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707 HOURS OF ACTION-PACKED WESTERN DRAMA

Starring Clint Walker, CHEYENNE is the first of the great Warner Bros. western
hours—and one of the greatest in television fustory. Standing six-feet-six-inches
in height, Walker as Cheyenne Bodie presents a towering figure of strength
To a man I'ke Cheyenne Bodie. no obstacle is too big to tackle, no danger too
big to nish. in his efforts to break the lawless spint of the west

Inits six full seasons on the network., CHEYENNE won an average Nielsen N
rating of 24.8.900d for a 38.6 share of audience.” Now avarlabe on an ndivid 1al
market basis—for fall start
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Take the area of literate comedy. Farce
approaching satire. Humor that ranges from
slapstick burlesque to pithy commentary. A
new dimension to late-night TV. “The Steve
Allen Show.” On the air over a year. Seen on
over 40 major stations coast to coast. It's
fast-paced. It's fun. It's a Group W—Westing-
house Broadcasting Company project.

How does Group broadcasting get in-

GROUP W MEANS INNOVATION... )

Steve Allen

volved with the production of programs like
“The Steve Allen Show"? It's a natural. It's
the reason Group stations are organized the
way they are. They have creative man-
power, management, and financial resources
greater than the individual station. They
have the local impact no network can match.
These resources represent an opportunity
as well as a responsibility to serve their

GRO[I WBZ - WBZ-TV BOSTON
WINS NEW YORK

WJZ-Tv BALTIMORE

KYW - KYW-TV CLEVELAND

KDKA - KDKA-TV PITTSBURGH

WIND CHICAGD

WOWO0 FORT WAYNE

KPIX SAN FRANCISCD

WESTINGHOUSE BROADCASTING COMPANY

communities in ways neither individual sta-
tions nor networks are capable of doing. To
develop new areas of programming. To ex-
pand existing program content. To add di-
mension to the broadcasting industry. To
serve the interests of their audiences.
Group W means Steve Allen. Sheer enter-
tainment also calls for the vision and flexi-
bility characteristic of Group broadcasting. |
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|1ey Slay on WPEN

(ke Frank's Beverages for the last 13 years!)

\NOW are you going 1o ale lal?
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MISSOURI'S BIG
THIRD: MARKET
ONE OF THE
NATJON‘S TOP
{ARKETS

When KWTO
Speaks
The 4-State
Area Listens

Compare our
LOW COST
Per Thousand Homes with
any Midwest Station

Hooper
March—1963
(Metropolitan)
MONDAY THRU FRIDAY
7:00 AM. — 12:00 NOON

KWTO ___ _-40.3
Station B 30.5
Station C 15.4
Station D 11.4
12:00 NOON — 6:00 P.M.
KWTO 41.3
Station B - y 34.9
Station C 10.3
Station D _ 7/l

PLAN AHEAD

Contact Your Pearson Office

ANWIO

5000 WATTS - 560 - ABC
SPRINGFIELD, MISSOURI
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In Philadelphia during July, 1776, the first of fiftyv-six men pledged
their lives, fortunes and honor when thev signed a declaration written
by 33-ycar-old Thomas Jefferson. About five vears later, the last sig-
nature was inscribed on our nation’s first great resolution of personal
liberey.

Today, many of these men are all but forgotten. Each signature, bold
or trembling, it should be recalled, is the mark of a man who risked

deach . . . for the freedom of his fanuly and ours

PHILADELPHIA

Represented by Katz Agency

N = LoS ANGELES CLEVELAND MiAMI TOLEDQ DETROIT

NEW YORK § “MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT -
HN WITLTI win-Tr WAGA-TI' WSPD.TV 1WBR-TI"
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WANTED TO PURCHASE

America.

Small power tools for wood and metal
working needed by distributor in Latin

(One of thousands of typical export opportunities for American businessmen)

The world is your morket ploce. From South Americo to South
Asio there's on immediote need for furniture, construction
equipment, oppliances, plostics, oluminum, The list is endless.
And so ore the business opportunities.

To help U. S. businessmen to take odvontoge of these oppor-
tunities, the U.S. Deportment of Commerce is issuing o new
weekly publicotion. Internationol Commerce contoins hundreds
of specific opportunities—like the one obove —every week. It is
designed to tell U.S. businessmen—quickly ond in ploin lon-
guoge —whot products ore wonted obrood ond whom to contoct.

For example, one company writes:

“We connot overestimote the ossistance we received from

. .. your publicotion. . . . Starting from scratch just 18 months

ogo, this compony is now selling in 25 countries in Europe, Asio,
Austrolia, Centrol and South Americo, ond North Africo.”

The United Stotes Department of Commerce is ready ond
oble to help you in mony other woys: It can help you find ogents
obroad, survey your best morkets, corry your business proposols
overseos through Trode Missions, exhibit your products ot Inter-
notionol Trode Foirs ond Trode Centers.

To find out more obout how to get your shore of profits in
growing world morkets, contact the United Stotes Deportment
of Commerce —field offices in 35 major cities. Or write: Secre-
tary Luther H. Hodges, United Stotes Deportment of exe
Commerce, Woshington 25, D.C. You'll get o prompt f %\
reply.

”, >
Pqq-a0®

BUILD YOUR BUSINESS BY BUILDING AMERICA'S EXPORTS

Published as o public service in cooperolion with The Advertising Council ond 1he United States Deporiment of Commerce.

6
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'PU BLISHER,S One man’s view of

significant happenings in

R EPO RT broadcast advertising

A word to national advertisers about radio

IUs still wo carly o prove out in the statistics, but national
radio is showiug signs ol busting out all over.

