows by adult female groups. using
estimates

audience  composition

Irom the February National.

During an average telecast over a
two-week pertod (15-28 February),
an ostimated 19 million  women
watched Ben Casey, and Dr. Kil-
dare attracted more than 18 million
—ranking first with the fairer sex
in the over 19 group. But the rest
ol the lTemale population  (18-29,
30-39. 10-19) placed Ben Casey hrst.

ARB's National

February esti-

mates reveal that the program al-
most as populir with the over 49ers
was The Defenders. "The show ap-
peared third for that age group
and third in overall female view-
ing. Dick Powell was fourth, and
Lassie, fifth.

An analysis of the iigures fails to
turn up any one network as the
women's appeal network. The dis-
tadl dial turners scem to favor NBC
and CBS shows equally, each net-
work having [our of the females’
favorites in the top ten.

| Estimated female viewers by age groups*
Rank Network Program 18-29 30-39 40-49 Over 49 omaies
1 ABC Ben Casey 4,275,480 5,247,180 4,664,160 5635860 19,822,680
1 2 NBC br. Kildare 3,725,400 13,725,400 391670 6705720 18,068,190
o3 cBS Defenders 2,590,460 2,438,080 3,504,740 5,028,540 13,561,820
a NBC Dick Powell 3.347,040 2928860 3068120 4,183,800 13,527,620
5 CBS Lassie 2,430,900 3079140 259290 4,537,680 12,640,680
18 T s Nuses 2,747,350 2,986,250 274735 3,464,050 11,845,000
7 NBC  Eleventh Hour 2,905,440 3,147,560 2,542,260 3,268,620 11,863,880
8 NBC Empire 2,361,180 1,642,560 2,155,860 3,387,780 9,547,380
9 ABC  Going My Way 1,515,750 1,919,950 2,425,200 3,637,800 9,498,700
10 c8S Loretta Young 1,789,830 1,960,290 1.789.830 2,386,440 7,926,390
(Prime time zenetal diaina shows) 13-28 February 1963

‘Common market’ seen
for video programing

A kind ol “common market”
concept of tv programing may be
in the making, as advertisers, agen-
cies, and audience continue to find
favor with productions created m
Europe and other parts of the
world, reports George A. Graham,
Jr., v.p. in charge of the NBC En-
terprises Division.

He said this direction was fore-
cast during a week of intensive
study of overseas (v markets held
in New York and Hollywood by
NBC executives here and seven
field representatives ol NBC Inter-
national.

Predicted was the ultimate con-
version of the UL S.-to-overseas pro-
L’mm pattern to a recriprocal plan
that would bring programs pro-
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duced abroad to American tv au-
diences.  “New techniques, [resh
story ideas and viewpoints might
lend a virile and constructive in-
fluence to American tv program-
ing. and a type of ‘common niarket’
might easily develop.”  Graham
said.

A primary move to attain this
goal, he added, would be increased
UL 8. aid and guidance to overseas
procducers, enabling them to gain
a more thorough understanding of
American tastes and preferences.

Sponsors set for NBC
golf spec, news series

Two major advertisers  have
signed as co-sponsors of NBC TV's
YO-minute colorcast of the 1hch an-
mual Tournament of Champions
goll classic climax 5 May, and the

network has also sold a new half-
hour prime-time news program fea-
turing Chet Huntley and David
srinkley 1o four sponsors for a 9
September bow, .
Bankiolling the golf special, 0
be aired from the Desert Inn Coun-
try Club in Las Vegas. will be Good-
vear Tire & Rubber, via Young &
Rubicam, and  Wilson Sporting
Goods, through Campbell-Aithun.
The new Huntley-Brinkley Re-
port will replace the duo's 15-nin-
ute evening news show which has
been a five-asweeker since 29 Octo-
ber 1956. 'T'o be “a news program
all the way through.” it will be
sponsored by Reynolds Tobacco,
via William Esty: American [Home
Products, Ted Bates: .\merican
Chicle. Bates: and Alcoa, Fuller &
Smith & Ross. , e
Meanwhile  sponsors of  tlnee

6}l
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NEC News tv programs have been
cited by the Saturdav Review in the
magazine's Thth annual Awards for
bistinguished  Advertising in the
Public nterest. They are Bristol-
Myers, for an NBC WWhite Paper on
“T'he Battle of Newburgh™ Gull
Oil, runuer up lor The Tunuel:
and Douglas Fir Plywood Assn. and
Pittsburgh Plate Glass jointly, lor
David Brinkley's Jourual.

Ford takes summer ride

Ford vehicles, via ] Walter
Thompson, will again sponsor The
Lively Ones on NBC TV ag o sume-
mer aeplacement for eight weeks,
beginning 25 July. The half-hour
color program will replace the va-
cationing Hazel, which returns for
its third season in color 19 Septem-
ber.

Negotiations are under way for
Vic Damone to return as regular
singing star and host, and producer-

5 .
Wy
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$].-llan hour

staffs your station
with IGM
SIMPLIMATION

Get the details! Find the way to bigger’
audiences, lower costs, higher profits with
unparalleled flexibility and consistently
better sound. Write for free folder, “The .

Sound of Money."”

| G M SIMPLIMATION
P. 0. Box 943, Bellingham, Washington.
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Networks

divectory Barry Sheianr says the pro-
gram will feature ofl-beat showcas-
ing of more than 50 musical head-
liners. Segments will be aped out
of sequence. a Jarge number of
them on location, and Shear said
this season's skein will introduce a
new method ol iategrating  ani-
mated subject mater with live per-
formers.

Looking forward to: James C. Hag-
erty, ABC vice president in charge
of news, special events, and public
alfairs, will be chiel speaker at a
joint luncheon of the Ad Club of
Boston and the Broadcasting Ex-
ceutives Club of New England at
12:30 p.m. on 23 April in the
Georgian Room of the Stader-Hil-
ton Hotel, Boston,

Financial report: NBC Radio sales
so Lar this year are running 10149,
over the first hall ol 1962, itself a
record breaker. Since the first ol
Aprile $2.1 million of new and ve-
newal business has been written.
Since 1 January. $4.3 million m
sales have been made to 35 adver-
tisers, 21 of which are repeat ad-
vertisers.