It shows up in the increasing confidence and enthusiasi re-
flected by many op stations.

It shows up in the number of natonal advertisers who for the
first tnne m many years arce thinking of spot racho as a major
force in their advertising programs rather than just an extra-
added feanme.

It shows up m the flexing muscles of the radio networks.

It shows up m the larger mterest the RAB is demonstrating
in the navomal fields and 1ts two-fold station service plan.

If the signs are right, this is good news. In my opmion na-
tional radio billings fall short of thew potential by several hun-
dred millions. Radio today would be a billion dollar medium if
its inherent ability 1o sell merchandise and ideas were recognized
by the nattonal adveruser as thoroughly as by the local.

Here are a few things to think about if you're a natonal or
regional advertiser considering radio for your fall and winter
campaigns.

. Don't wait oo long. There will be a bigger rush for avails
on the better stations this season.

2. Remember that radio 1s one medium which never gets full
credit for all listening. There is no known system of eas-
uring radio listening that can count up all the multiple-set
in-home and out-of-home listening which really goes on.
So, in actuality, you generally get more than you bargained
for when you buy radio. The major auto manufacturers
have learned this in recent years and are taking full ad-
vantage of it.

3. Think of radio as you do magazines as far as station cate-
gorics are concerned. In the magazine field there are good
books in the general held, others not so good; good books
in the women's ficld, others not so good: good hooks in
the sports field. others not so good. So in radio there ave
numy categories with good stations in each.

4. Look for other factors besides rating. The ability of one
station to outsell others because of listener loyalty, public
service, station reach, community acceptance. is well
kuown. Several years ago KPRC. Houston. did a profile
which expressed its characteristics as listeners saw thent.
Other stations should be ¢ncouraged to supply informa-
tion of this type.

" Sincerely,

e
ih

jin
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METRO-GOLOWYN-MAYER TELEVISION PRESENTS

View from [he Lion's Den
Egg In The Audience’s Beer

® Some people don't wait until the flag is
all the way up the pole before they salute.
These people ought to be given more note
and credit. Call them "‘the perceptibles.”
They look an idea in the eye and see that it
can lead to new opportunities. Like the
idea that full sponsorship of a brand-new-
to-TV feature film market-by-market can
make a spectacular special. Be a treat for
the audience, sales force and sales curve.

B This idea had a precedence of sorts.
Butin particular, could it be done for a
specific advertiser,and mostimportant,
what product (pictures) was available?
Things began moving when the new 30/63
MGM-TV feature listings came on the
market. Our Chicago office noodled with
MacFarland, Aveyard, and their client,
Drewrys Beer. They picked the pictures and
the “event days.”” They presented the pic-
tures and the plan to the sales force.
Promotion was set. The idea became a
reality. Is already working in the market
place. Audiences in 15 markets are being
treated to top features on summer week-
ends—courtesy of a single sponsor. Big time
entertainment presented with maximum
care and minimum interruption for the
viewer (5 commercials). That's egg in their
beer and a competitive edge in Drewrys.
W Details. Drewrys picked these first-run
post ‘48 features: "“Angels in the Outfield,”
"*Green Fire'" and "'Tender Trap.”” They
picked the weekends prior to Memorial Day,
July 4th and Labor Day. They picked 15
stations in: Chicago, Detroit, Toledo,
Lansing, Flint, Grand Rapids, Cadillac,
Marquette, Fort Wayne, South Bend,
Indianapolis, Terre Haute, Rock Island-
Davenport, Cedar Rapids and Des Moines.
Drewrys bought the features directly from
MGM-TV for ten markets. In the others,
deals were made directly with the stations
which had previously licensed the features
from MGM.

W A fangent observation here. A good
movie has a long life in bringing the public
entertainment. This was pointed out in a
recent look at Nielsen figures on a great
MGM movie, “"The Wizard of Oz.” It has
now been televised five times on CBS. Each
was a smash. The rating has never been
below 32.5. nor the share below 52. No
other repeated special comes close to this
performance. “The perceptibles™ will con-
tinue to sée new ideas in the yet unreleased
features for television.
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;hly skllled in preuing and

ing and s able to supply good reference fromfl

| necent situation. Address A. G. Box 491

YANIRESS—Woman of § years experience !

service of meals desires a position in 8 large
lrestaurant. Able tq assist In cooking and general
| kitchen duties. Unmarried, religious, reliable and
ltemperate Address C. P, General Delivery

OUSEKFEPERR- A reﬁned woman of 45
years will consider'émployment as house- |,
keeper to a cultured and well-Behaxed family of no
{ more than six. Will require ampleSguarie and
privacy. Salary is 8 minor considera _ T IS
B.W, Box 741 ’

=

UTOR-University-educated young lady, -

perienced in teachmg of the young, is interested

jin obtaining a position as tutor to a child in a |
respectable household. Best of. references can be.
| obtained. Address P. C. Box 249

SITUATIONS WANTED-MALES

| AS CATTLEMAN - An experienced handler |

of cattle, looking for position in Southwest.
Hard working, sober, reliable. Takes well to the
joverseeing of men. Good reference from last em-
ployer Address S. D. Box 696

N A RETAIL GROCERY —-a young man, an |

American, wishes to procure a situation in some
retail grooe:y; has a good knowledge of business
and can give the best of City reference. Box No.
1,235 Post-Office.

S RANCH FOREMAN-wanted a position as

foreman of ranch. 5,000 acres or more. 10 years

experience large crew, all types livestock. Other
skills. Best of references. Address J. S. Box 1003

HAVE GUN
' WILL
i TRAVEL

One of television’s all-time
classics is now available for
regional and local sponsorship.
Stars Richard Boone. Experi.
ence: 6 record-breaking sea-
sons on the CES Television
Network. Season after season
ranked among television’s top
five, For information about the
hottest 156 half hours in first-
run syndication, contact...

CBS FILMS ®

OFFICES IN NEW YORK, CHICAGO,
] SAN FRANCISCO, DALLAS, ATLANTA. |
“ ANTED - Emmovxm-:m‘ oF ANY
KIND by a stoutyoungman,who has four

| years experience as a clerk in a first-class grocery.
Address H. B. Box 7191

c—— ——

0 MA\LE?ACTURBRS and whblcnle
houses. A Commercial Traveler, of ten years’
expenence, will shortly maeke a tour through the
West In addition to commissions already engaged, -
he w | like to-add one or two more from houses

| man; understands the ca
i and stock of ail kinds:
| needed. The best of refe

| refe reference gwen.Addren

aumlmt bookkeeper m
¢ity, wishes to obtal

Baii’s address C. B.
BLAC M —ap
! ready T “imy
lished pa
strong back. Prefé
W B. Box 666

VELLER OF DBY
L Y12 years experience i
| other merchandise deau
time. Recent employer
Address J. L. Box 987

. S ———

00D HORSEMA'
heslith, would liks
prenenced in the har
sorts, Skilled horseman.
IVERY WORKEN
experience in the cary
the grooming of horses
lme. Address 'l'. A,, Box 3

S FARMER A!
wanted a situation b
of strictly temperate ha

T. M. Box No. 204

ANTED-A P
TION in some me
man, who is a good penn
keeper, correspondent s

O CALIFORNI !
ETORS and others-
to get to California will
months in @ hotel or
carver, {or his passage 1«
son-who will negotiate
satisfied. Unexceptionab
J.Y.Box No. 152
OOK AND HAND
on ranch. Able to do ¢
jobs. Good carpentes. V
Address J. A. Box 836

S HARDWARE

tion in a bardware
has had etght years’ e
can furnith the best of
H.L. Box 638

LAD 18 Wi

ina le store:
Can r to his

Box No. 20 ‘
Rmvcn LARBOR!

ranch, by a man aog
work_‘good referencés. B
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“RIDER’’

o 10 gdueh tall bronze
Etrusean figure found on
the Adriatie coast of ltaly,
dates from the 5th ceutury
3. C. Onee wmomited on a
horse, ume lost, it closely
resaables psures on the
Parthenon frieze iu
Atheus, Seulptor wnlinon u,

Courivsy of The Delrolt Institute of Arts

i« class by itself

Masterpiece — exceptional skill, far-reaching wvalues. This is the quality
of WWTJ radio-television service—in entertainment, news, sports, information,

and public affairs programming. The results are impressive—in audience loyvalty

and community stature, and in 'l TYWT1 \ 7‘ \T r 1\7
sales impact for the advertiser \\ \I\"J and \ \, J— [

on WW]J Radio and Television. THE NEWS STATIONS

Owned and Operated by The Detroit News + Affilialed with NBC < National Representatives: Peters, Griflin, Woodward, Inc.
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Guild, Bascom & Bonfigli names BCH:
Broadeast Clearing Ttouse has picked up a
plimt, signing San Francisco-based GBS for
all BCIH seivices. Over 200 ad agencies
worked with BCH systems in past year, b
GBB s lirst to contract Tor all services. Deal
involves processing. haitdling, adjusting, and
paving of spot tv and radio ordevs placed on
hehall of GBB clients. GBI expects billings
to hit $20 million at vear's end. with over
two-thirds going to hroadeast media. It pres-
cndy hills over $I8 mitlion annually, some
S$1.2 million of it in spot tv, and S2.8 million
i spot radio. All four GBB oflices (S. F..
Hollywood, Scatle, N. Y.) are involved in
the antomated centralized billing processes.
as are all spot w and radio campaigns based
for agency’s nine spot acconnts: Bosco, Car-
ling Brewing. Clongherty Packing. Foremost
Dairies.  Mary Ellen’s Jams and  Jellies,
Mother's Cakes and Cookies, Pacific North-
west Bell Telephone, Ralston Purina, and
Skippy Peanut Butter. West Coast servicing
of GBB will be directed by Frank W, Crane.
just named BCH exec v.p.. with BCH's NV Y.
ollice to service GBB business placed there.

Barnett heads GAC: l.un Barnett. forn-
er v.p. of MCA (which he served 27 years)
and president of its wholly owned subsidiary.
Music Corp. of America. has been elecied
chairman and chief excc ollicer of General
Artists Corp. and a divector of its parent
Baldwin-Montrose Chemical Co. Herbert J.
Siegel. who continues as president of GAC
and chairman of Baldwin-Montrose.  said
Barnett will become the second-largest hold-
er of common stock in the pavent fum. In
addition to responsibilities for corporate
planning., Barnett will coordinate activities
of GAC's four operating divisions. working
with thenr respective presidents: TV, Her-
man Rush: Personal Appearances. Buddy
Howe: Motion  Picture-FEquity.  Martin
Baum; Literarv. Ingo Preminger.