NBC comes to aid of etv

NBC took a generous step last
week to help New York City's new
and financially shaky educational
station  stave off  possible  bank-
ruptey. The NBC board of direc-
tors approved a contribution of
S100,000 to WNDT in response to
the station’s plea for assistance.

NBC had previously contributed
8250000 as had CBS which helped
in the purchase ol the station for
conversion to an educational facil-
ity. Said board chairman Robert
Sarnoft: “We recognize the prob-
lems Taced by WNDT in develop-
ing an operation which can help re-
lieve the shortage of eaching facil-
itics and assist educational organ-
izations, while providing a special-
ized service to viewers in the com-
munity.  Although ultimately we
believe the station must rely on
those sources for its financial sup-
port, the NBC contribution was
granted to assist the station in meet-

ing its immediate requirements.”
Programing notes: NBC News ex-
ccutive vice president William R,
McAndrew anmounced that nine
[ull-hour specials are in the works
for next scason covering such di-
verse subjects as private art collec
tions, a train journey through the
Iron Curtain, and the life and cul-
ture of modern India ... Cartoonies,
a new Saturday niorning  enter-
tainment series featuring post-1958
cartoons new to network tv and
starring  puppeteer and  ventrilo-
quist Paul Winchell as host, de-
buted 6 April on ABC TV (11-
11:30 aun)) . sponsored by Mattel
(Carsonn/Roberts)  and  General
Foods (Benton & Bowles) .

PEOPLE ON THE MOVE
Stephen  White named manager,
special [eatures, for NBC Radio.

Kudos: Two awards by the Type
Directors Club for typographic ex-
cellence and design were presented
John Graham, art director, adver.
tising department of NBC. One is
for “Twenty to Build On,” an in-
stitutional book on 20 of the net
work’s award-winning programs of
the ’61-62 season and the other is
for an ad which appeared in the 3
November 1962 issue of “The New
Yorker” titled “No Holiday for
Swringers” which dealt with NBC
coverage of the 1962 elections . . .
Justice, an NBC Radio series,
honored with a citation from U_ 8,
Supreme Court Justice Tom C.
Clark on behalf of the Federal Bar
Assn NBC board chairman
Robert W. Sarnoff gets a special
award from the National Council
of Catholic Men in recognition of
NB('s “33 vears of creative leader-
ship and cooperation in religious
broadeasting” at a presentation (o
night at Washington's Preview
Theater of the Motion Picture
Assn. of America |, . The annual
ABC Radio-sponsored Edward P.
Morgan Essav Contest drew high
praise from Vice President Lyndon
B. Jolmson and other government
officials including Senate Majority
Leader Mike Mansfield (D-Mont.),
whose congratulatory  statements
before Congress have been printed
in the Congressional Record,
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ITalman banks its ad wad
on three more years of fm

One of the nation’s ten largest
savings and loan associations and
the second largest in Chicago, Tal-
man Federal Savings and  Loan
1Assn. has been reaping lots of new
savers as a result of its sponsorship
of a 6:8:30 am. program on
WEFMT, Chicago. Behind the early-
1 morning show since 1956, the bank
Mas just renewed for three more
years with the Fine Arts Station,
one of the longest contracts in
broadcast history.
{  According to Jonathan Pugh, ex-
ecutive vice president of Talman, a
success which raised bank assets
from S160 million to $375 million
since 1956 is “a result of the high
quality of audience attracted by
the station’s unique overall policies
and WFMT’s excellent handling of
the commercial material.” Talman
uses only four commercials during
each two-and-a-half-hour program.
“We don’t want to wear out our
welcome,” said Pugh.
« The station, which broadcasts
rmore than 100 of its 135 hours of
fine arts programing cach week in
multiplex steveo, reports 1963 bill-
fings thus far are the highest in its
i 1 l-year history.

{4 Star 2-horse parlay
‘mounts new hr. block

Advertisers seeking to place their
sponsorship on the line for more
‘hour syndication  properties  are
being touted by Four Star Distri-
bution Corp. for a new two-horse
parlay—the teaming of the hall-
hour Rifleman and Dick Powell's
Zane Grey Theatre as a one-hour
Western block.

Rifleinan star Chuck Connors is
cwrrently at work at Four Star's
Hollywood studios, filming intro-
ductions and bridges which will
make the parlay possible. The proj-
ect calls for Connors to film a num-
ber of intros to the “western hour”
and  bridges leading from Zane
Grey into Rifleman and vice-versa
—so that either can follow the
other.

Len Firestone, vice president-
general manager of Four Star, said
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the idea of teaming two syndicated
series via brand new film produc-
tion is “revolutionary, as this is
probably the first time that two
shows have been so completely
compatible as to make a back-to-
back arrangement feasible.”

ABC TV affils elect board

Mike Shapiro, general manager
of WFAN-TV, Dallas, has been
elected chairman of the board of
governors ol the ABC TV Alhlates
Assn. and Thomas P, Chisman,
president and general manager of
WVEC- TV, Norfolk, reclected vice
chairman,

The group gathered during the
Chicago NADB convention 1o eledt
its leaders for the coming year. Her-
bert Cahan, general manager of
W]Z-TV, Baltimore, a new member
of the board, was elected secretary:
Martin Umimsky. vice president,
general manager of KAKE-TV,
Wichita, was reelected treasurer.

Other new members elected 10
the board: Joseph L. Brechner,
president, WEFTV, Orlando; Joseph
F. Hladky., president, KCRG-TV,
Cedar Rapids. Hladky was a former
board chairman.

Historically speaking

Today (15) marks the {2nd
birthday of WSPD. Toledo, and
seems the adeal time for a litle
nostalgia regarding the birth of
one of the bulwarks of the busi-
ness, Storer Broadcasting.

It was a case, most rare today, ol
a sponsor being so pleased with the
results of his radio campaign he
bought the station. The sealous ad-
vertiser was Fort Industry Oil Co.
of Toledo and the station was
WTAL, which had started out as a
10-watter,  Dbroadcasting  from a
storeroom in the old Navarre Hotel
in 1921, The gisoline trade name
was “Speedene,” which became the
call letters ol the station in 1928—
WSPD—and the parent company
became Fort Industry Co.. which
became Storer Broadcasting Co. in
1952,

New rep firm accelerates
pitch to automotives

Edwin R. (Dick) Peterson, Jr.,
hopes 1o spark additional national
spot_activity on the part of auto-
motives and their by-products for
the medinmessize radio markets. To

Independent Television Corp.'s latest sale for network airing is its new half-hour “Fireball XL5,”
which this fall will join “Espionage” and “Fury” as ITC series on NBC. The series consists of
39 segments of science fiction in 21st Century, filmed in the new Super Marionation process
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accomplish this, Peterson has signed
np some 500 alliliaced
across the country and is set o
make his march on the Dewroit
giunts as president of A\utomotive
Radio Group, Inc. (ARG).
Although some ARG aliliaves are
within the top 30 markets, the
group his sought stations on the

stiitions

&

NBC gets a lift i Washington

Stations and Syndication

Savannah Sugar sweet
on new syndie show

T'he first advertiser to make 2
multi-market buy on United Artists
Televiston's new The Lee Marvin
Show lor 1all debut, Savannah Sug-
ar will sponsor the show through-
out its hvestate marketing arca,

L R e
F] a-.an-r-&}b.a&"tt:}&

Three attractive WRC-TV staffers help boost the new NBC logo in place on the $4.5-million
headquarters of NBC in Washington, D. C., the first station built from the ground up for color
(1958). Helping beautify the edifice are (I-r) Helen Murphey, Lynda Van Nort, and Leanne Hull

basis ol their market size between
30 and 300 in vanking. ARG mm
be had as a single buy of 25 mar-
kets or more and only a single con-
tract is required. Unilorm individ-
ual station alfidavits ol perform-
ance are supplied,

ARG 18 Tocated in the middle ol
its main target men at 2358 Dime
Building, Detroit.

Gl

Major cities involved are Atlin-
ta, Greenshoro, Winston-Salem, Co-
Iumbia, S. C., Charlotte, Greenville-
Washington, and  Johmson  City-
Bristol. Savannah is also expected
to purchase two additional miu-
kets. ‘Fhe sale brings total markets
1o 67 on the drami-actuality show.,

Word lrom UATYV'S verun sub-
sidiary,  Economee, indicates that

things on the sules side there are
booming.  Over 175  individual
sales deals during the lirst quarter,
including the NAB convention pe-
riod, added $2.7 million in new
business to the till. lLeaders were
The Aun Sothern Show, Bat Mas-
tevson, and The Aquanauts.

TvB taps top salesmen

Congratulations to the five win-
ners ol TvB’s “Oustanding Sales.
men” competition. “I'he men and
the specific sales for which they
were cited:

Bob Sariacen, WGAN-TV, Port-
Land, Medallion Tome's building
contractors; Bob Walton, WRBL.-
TV,  Columbus, Ga.,, Metwcalf's
Clothing Store; Bill Kelley, KDKA-
TV, Pittsburgh, Pittsburgh Nation-
al Bank; Del Greenwood, KOA-TYV,
Denver, Ridgewood Realty; Dick
Janick, KFTV, Los Angeles, Lib-
erty Records,

WINS billings up 50%

First ¢uarter husiness at WINS,
New York, accounted for the largesi
volume for January-March in the
history ol the station as well as the
largest percentage increase in vol-
ume ever, according to sales mun-
ager Arthur Harrison.

A B00 gain over the first quarter
of 1962 does not include additional
biltings resulting from the New
York newspaper surike.

(For [lurther news on WINS,
see picture story on page -2.)

The joke’s on Gainesville

Gainesville radio [ans are sull
Jdightly red in the face Tor having
[ullen so hard for an April Fool's
Day prank enginecred by WGGG
general manager W, L. Minshalk.

A story in the 31 Aarch local
paper announced that Minshall had
fired the entire regular stalt ol an.
nouncers, d.j.’s and newsmen and
that the station would carry on
with a new stail.  To conflirm i,
cach member signed olf for good
over the weekend and with such
autheuticity  that  the  station’s
phones were ringing constantly as
irate listeners called 1o complain,

Who ran the city on 1 April isn’t
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dear, but WGGG had the
distinguished  Hneap of dj’s and
newsmen around.  Civie and Dbusi-
ness  leaders  and rcprmenl:ni\'m
trom all walks ol life billed them-
selves and ook 1o the airwaves.
some new-born stars: funeral di-
1ector - “Dapper Dick Willimus,”
clothing store owner “Bobbin’ Rob-
bins,” tax collector “Ivy  Leaguce
Hillbilly.” “Newsman  Wild  Bill
Mitchell,” exccutive seerctary ol the
Chamber of Commerce. 1ead a tele-
gram from “JFK™ in Washington
asking that Minshall reconsider his
decision to fire the old staft “thus
adding 1o the unemployment prob-
lem.”

NOst

8 vie for station Emmy

Entries Irom eight v stations
have been chosen Trom 60 aspivants
ks finalists to compete for a “sta-
ton award” Emmy this year. the
first time such a category has been
set up by the Acadenmy of TV Aris
bind Sciences. Final judging will be
by Burton Benjamin, chaiiman ol
the Station Award Committer, and
NBC'S Ben Grauer.