Top of the news

'SPONSOR-WEEK in tv/radio advertising

1 JULY 1963

Blair radio research: .\ ucw national 1.
dio stndy conducted by Pubse tor Blan tep
firm shows sets-tn nse rnging betweenr 20
30, Ward Dorrell, John Blair v.p. lor ae
search, believes the sindy will do mnch fon
radio. Reporting to XYL State Broadcasiers
Assn.at Sinatoga Springs session, Doniell
sind it was largest personal interview radio
study done. Release ol Iindings is doe i
several weeks.

Interim period: Thomas J. McDernmon, N
W. Aver vop., told the N. Y. broadcasters
that althongh “wehre going throngh an
terim period, agencies ave still payving aiten
tion to ratings.”” e also nated that bhuvs are
wade for clients on dilferent bases, not just
ratings.  RADB president Ed Bunker, com-
menting on RAB methodology study which
will concentrate i three markets  (cities
sneh as New York, Omaha. and Pocatello
sind that “nltmately, the smuple does not
depend on size.” RAB isn't gambling on
project. he added. becanse “we believe we
have move listeners.”

Advertisers aren’t seducers: Advartisers
do not “sednce the modern American wom-
an to a fate worse than death,” in conspiracy
with “women’s magazines. home economists
Signund Freud. Margaret Mead. most an-
thors. the majority of educators. a good
immber of hpsbands. and pretty nearly all
niothers.” Redbook exec editor Sey Chussler
said Friday in answer to a charge by Betty
Friedan in her book. "“The Feminine Mys.
tigue.” Debating Mrs. Friedan at the Ameri-
can Home Fconomist Assn. convention in
Kansas Citv, he stressed that “anvone who has
something to sell does not drive his buvers
mto a state of pyychic immobility ol 1he
kind (the book) described.” In her contro-
versial book. she has charged that magazines
— i advertising in particular — have con-
spived to dictate the goals and standards of
American women. 10 keep them *
endless and empty honsewifery.”

rapped in

SPONSOR-WEEK continues on page 12
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Toiletry goods keep lead: First quarter
of 63 saw Toiletries & Toilet Goods hold the
lead as No. 1 product category on network
tv. with gross time billings up 13.89;, [rom
same pcriod last year to $37,636,600, reports
TvB. More than doubling 1962’s figure this
vear was Building Materials, Equipment &
Fixtures, with a 109.4% jump from $1.011 .-
300 to $2,118,800. Other big boosts were in
I'ravel. Hotels & Resorts, up 89.49, to S644,-
600:  Entertainment & Amusements, up
61.49, to $341.100; Ofhce Equipment, Sta-
tonery & Writing Supplies, up 59.99 1o
$937,300. and Miscellaneous (mostly pet
foods and supplies) , up 55.59, to $3,407.800.
Top web tv advertiser was still Procter &
Gamble, $12.6 million in billings, with Ana-
cin tablets the top brand, ar $3,037,000.

19 million ad dollars to NBC: A busy
sales staff at NBC TV racked up over 319
million from 27 national advertisers in the
two weeks ended 10 June, with 16 dients
placing more than $10 million in daytime
programing, and the remainder going to the
nighttime sked.

NAB amends tv code: NAB's Tv Board
has accepred Code Board recommendation to
coupute  commercial time on  percemage
basis in prime evening howrs. but rejected
idea of non-prime-time percentages which
would have averaged 209 per hour, with
some exceptional stretches to 307, Code
maintains 17.297 maximum  per lour in
prime time, but individual stations can sclect
their own three prime evening liours, and
slot commiercials. This eliminates the pre-
vious binder of 5 minutes and 10 seconds of
non-program material lor each half hour,

Press fotogs honor tv: Nuatl. Press Pho-
tographers  Assn. has  named  Houston's
KPRC-TV “Newsfihnn Station of the Year,”
with WRCVTV, Philadelphia, the runner-
up, However, WRCV-TV's Houston  Hall

Top of the news

in tv/radio advertising
(continued)

.

was named “Newslilm Cameraman of the
Year.” Other top awards, all given out last
weck at NPPA’s 20th annual competition,
went to: News Special—The Tununel, Peter
Dehmel ol NBC News; News Documentary
—The Sun Iy Not for Sale, Houston Hall,
WRCV; Feature News—\Minutes to live,
Morris  Bleckman, WBBM-TV. Chicago;
General News—Guerrtlla Activities in the
Florida Keys, Bernard Nudelman, CBS
News; Sports—Strike, George Carras, WSOC-
TV, Charlotte. N. C.; Spot News—Suicide,
Charles Boyle, KDKA-TV, Pittsburgh;
Sound-on-Film—The Drofp Out, MNorris
Bleckman and William Tyler, \WBBM-TV;
Team Filming—/Fire Rescue. Doug Downs,
Mike Clark. and hving Smith, NBC News.

Executive suite: Two new exccutive vip.’s
have been named by Kenyon & Lckhardt.
One is Stephens Diets. senior v.p. and mar-
keting director. and the man in charge of
K&E’s recently-published *Market Gude”

DIETZ DEARTH

(See Sponsor-Scope. 24 June) . T'he other is
Robert A. Dearth, also a senmior v.p. and
manager ol the ageneyv's Detroit oflice. .« . .
I'hree new vep’s have been appointed In
Alberto-Culver. One of the appointments iy
in the ad area. with Charles A, Pratt named
director ol advertising and public relations.
.. . Charles Fritz has been appointed v.p.
and general manager of WXYZ, ABC oo
radio outlet in Detroit. Fritz comes to ABC
from Blair Radio. where he was a v.p.