The award is for the outstanding
programs. produced by local com-

Sy iy
i

mercial v ostations in the VLS, deal-
g with w1 significint issue in the
station’s community,

Finalists are: WDBALSTY, Balu-
more, tor The Davk Corner: \VNCDBS-
TV, New York. for Superfluons
Peaple; KINGSTV, Seatle, for Sus-
pects WKYSTV, Oklahoma City, for
Time's Man, WBBNLTV, Chicago,
for The Wasted Years: KBTV,
Omaha, Tor Operation  SOS:
KNX'I', Los Angeles, for Buiden of
Shame; and WCAUSTV, Philadel-
phia, for Couforuity.

Syndication

That’s hospitality: An all-expense
week-end for two in Los Angeles,
hosted by Leslie Nielsen, star of
The New Breed, tell 1o Tom E.
Gibbens,  president  and  general
manager  of  WAFB- TV, Baton
Rouge. Gibbens” name was chosen
Irom among hundreds that entered
the drawing in ABC Films' hospi-
tality suite during the NAB con-
vention in Chicago. On tap are
tours ol the metropolitian squad ol
the Los Angeles Police Depart-
ment, the law enlorcement group
which inspired the series, and the
Los Angeles Police Academy. But

there's a less serions side which ine
cudes dinmmer ar Scandia’s, a tour
ol the Wale Disney Studios and

Disneyland and a visit to ABC TV s
Television City.

Jolly good fellows: A one-diink-a.
year group, the ABC Films Alumni
Assn. got together at the NAB Con-
vention for it sole meeting ol the.
vear and elected its oflicers, George.
I'. Shupert, presently 200h Centiny.
Fox vice president, will helm the
group as president until the next
mecting—at next vewr's NAB con-
vention,

Sales: The Rifleman has racked up
N525,000 in sales during its first
two weeks in oll-network syndica-
tion., says Four Star Distribadion.
Pace wius set with sales 1o KT,
Los Angeles. KTV St Louis,
KPINX, Sim Francisco, WDAF, Kan-
sis City, and WOC, Davenport . ..
ABC Films sold 36 hour episodes
of The New Breed to the Metro-
politn Broadeasting v stations,
launching it tor general distribu
tion, It had been limited to only a
handiul ol test markets . . . NBC
Films sold §7th Precivct in 16 man-
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Newsmakers in tv/radio advertising

elected a
Fletcher
= Holden.

i

l"‘\‘
L

lictor G. Bloede, formeriy senior
F.p. and director ol creative serv-
ces at Benton & Bowles, was
romoted to executive v.p. and
[n;nmgemcnl supervisor on the
ousehold soap products division
weount ol Procter & Gamble.
Whit Tlebbs, who joins  the
wency 1 May from BBDO, was
lecied senior v.p. in charge ol
reative services and a director.
.-
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William B. D. Putnam has been

vice
Richards,
Putnam  was re('('nlly
appointed account manager on
Fastern .Air Lines to handle cre-
ative requirements of the ac-
count and supervise a newly
formed advance planning group.
Putnam has heen associated with
FRC&IH since 1951,

president  of

CGalkins X

Kebert J. Guthrie has joined
Wesley Assactates as media di-
rector. Previously, he had been
associated with Weed Television
Corp. as an account excoutive.
A graduate of Manhattan Col-
lege. he holds a Taw degree from
Fordham  University.  Tle  has
praciced Law and has also been
with NBCG, ABC, Cunningham
X Walsh and Riedl & Freede.

dll.

e

Edward N. (Nick) Anderson, Jr.
has been named advertising and
promotion manager lor the Birds
Eve division of General Foods.
Anderson had been Philadelphia
districr sales manager for the
company’s Maxwell House divi-
sien since September 1961, He
joined the mganization in 1957
i the former Baker-Gaines di-
vision and named 1o MH later.
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Kets to date and The Deputy sold
to Fuller & Smith & Ross, Los An-
aeles. for its dient Scott Motors
which will distribute the series to
13 markews, the first largescale o
vestment by this compam

Walter Reade-Sterling's Adventure
Theatre sold to \WXYZ, Detroit,
bringing total markets to 30.

New properties: Screen Gems will
syndicate the of b ABC TV series of
Winston Clurchill: The Valiaut
Years, “There ave 26 half hiours and
one 60-minute episode . . . SG s
alo selling Naked City, currently
completing a fouryear stint on
ABC TV, WPIN. New York, and
WOGNSTV, Chicago, have signed so
tar. cach waking 99 hours and 39
half-hours . . . The olorful life
and career of Cecil B. De Mille will
be the basis of a v special next
scason.  Produced by MGM TV
with  cooperation  of  Paramount
Pictures and the Cecil B. De Mille

TWO MARKETS

WALA-TV is the only Mobife sta-
tion that also delivers city-grade
coverage in Pensacola . .

PLUS coverage of the rich Missis-
sippi Gulf Coast; the industries
and military installations of West
Florida and dozeus of inland cities
and towns,

ONE BUY ...

CITY-GRADE
COVERAGE OF

The WALA - TV Market—
Over A MILLION PEOPLE with
nearly $2 BILLION to spend!

Contact:
Select Siations, Inc.
or
Clarke Brown Co,

TALLEST TOWER ON THE GULF COAST

WALRTV 10

MOBILE - PENSACOLA
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Trust, it will be cither 60 or 90
minutes called The Waorld's Great-
est Showman., Tt was conceived and
will be produced by Stanley Rob-
Cris.

New gnaners: Seven Arts Produc-
Arts
now located in the Pan Am Build-
ing. 200 Park Avenue, New York
17. Phone number is 972.7777.

tions and Seven Associated

Grass Roots

NAB tv board: Joseph E. Baudino,
Westinghouse: John F. Dille, Jr.,
WSIVITV, South  Bend-Elkhart:
and Glenn Marshall, Jr.. W[XT,
Jacksonville, are  newly elected
NAB tv board members. Re-clected
at meeting in Chicago were: Otto
Brandt. KING-TV, Scattle; Robert
. Wright. WTOK-TV, Meridian.
Miss; and  James D, Russell,
KK'TV. Colorado Springs.

Financial reports: Chris-Craft In-
dustries and its subsidiaries for the
vear ended 31 December had con-
solidated revenues of 569,399,700,
compared with 1961 revenues ol
$67.595.931. Netearnings amounted
to S2.081.893, cqual 1o SL51 per
share, compared with 1961 earn-
ings ol 82208750 or S1.67 per
share.  Non-recurring  gains  from
the sale of the operating assets ol
NKTVT, Ft. Worth, and from the
vecent sale by Nafco Oil and Gas
of certain oil and gas interests in
Wvyoming, contributed 67 cents per
share 10 1962 earnings.  There
were simili non-recurving gains in
1961 which added 29 cents a shave
... Wometco Enterprises fust quar-
ter gross income was up over 1962
by approximately 137, (10 about
55.()()().()()()).

Changing hands: Tahoc Broadceast-
ars, Inc., sold KOWL, Lake Tahoe,
Cal,, to KOWL, Inc., a new corpo-
ration from  Palo Alo. Buying
group is headed by Jackson R.
Stalder and €. Keuneth  Hilde-
brandt, former manager of KVY.\,
San Francisco, and general man-
ager of KMYR, Denver. The sale.

handled by Lincoln Dellar, way
for S185,000 . . . KDOM, Windoun,
Minn, sold subject 1o FCC ap
proval by Robert D. Thompson g
Ralph Wylie Sterling for $10,000,

ITamilton-Landis brokered the sale,

Nightcap: There are plenty of in.
somniacs in the twin cities, or sn
recent mail pull promotions con-
ducted on Hobbs House program
of WCCO and The Late Show of
WCCO-TV would indicate. The
all-night radio program offered lis.-
teners chance to win three porta-
ble transistor radios. Offer was fea.

tured on only nine broadcasts and

TvB Sales Clinic Dates

15 April Fort Wayne
Champaign
Pittsburgh

Altoona
Indianapolis
Lebanon
Grand Rapids
Peoria
Miami
Montgomery
Roanoke
Columbus
Tampa
Augusta
Greensboro

Jacksonville
Atlanta
Charlotte
Des Moines
Charleston
Norfolk
Asheville
Waterloo
Columbia -
Richmond
Greenville

16 April
17 April

19 April

LI L TR LT LT e

22 April

23 April
24 April

25 April

26 April
29 April

36 April

only during the first and last hali-
hours of each show (10:30-11 pun.
and 1:30-5 aaml). W\ total of 12414
pieces of mail were received from
36 states, the District of Columbia.
four provinces in Cinada and one
Mexico tervitory more than 1.800
miles {rom Miuneapolis-St. Paul,
An Ah Spring” contest on The
Late Show asked viewers to guess
the exact temperature at the time
ol the Vernal Equinox (2:20 am
21 March). A total of 7,357 entries
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ained mowith guesses ranging (ron
20° below to 60° above. The grand
yrize winner wlio knew that 1t was
[8° above sero, received a wip lor
wo to Mexico Citv and g week's
acation there.

worts sales: KWKW, Los Angeles,
spanish-language station,  signed
White Front Stores as co-sponsor of
varm-up segments and full sponsor
[ wrap-up broadcasts 1o all Los
\ngeles Dodger games [or the en-
ire bascball scison. A\gency s
Recht Advertising Monroe
\uto Equipment will sponsor New
vork  Yankee Buseball  IWarmup
how preceding each Yankee game
wer WOBS. New York,

Programing notes: On 25 April,
(DKA-TV will present a live, 90-
ninute play in cooperation with
e Pitsburgh Playhouse. The ve-
icle selected for this experiment
n “Broadway fare” is “Angel
reel)” written by Patrick Hamil-
on and formerly titled “Gaslight.”
stoney’s Drewery purchased  two
hirds . . . KCBS (AM & FM), San
Tancisco, premiered a new series
alled Words and Alusic, being
woadcast every weekday cvening
rom 6:35-7 p.m. and featuring top
wmes from the world of music.
fach guest will tell how a certain
nusical selection played a key role
n his or her carcer or personal life

WFOL (FM), independent
tereo fm station in Cincinnati, has
igned as exclusive (in the city)
ubscriber of Radio Press Inter-
aational for expanded news broad.
asting . . . WFTL, Fort Lauder-
ale, is presenting a history of the
ity in a series of daily five-minute
apsules called A Page out of His-
ory. Written by August Burghard,
wesident of the local Historical
Jociety, the programs are spon-
ored by the First National Bank
n Fort Lauderdale.

New call letters: WRGR has as-
umed the new letters of WPXE,
starke, Fla. The PXE stands for
Pixie.” The “whimsical” station
vas  purchased last month by
seorge Gothberg, Radio, Inc.

txtra curricular activities: Bonnie
Vallis, woman’s director and host-
s on KBOL-TV, Boise, davtime
how, accepted an invitation from
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Sporting a stole for spotting a spot

Watching WCCO-TV, Minneapolis, paid off for a schoo! teacher and sales clerk when the teacher
followed instructions on a Bristol-Myers commercial and purchased Softique bath oi! so she could
enter a sweepstakes. Sporting mink stoles presented on WCCO's “Around the Town” are the
teacher, Mr. Janice Love {!), and the clerk who validated her entry, Mrs. Doris Van Winkle

Scevetary of Defense Robert S. M-
Namara to serve on the Delense
\dvisory Commitiee on Women in
the Services for the next three years
... John P McGofl, president ol
Mid State Droadeasting and gen-
cral manager of Mid State Net
work, named deputy chairman ol
Our Livelihood Day of the tenth
anniversary Michigan Week, 19-25
May . .. Fred E. Walker, receutly
appointed  general  manager ol
KDKA, Pittshurgh, elected to the

But which end does the music come out?

board of directors ol the American
Wind Symphony Orchestra and ap-
pointed to the journalism advisory
board of Point Park Junior Col-
lege.