SPONSOR-WEEK continues on page 14
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W hy has Cleveland’s taste improvcd D

Oriental chemistry wrought — Randolph Gregy exclams,
a tiny pearl-shaped pill for  "WHK gave innnedate selling
sweetening things Like taste action at all chstributor
buds: Jintan Mouth Refresher.  levels. .. Results have far
Then WK Radio started surpassed expectations.”

: Cleveland tongues wagging If vour expectations arc high
when distributor, Inca Land  and vou too want to taste

| Products. chose the station success. spend vour tinie on
exclusively to introduce the Number Oue station®

Jintan. Inca Land’s president,  WHK RADIO, CLEVELAND

METROPOLITAN BROADCASTING RADIO.RIPRISENTED BY ME RO BROADCAST SALES
JACK TILVYERV.PLAND GENERAL MANAGER, A DIVISION OF METROMEDIAINC

4

SHOCGPER, JAN-MAR, 1960~NOV- DEC, 1962
PULSE, MAR, 1960—-AUG-SEPT, 1962
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Nabisco diversifies: Assets of the James O.
Welch Co. (candy) are being purchased by
National Biscuit Co., with “agreement in
principte” announced by Nabisco president
Lee 8. Bickmore. Terms of the deal were not
disclosed. 1t is Nabisco's entry into the candy
industry. The new parent company is a reg-
ular broadeast advertiser: air-media usage by
Welch has been sporadic.

Japanese “Romper Room”: Oune of the
most successful syndicated tv formats., Bert
Claster’'s Romper Room, will soon be tele-
vised, in color, on a 2lstation Japanese net-
work. The program deal was set by Fre-
neintle International, outside-U. S. sales
agent for the kid-appeal show, which has
long been a successful spot carrier in its 98
U. S, Canadian, Puerto Rican and Aus-
tralian editions. The Japanese version of a
“Miss Jones™ will be picked. and flown to
saltimore for special training.

Jersey Standard seeks show: Standard
Oil of N. J.. which recently dropped spon-
sorship of Festival of The Performing Arts
after two vears, is planning backing of an
other series after start of '64. Show type isn't
pinpoimted, but company spokesman said it
most likely would be another “quality” pro-
gram. Jersey Standard has also sponsoved tv
Play of the Week and Age of Kings in recent
SCASONS.

Art director is VIP: Role of the art direce-
tor is “greater than ever™ in an age which has
scen “the inpact of television,” said Earle
Ludgin & Co. president David G. Watvous
i Chicago last week. A half-century ago.
advertising was mostly copy “and only about
209, art,” Waldrous said. Today, the bal-
ance 1s “‘more like 50-50, and sometimes even
1007,."" Other factors which have boomed
the art director’s nnportance: improvements

Top of the news
in tv radio advertising
(cont nued)

.

in photography, new art forns. new printing
processes.

Nielsen drops radio: After nearly a dec-
ade of measuring local radio, A. C. Nielsen
is exiting this research field. Too many cli-
ents. said Nielsen v.p. Jolin K. Clhurchill.
wanted measurement of auto and battery-
portable radio on an individual station basis,
rather tham the research firm’'s basis of com-
bined station listening. This, Churchill
said, couldn’t be done at a “palatable cost.”
No other Niclsen broadcast service is being
dropped.

More quality fm sponsors: QXR Net-
work, which just signed six new afliliates to
bring its total to 46, sees fin radio becoming
“an increasingly important medium to ad-
vertsers of quality product lines as program
standards are raised throughout the indus-
uy.” Web president James Sondheim noted.
“they are very anxious to reach the 15 mil-
lon established in homes in the U. S. today
along with those who are expected o pur-
chase over 3 million new sets in 1963 which
can receive fm and fmn stereo.” He stressed
that imaginative new formats. such as the
Geuneral Electric stereo drama series. the
Iictor Borge Music Theatre, and the RCA
Premiere Shoiwcase, “pay dividends to the
broadcaster as well as to the sponsor. The
amasingly enthusiastic listener response to
the stereo dvamas . . . has prompted fresh
advertiser interest in sponsoring more qual-
iy programs—and this is the kev to radio’s
future growdh.” New affiliates are \WCRB.
Boston: WBMI. Hartford; and WPBS. Phil-
adelphia, which replaced former ties. plus
WGKA., Adanta; KFML, Denver. and
WQOMG. Greensboro. N. €. Sondheim
added that a new rescarch study hias been
Linnched o supplement last years report vn
QXR audience, now is 36 of top 50 U. §S.
markets.

SPONSOR-WEEK continues on page 46
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look South ... and you'll see TB

Covering 66" counties
in Georgia and
Alabama with annual

retall Sales Uf “ Look closely at Columbus, Georgia. It’s a
agge 7 ket “ » ’
1.2 hillion dollars! B ¢ lind port-city o 6, Celu A e 1l

the retail shopping center of the Chatta-
hoochee River Valley —a top test market
with consistently high manufacturing em-
ployment and the military payroll of Fort
Benning ... the world’s largest Infantry
School. Yes — Columbus is on the move... H
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J. W. Woodruft, Jr., Pres. and Gen. Manager

lidley Bell, Station Manager REPRESENTED BY

George (Iled) Jenkins, Dir. National Sales GEORGE P. HOLLINGBERY COMPANY




SPECIAL REPORT

A STATEMENT OF THE SPRINGFIELD
TELEVISION BROADCASTING CORPORATION

WWLP-22, Springfleld — WRLP-32, GreenfReid
WWOR-14, Worcester

MASSACHUSETTS

Presented by

Y

William L. Pulnam, President

. This = hiatus time--which means evervone dis-
l.' appears from view. So will WWLP's bi-manthhy re-
v ports until snnburn time subsides. In the meantime
ta here are some conments on a few strange items thal
ket have appeared about our industry.