PEOPLE ON THE MOVE

Harold Waddell, general manager
ol WKDBZ, Muskegon, clected to
the board of directors ol WKDBZ
Radio Corp. and named executive
vice president.

Richard Maltby, composer-arranger-performer and commercials backgrounder, is looking for the
first owner of this “kookiephone,” which he found in a second-hand shop. Checking, he found it
was made in 1905 and is one of a kind—a double-belled horn giving stereo effect by echoing
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WHAT ARE
YOUR

PHOTO
REQUIREMENTS ?
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RATES are rates the

world over, and ours
are competitive
($22.50 for 3 nega-
tives)

BUT QUALITY is

something else again

....ours is superla-
tive

And SERVICE is stil

another matter .. ..
ours is unbeatable!
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BAKALAR-COSMO
PHOTOGRAPHERS

11w 56th St, N.Y.C. 18
212 Ct 6-3476
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Charles Rutledge o president of
Westmoreland Broadeasting Corp.,
WOQTW, Latrobe, aud John “Jay”
Stewart to secretary-treasurer and
general maunager ol the station,
William F. Sherry to local sales
manager of WIBG, Philadelphia.
Johin Schermerhorn to numager of
sales promotion and public rela-
tions of WKOW (AM & TV),
Madison,

Allan Israel to promotion manager
of WQOXR. New York. succeeding
Elliott Sanger, Jr., who Dbecomes
“The Times”™ director of news pro-
grams on the station

Jack Manning to general manager
of KGL.A (FM), Los Angeles.
Harold Hirschmann to sales man-
ager of KEWDB, San Frameisco/ Oak-
land, replacing Dick Ullman, Jr.
resigned.

Charles G. Pye, Jr.,, to exccutive
vice president and general man-
ager of WORIL,, Boston.

Jack Berning, formerly sales man-
ager [or WFIE-TV, Evansville, to
general sales manager lor KTV,
Dalas-Fort Worth.

Al Nelowet to local sales manager
for WAVY, Norfolk,

Michael Denson to the newly- cre-
ated post of director of informa-
tion services for the Society ol
Motion Picture and Television En-
gineers,

John Henry Faulk requested a re-
lease [rom his contract with WINS,
New York, to devote more time to
completion  of his  forthcoming
book for Simon & Schuster and to
his tv activities.

Johin F. Bayliss to director of the
western region radio division ol
Producers, Inc., which acquired
KXO.\, Sacramento, on 1 April,
and has application pending FCC
approval for KJAX, Santa Rosa.
Joseph W. Roberts to executive
vice president ol Mursak, a new
post.

Hugh F. Dcl Regno named con-
troller for KHJ (ANM & 'I'V), Los
Angeles.

Ralph O'Brien 1o assistant mer-
chandising manager of Springfield
Broadeasting.

Kudos: The Associated Press Radio
and Ty Assn. awarded plaques to
three  members  for  outstanding
achicvements in cooperative news

coverage during 1962, They ane:
WCAU, Philadelphia; KYNO, res
uo; KYSS, Missoula. Eight other sua.
tions received honorable mention
certificates . . _Bill Whalen, news
director of WNAC. Boston, aml
Yankee Network  News  Serviee,
clected chairman of Massachusetis
Associated Press Broadceasters \ss.
den Summers, news director ol
WMRC, Millord, became  viee
chairman , , . General Federation
of Women's Clubs presented its an.
nual award for broadcasting 10
Harry Thayer, station manager of
WGHQ, Kingston . . . Nebraska's
Legislature passed unprecedented
resolution praising WOW, Omaha,
lor -10 years of public service to the
state. Station observes its anniver
sary during April . ., Metropolitin
Broadcasting’s WHK, Cleveland,
won first \ir Force Award of 1963
lfor “outstanding public service to
the recruiting program of the U.S,
Air Force . . . Marianne Tomlin.

son, women’s director of WRFD, '

Columbus-Worthington, elected

president of the Ohio Chapter of

the American Women in Radio
and Television . . . Alma John, di-
rector of women’s activities oy
WWRI., New York, received cer-
tificaite of merit from U.S. Air Forre
Recruiting Service for her publi
service and on-the-air activities in
its behall.

Representatives

Rep appointments: KDWDB, Mip-
neapolis-St. Paul, to Robert E.
Eastman ., . . WNFO (FN), Nash-
ville, to Herbert E. Groskin . . .
WIJAY, Mulins, 8. ., to T-N Spm
Sales . . . KXO.\, Sacramento, in
Blair Radio.

PEOPLE ON THE MOVE
Michael McNally to the Chicagp
ofhce of Metro Radio Sales as ai-
count executive, from WBKDB, Chi-
ago,

Edward Rohn and Robert Lewis,

both radio account exccutives with |

Edward Petry, to group sales man
agers, newly-created posts. Report
ing to Martin Percival, eastern
sales manager, each man will su-
pervise a unit of the ten-man New
York radio sales force.

Mario Messina to Clarke Brown's
southwestern oflice at Dallas 1w
manage and handle sales.
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“SELLER’

By Lee P. Mehtlig
president

V| EWPO I N ’y Broadcast Clearing House

Radio: walking before sprinting

liec NADB conventon brought in-
Tl() troubled Tocus lour problems
Feved to radio’s current and con-
tnuing rocky road. Radio’s indus-
wy leadership s taking stronger
stances but station management at
the local level must do the same
starung right now.

Tune after time at the NAD con.
vention, and in daily  discussions
with station men and their repre-
sentatives, we heard voiced these
lour key problems for radio. They
are the reasons Tor radio’s financial
pallor.  The signs of ailment are
many.

Radio station profits are down,
the FCC tells us. National spot
radio advertising is down about
37 yer national advertising gen-
wrally is up about 3% . ‘Thus radio
s fosing while other media are
grnmg.

Why? Because of these four prob-
lents: (1) ratings, (2) rates, (3)
television and (1) paper. Are there
NSWCIS?

Is there a solution to ratings?
Where is the magic, inexpensive
olution o accurately, honestly de-
jermine where 181 milhon Amen
“ns are listening on 175 million
adio sets?

No one has shown a
way o pin down listening in the
ar, attic, den, basement, kitchen,
edroom, bathroom, on the street

or beach. Nor, il and when such
a plan is devised, will ic tell how
much listening iv done . .. by how
uLuy |)c()|)lc .. .where ... lor how
long . . . to how many stations . ..
the kind of actual listening being
done.

Radio is out there, setling more
sets every year and getting vesulis
despite the lack of answers 1o these
questions.  But this doesn’t change
the it in business because radio is
unable to answer agency questions,
to get the needed hgures which get
the business.  Immediacy of solu-
tion? No.

Is there a solution to rates? When
will  more—many
owners and wmanagers realize that
overhead plus profit margin means
a business?  When will they see
there are costs ol doing business
plus the amount they need over
and above these costs to make 1t all
worthwhile?  Station operators
should  stop kidding  themselves
with so-called {at contracts loaded
with discounts that boil down (o
wheelspinning and, most times, a
loss.

The day that salesmen stop bring-
ing in orders and start coming back
with profitable rate-card orders s
the day agencies will realize radio
men do know their product enough
to believe in it and o stand up

more—stanon

Lee PO Mellig, co-fonnder as well
as president of Broadcast Clearing
Hounse, was excentive vice presidentd
until elected to the top post in De-
cember, 19620 Prior to fonuation
of BCH, he was vice president and
co-owney of KGMC, Denvey. As
head of BCH he headgunarieys in
New York, but spends nmnch of Iis
time an the Chicago, Los Angeles
and San Francisco offices. Melilig
and lis family live in Davien, Conn.
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and hight aggressively lor i,

Fhat same day, the agencies will
he convinced station men are husi
nessmen, not day-to-day  peddlers.
The solution? None 1s imninent.

Isv there a solution to relevision?
Who needs one? Ty is v and radio
s radio. Radio lias 1ty owar indi-
vidual  chavacteristios ol imagin:
ton and speed. ol being evervwherc
with mcredible thneliness.  When
three 1o four times as nuny radio
sets e sold than o, why worrys
Dig into your own product’s inerits
and sell radio.

Solution? None . . . and none is
needed.

I there o solution o paper?
Who's radio’s customer?  The agen-
«v.  Who's the station’s natonal
sales partner The vep. The st
tion operator must be interested
and involved in both their prob-
lems. Proht appeads 1o them as well
as 1o him. T radio is a profitable
commodity o buy and o handle,
il 1t is eflective, agencies will use
none of 1t lov their chents.

But paperwork—the massive de-
tail volved an spot radio came
paigns—is  unprohtable Tor many
agencies and costly for every rep
and  station. Broadcast Clearing
House provides many of the an-
swers to the paper problain—but a
partial answer is still a constructive
and solid start to the solution ol a
basic industry problem. BCH. work-
ing todav with 75 advertising agen-
cies all over the country. has snn-
plified and soreamlined procedures
in spot buying, adjusting, and bill-
ing as well as pavment. Tt has
standardized one order Torm which
is used by all thvee parties involved
in national spot radio—the agency,
the rep, and the station.

In shaking down radio’s lour
problems, we find the box score
shows: One: tv, just sa’f a problem
—il radio is sold night. Another,
paperwork, is well on the way to
beimg solved.  Thus the two big
Issues confronting station manage-
ment and clamorimg, for solution:
vates and ratings.

T hese need mmediate, minute-
to-minute study, appraisal and con
clusions on which acuon can be

taken.  Radio must walk belore it
can run .. .oand 10 must start walk-
mg now. L 4
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w Significant news,
s 0 I sco P E trends, buys in national
I ™ ;
spot tv and radio

SPOT TV BUYS

Van Hensen shilts veadying o cunpaign ol nighttime minutes and sports
to start 1 Nay and ron through 15 Jone in 125 markets.

suver at Giey
(New York) is Jerry Rettig.

Heinz Baby Foods and Ketchup going into 56 markets lor a six-week
drive to begin 12 Nay. John Livoti at Maxon (New York) buying prime
and fringe minutes.

Ex-Lax directing a lour-week campaign at the distafl audience in 43

markets starting 22 April. Buyer at Warwick & Legler (New York) is
Jim Kearns, who's looking for daytime and Iringe minutes.

Dristan Nasal Mist, thvough buyer Mike Tomasone at “Tatham-Laird
(New York), purchasing nighuime minutes Tor a campaign o legin
i April for a three-week duration. Drive, aimed at the adult audience,
but particularly women, is planned for about eight markets, all located
across the northern half of the counury.

Eastman Kodak buying nighttime minutes and chain breaks for a cam.
paign starting 12 May to run through 15 June. Buyers are Joan Ashley,
Martha Toman, and George Heffernan at |, Walter Thompson (New
York).

Waterman-Bic pens and pencils slated for a four-week campaign to begin
7 April. Marty Foody at Ted Bates (New York) interested in nighttime
minuies,

Lehn & Fink Prodncts supplementing and sirengthening Lysol Spray
campaign which started in mid-March by adding {ringe and daytime
minutes in several top markets. These supplementary spots will be aired
starting 22 April for ten weeks. Buyer is Bob Kutsche at Gever Morey
Ballard (New York). |

. . ~ . |
Lever Bros. Lipton Tea buyving five- and ten-minute uews or weatler
programs and carly and late evening fringe minutes through Steve Suran
at SSC&B (New York). Campaign due to stavt 5 May for 13 wecks.

Hi-C buying a 19-week campaign of minute spots for a 29 April start
date. Fred Goldstein at Dancer-Fiuzgerald-Sample (New York) is the
buyer.