2 [tem—Commissioner Robert E. Lee an-
orf nounced the UHF experiment in New
i York City was an “unqualified success™

which definitely proved the perform-
ance capability of UHF television even
nd under the most adverse eircumstances
in a metropolitan area.

ltem— A survev from a group named the As.
sociation of Maximum Service Tele-
casters, which iz cemposed naturally
enough of VHI operators. said their
‘ survey didn’t agree with that of the
FCC Commissionér despite the fact he
had closely followed the results of the
experiment for a full vear in the New
York City area.

COMMENT

Do vou think one is reallv necessarv?

ltern—Dateline 1958 -~ The Committee for

l Competitive Television, headed by
John English. W3EE- TV, Erie. Pa. and

William Putnam. WWLP. Springfield.

Mass. have set up a Washington office

to try and get a hill through Congress

repealing the excise tax on TV sets as

an incentive for manufacturers to build

i more and hetter UIF sets.

Dateline 1903 Indications are that all-
channel TV setz will account for 207,
of new TV zet sales in 1963 according
to a statement by the EIA, EI\ mem-
bers also voted to ask Conaress to re-
(4 } -
peal the 107 excise tax on all channel
setls,

ltem

wurLp

CONMIMENT - ““The cleetronies indnstry is ever in the
forefront of the rapidh changing tech-
nological and <cientifie advances in all
areas.”

ltem \cecording to a recent survey in a trade

publication the New Haven-Springfichl
Hartford complex i~ the 1Hth ranking
market in the United States.
Hem—3pringfield. Mass. population up: lart
ford. Conn. population down. during

1962.

Now if we can only get those agenes
people to helieve that our WWLP sz
nal realls doesn’t stop dead at the Cone
necticut State line which s about 12
miles from onr tower.

COMMIENT

ltem - FCC Commissioner sees all-U TH <y«
tem a~ the nltimate answer to the na
tional TV serviee problem,

ltem— New sarge in UHE Construction Per

mit~ throughout the country as bhig in
vestors take another look.

CONDNENT - Vs ve son <o shall v weep,

WWLE Vice President and Sale< Man.
ager James Fergusan announees record
sale< vear for WWLI with highest 1o
cal and regional <ales ever achieved.

I'CC

nrges

ltem

Chairman E. William lenn
Fhrow sdut macenrate ratings.,

ltem

CONNIENT - The first item i< why | can enjov mn
hiatus and 2o monntain climbing, The
~second 1s what we've heen trving to tell
acencies all alone. H von want to get
in on a ~ure sales thine call that fella
Fergun<on  or Hollinzhery,  Me, I'm
headed for win happy hiatne,

Represented nationally by HOLLINGBERY
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> Basic facts and figures
DATA DIGEST on television and radio

Radio news packs strength

Network radio newscasts attract a fairly substantial audience
cach weekday. Though undermeasurement of the radio medium
has been a subject of discussion and investigation, radio figures
available from Sindlinger show surprising strength for network
newscasts (1o cite one arca), even when compared with dayume
v shows,

With both the ABC and the NBC radio networks using the
Singlinger reports at the present time, the figures can confidently
be expected to receive inereased circulation among major adver-
tisers and agencies. .

A look ac the April 1963 Sindlinger weekday listener hgures
shows tlie average ABC Radio newscast drawing some 2.4 million
listeners—at home, m autos. at the beach. or wherever the tran-
sistorized portable may take people.

At the same time the report reveals that the average newscast
on the CBS Radio network has some 2.7 million listeners. the
NBC web 2.5 mitlion and MBS 1.6 million.

I past patterns prevail, the figures ¢an be expected to grow
as the smmmer season moves along.

Following are figures from the April Sindlinger report of radio

listening:
TOTAL LISTENERS (000)
(Average per broadcast)
ABC CBS MBS NBC
No. of No. of No. of No. of
News- News- News- News-
casts Listeners casts Listeners casts Listeners casts Listeners
Total 16 2,458 9 2695 14 1,636 17 2,499
Morning 4 3,378 3 3,767 4 2,260 5 3,427
Afternoon 6 2,491 ‘) 2,178 5 1,772 6 2,352
Evening 6 1,813 1 2,071 L) 1,002 6 1,873
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‘ ' : Interpretation and commentary
- on most significant tv/radio
| and marketing news of the week

1 JULy 1963 |
1

Radio/tv spot budgets of major airlines are likely to mirror the current shake-outs and
upheavals among the carriers.

After more than a year of listening to arguments on the proposed merger
of Eastern and American, the CAB has uuned thumbs dowin. You'd think this
would spell a cutback in broadcast spot schedules for Fastern (which has lost some
$60 million in three years). Not so; Eastern may actually increase its radio/tv use.

Reason: CAB may well turn down Northeast Airlines’ request to continne on
the profitable New York-Miami run, on the theory that there are too many airlines
flying the route. If this happens, the nearly-20°;, of the N.Y.-Miami trathe which
Northeast now has will be up for grabs. Then, Eastern—which has long flown this
Florida route—is likely to make a play for the added traffic.

Eastern’s advertising director, George Howard, says the veteran carricr, i imy
case, will have heavy promotion behind two big upcoming events: the World's
Fair and the introduction of the airline’s new 727 tri-motor jet aircraft.

v

Early-season tv ratings can't be laughed at, even though some executives feel that
the competitive picture will change.

Comparison of October ARB report with recent May ARB findings shows
seven of the current top ten showing up originally among October leaders. Top
shows then and now were Beverly Hillbillies. Bonanza, Red Skelton. Jackie Glea-
son, Lucy, Ed Sullivan and 1Valt Disney.

Curiously, top three shows in terms of persons viewing, were the smine at the
season'’s beginning and end.

PERSONS PERSONS

PROGRAM OCTOBER {000 PROGRAM MAY {000)
Beverly Hillbillies 48,227 Beverly Hillbillies 49,467
"~ Bonanza 43,015 - ~ Bonanza 44,318
Red Skelton 41,854 ‘Red Skelton 89,468
Bob Hope 4_0;0-59 1 Candid Camera 37,084
Lucy Show $7220  Andy Griffith 34,778
Ben Casey ‘_-3_5:15__3 =} Jackie Gleason 33,721
Jackie Gleason 34,269 Lucy Show e 31,280
Walt Disney 54,090 Ed Sullivan 31,250
Dr. Kildare 83,598 ~ Dick Van Dyke 81,178
Ed Sullivan 33,486 ~ Walt Disney 80,898

v

This fall, Gillette will join one of broadcasting’s real inner circles—those advertisers
who have had an air campaign which lasted 25 years.

Plans for a Silver Anniversary for the Gillette Cavalcade of Sports are already
in the works, with the event taking place in carly October. timed to the opening
pitch of the 1963 World Series.

_ SPONSOR/1 juLy 1963
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U.S.-made commercials have once more proved that American television styles set the
pace throughout the world.

At the 10th International Advertising Film Festival earlier this month in
Cannes, Chevrolet and Campbell-Ewald knocked off the Gran Prix for the well-
received “‘truck egg test,”” produced by Ty Thyssen and David Greene.

Three other U.S. tv advertisers—Mennen, Eastman Kodak, Goodyear—took
first-prize honors in specific tv time-length and film technique categories. Three
more firms—Redfield Importers, Mishawaka Rubber (Red Ball Jets shoes) and Po-
laroid—took second prizes.

The festival drew a lot of film entries; a total of 1,030 were screened, with 602
in the tv group.

d

v

For the first time, a dog food will use baseball play-by-play radio sponsorship this sum-
mer—and it's a tv-built brand, too.

The client is Alpo, which claims to have “climbed to the top of the league in
Chicago canned dog food sales.” Starting 10 July, Alpo will be sold in Chicago dur-
ing WGN’s coverage of the Chicago Cubs.

Agency for Alpo is Weightman Inc. (Philadelphia), whose president, S. A.
Tannenbaum, snapped up the WGN radio availability before having final client ap-
proval. The agency plans to use ‘“several different tests” during the baseball broad-
casts to see if sports shows are a good sales framework for a dog food. Spot tv has
already proved its worth for the brand.

v

Newspaper proponents are on the attack again, with the ANPA’s Bureau of Advertising
taking some knocks at tv in a new presentation.
Some key points made:

e Tvisadifferent “consumer commodity” today, as compared with its “fresh and
exciting” qualities a decade ago.

e The growing number of multi-set tv homes means that *“the captive living
room audience declines.”

e Tv is saturated commercially; “this year 18 million tv commercials will be
broadcast.”

¢ Tv is in trouble; “people are spending less time viewing tv . . . time and pro-
gram costs have skyrocketed.”

o Three-fourths of the viewing is done by half the tv homes, although tv actually
reaches nine out of 10 homes.

v

A July-August spot campaign is being launched in the New York market by Zenith to ,
sell the firm’'s new line of color tv sets.

It’s believed to be the first time that factory money from a set maker has been
spent in local tv to sell color receivers, although there have been a number of deal-
er-level (notably with RCA) color campaigns.

Zenith will push the idea that “you can own a Zenith hand-crafted color tv for
as little as $3.99 a week.” Station selected for the push is NBC o&o flagship \WWNBC-
TV—whose parent is RCA. Billboards, bus cards and theater programs will be used
to backstop the Zenith spot drive.
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(Continued)

Sponsors and producers are having some nifty talent headaches this summer—and
they're not being caused by old-line stars, either.

Producer Irving Mansfield was forced to tape two versions of an introduction
of Cuban singer Maria Teresa Carillo by Route 66 star George Maharis for the
2 July premiere of Talent Scouts. One version had Maharis; the other, host Merv
Griffin, who also explained the absence of Maharis. Reason: Mabharis is in a legal
hassle with the producers of Route 66, following an iliness.

Mohawk Carpet Mills and Maxon Inc. found themselves without a star attrac-
tion for their Thanksgiving Day color special on NBC TV when Ben Casey star
Vince Edwards cancelled out. Reason: none given.

v

With big business making fewer loans, banks are really hustling to seek the small-
depositor, small-loan trade with a “friendly” air image.

Good example of this is Chase Manhattan Bank in New York, which has start-
ed scheduling a series of 60-second spots which are designed to provide a progress
report on the status of the New York World’s Fair. Obviously, Chase Manhattan witl
have to order a steady supply of such commercials.

The bank’s v.p. and marketing-advertising director, Eugene Mapel, estimates
that the spots will deliver to viewers “four million nessages a week,” with a maxi-
mum of World's Fair information and a minimum of direct sell for Chase Manhat-

tan. Bank branches will also give out free free maps, reduced-rate admission tickets
and information when the Fair opens.

v

There's a “considerably more mature and intelligent approach” to subject matter in
Hollywood-made 1963-64 pilots, agency executives say.