Pacific Hawaiian Products’ campaign for Carbonated Fruit Beverages set
for a 1 May start to run 26 weeks using minutes. Ralph Payton at Esty
(New York) is the buyer,

Continental Baking now buying day and nighttime minutes for a Won-
der Bread campaign to start 22 April lor a three-week run. Perry
Seastrom at Ted Bates (New York) is the buyer.

Continental Baking’s Hostess Pastry campaign of day and nighttime
minutes being bought at Ted Bates (New York) by Art Goldstein. Stat
date is 13 May for a six-week rumn.

SPOT RADIO BUYS

Wn. Underwood Ham buying minutes, 30s, and LD.s through Eileen

Conradi at Kenvon & Eckhardt (Boston) for a campaign expected |
start 6 May for 13 weeks. |'
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We've gone to Japan...

0 bring you Volume 6

THE INTERNATIONAL VOLUME

[he finest product of the Japanese film industry—
tward winning films such as “The Island,”
ind “Rashomon.” These and many more films

rom Germany, France, Italy, and England

.the best the world has to offer...are all in 17, | SEVEN ARTS
Volume 6, “The Internatonal Volume.” < cORP

Seven Arts’ new release of “Films of the 50's.”

A SUBSIDIARY OF SEVEN ARTS ProbUCTIONS, LTD.

Niw York: 200 Park Avenue « 972-7777

Cuicaco: 4630 Estes, Lincolnwood, I1l. - ORchard 4-5105

Davrras: 5641 Charleston Drive - ADam

Los ANGELES: 3562 Royal Woods Drive, Sherman Oaks, Calif. « STate 8-8276
ToroNTO, ONTARIO: 1 Adelaide St. West

285

EMpire

For list of TV stations programming Seven \rts’“Film
see Third Cover SRDS (Spot TV Rates and Data)

Individual feature prices upon requi
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HENNESEY SAILS TO

SALES

New: YOrks o B7% vsfe sl WABC-TV BTN i e dhos e ) WP I WIRT-TV Tampa- Shreveport ...........
washington, D.C. ......WRC-TV Norfolk-Portsmouth- St. Petersburg ....... WFLA Phoenix ........coouuu.
ChliCABO. ¢ i w» s 44 » §METEI" WGN-TV Newport News ...... WAVY-TV San Francisco ......... KRON-TV Sioux City wes:sn.saees
Detroit. ...qwe-g 7 o croere oms WIBK-TV Sioux Falls ........... KELO-TV LUbLOCK worossmpm smre: KCBD-TV Grand Rapids .........
Orlando .. ....covvvunn wDBO-TV VUMD, a5 gt 5w gty oo KIVA BOISE: puw svesremasmmareisyersre KTvB Odessa-

Portland, Ore. ......... KPTV Albuquerque .......... KOB-TV Syracuse ............. WNYS-TV Midland ............
Youngstown .......... WFMJ-TV San Antonio Salt Lake City ......... KSL-TV Alexandria ...........
Jackson, MisS, ........ WLBT RENOT s ol sheichtrtor ™ o g - Miami ... WCKT GreenBay ......c0ue.
BOSION 5 » g6 sbmin gams o WHDH-TV Las vegas . ........... - Charlotte” .. smessns ... WBTV Cleveland ............
Los Angeles .......... KNBC Fresmno: s m.b.s wd s b o a - MiSSOUIa & 4umsss'aa ke o KMSO-TV Bangor .ilasesdilbuldd !
Lancaster s.:.:vsevemas WGAL-TV Sacramento Baltimore ............ WMAR-TV Binghamton ..........
San DIiegO m: 1s pedm o mas KOGO-TV BillinNgS» mm 19 4 o wuim 6 by B Abilene- SPOKANE  « ks wwia o Bl 46 W
wilkes Barre .......... WBRE-TV BULLE 4w o we B o foowury pa - Sweetwater ......... KBRC-TV Lexington ............
Pensacola . ........... WEAR-TV Great Falls Erie ... i WICU-TV ValleyCity . . .....o....
Portland, Me. ......... WCSH-TV Idaho Falls 3 Dallas ............... WFAA-TV Columbia, S.C. ........
New Haven . Twin Falls ........ % . Johnstown . ........... WIAC-TV Cape Girardeau .......
Minneapolis Montgomery p Milwaukee ........... WITI-TV BUrhiNBON (o ie gl ie aee vt
Dayton . uwo-fw #1 3 ¢ we @ - P L= [ ] - S p— - TuCSON' popiBaBwe® iman KVOA-TV Eau Claire ;. ; .oewsms -
Denver .............. B Houston . ............ B Eugene .............. KVAL-TV St. Louis ......... ...
Buffalo .............. - El PAaSO . ..v e - Columbus, Ga. ........ WTVM Jetterson City .. .......
Indianapolis Pittsburgh, Kan. .. Amarillo . ............ KFDA-TV Rock Island ...........
PUEDIO | mosnaont & sena s g e . Jacksonville ..... Roswell ;o tbloiosgie s oo KSWS-TV Des Moines ...........
Shermain faw s se ik mans s - Salinas ......... . Knoxville . ............ WATE-TV Harrisburg, Ul. ........ WSIL-TV
Greenville, S.C. ........ WFBC-TV RapidCity ............ - ROEKIOrd v, 3 wpwdivoesien WREX-TV  Brownsville, Harlingen-
Seattle ......coiiuunnn KING-TV wichitaFalls .......... Madisen o wiwwumneadm s WKOW-TV weslaco ............ KRGV-TV

AND ALL IN ONE SHORT SELLING PERIOD! 100 SALES IN MAIJOR m
MARKETS ACROSS THE COUNTRY. 100DECISIONS BY TOPSTATIONS, |
WHICH ARE BEING PROVED 100PER CENT RIGHT BY TIME-PERIOD
~LEADING RATING REPORTS. COME ON BOARD WITH NBC FILMS.