Comments the chief program buyer of one of the P&G agencies: “You can
expect to sec a goodly number of dramatic shows dealing with serious problems and
dealing with them most effectively. The wishy-washy dramatic story is being thrown
out the window."”

Adds a program executive whose agency handles one of the lcading auto ac-
counts: “There’s a realization on the part of our clients that the viewing audience
has been exposed to a decade of watching tv—and now the audience wants some-
thing better, closer to reality.”

v

Watch for Sarra, Inc.—one of the pioneer tv film commercial houses—to try for a real
comeback in commercial production.

At one time, Sarra had little competition. and a big slice of the total business
in tv commercials. Then, along came upstarts like Filmways, MPO, VPI and others.
leaving Sarra to fight hard for its place in the tv sun. The business grew over-all,
but Sarra’s percentage shrank.

Now, Sarra has signed Mickey Dubin—a fast-moving sales exccutive with exten-
sive production knowledge—as a v.p., effective last week. Previously, Sarra had
hired Lee Goodman as production head.

Both Dubin and Goodman were with Filmways during that firm’s rapid rise (a
ten-fold increase in billings) in the late 1950's.

( 1GSPONSOR/1 juLy 1963
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Is old-time radio really dead? Two of network radio’s oldest performers (not in terms
of age) happen to be among the medium’s most popuiar.

April Sindlinger reports Arthur Godfrey with an average of nearly four million
listeners to his morning CBS Radio program. ABC Radio’s Don McNeill, another
veteran, averaged better than 3.5 million listeners, according to Sindlinger.

Only shows with comparable listeners in the Sindlinger report were David
Schoenbrun with 3.7 million listeners, and CBS Radio’s House Party with a like
number.

L 4

Detergent commercials, in the future, are likely to begin stressing the advantages of
“soft” detergents which won't foam all over sewage plants.

Widespread use of detergents has long caused an industry headache; the prod-
ucts washed things like mad, but the memory often lingered on in the form of
billowing clouds of detergent «0am on rivers, lakes and sewage outlets.

Now, the leading manufacturers—notably P&G—are battling to prevent legisla-
tion which would ban “hard” detergents after mid-1965, and are seeking instead a
government “‘hands off” policy while the industry is allowed “to continue its rapid
voluntary program” geared to late 1965.

Companies among the first to market a “soft” detergent will undoubtedly use
it as a selling point.

\ 4

Many critics of tv, in and out of the medium, are concerned with “maturity” of stories,
but the Waiter Mitty-type adventures still draw viewers.

This is reflected in multi-market syndication ratings, on which spoNsor has an
exclusive report by ARB's Dr. John Thayer in this issue (see story page 30).

Two syndication oldies which will never win Pulitzer Prizes for Literature,
but which are consistently popular, are Sea Hunt and Everglades. One theory for
the popularity of the pair comes from Pierre Weis, v.p. of Economee Tv Programs,
a division of UA-TV, distributor of the rerun packages:

“The great appeal that both these shows have for tv viewers is the storyline
and locale which gives the series built-in adventure and action.”

v

Just about everybody was watching when Major Gordon Cooper blasted off for a 22-
orbit flight on 15-16 May, according to Nielsen.

The research firm’s final figure for audience size was “an estimated 45,100,000
homes . . . the largest audience ever tuned to a single event.”

The average home which viewed the telecasts saw “approximately two hours
and 36 minutes of the live coverage,” Nielsen calculates.

It’s interesting to note that Cooper’s audience (91%, of homes) was larger than
“the combined audience to the four presidential Great Debates.”

v

Mutual Broadcasting System's new rate card (No. 24) reflects price reductions, effec-
tive today (1 July).

MBS president Robert F. Hurleigh has notified agencies and advertisers that
“business conditions warrant our making these changes because such positive steps
are a good indication of growth.”
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» [alitor’s Note: Comments below are in
vesponse to story puhilished in spoxsox 3
June (BAR yobot cheek’y , and 10 June
news Hem reportiug BAR wse by auditors,
e wmaterial  prepared with ossistance of

iNA

REPORTING, NOT ENDORSING

I do want to state that Awr Check
Services Corporation of America
(Chicago), has beerr chosen by the
NAB for recording and monitoring
of NAB member and code subscrib-
er radio and television stations (in-
chiding fim stations). on a contrac-
tual basis, from all fiftv states and
Puerto Rico.

It scems that some agencies, ad-
vertisers, radio and television sta.
tions, and public relations firms
have received the totally false im-
pression that AN has endorsed a
particular monitoring service over
and competitive 1o our services.

I am confident that the ANA
would never entlorse or suggest the
nse of one-service over another.

Air Check Services Corporation
ot America, in actual fact, s the
only radio and television (includ-
ing fm) recording and monitor-
ing service covering over 750 mar-
kets and employing over 1600 per-
sons in all filty states, providing re-
cording and monitoring services, to.
among many others, the NAB.

I do hope that our firm will also
he able to benefit from the public-
uy that our competitor benefits
from . . . such as the nice picture

Letters to the Editor
and Calendar
of Radio/Tv Events

story of BAR services in the 3 June
issue. Naturally I realize that this
is merely a news story of interest to
vour rcaders, but 1 also feel that
owr firm, covering over 750 markets
compared 1o BAR's current 26 mar-
kets, employing many more per-
sons, and serving the NARB. is also
entitled o some  publicity that
might be of interest to your readers.

Richard Drost
President
Air Check Services Corp
of America

v

» 'he following letters ave in reply to
SIONSOR'S 24 June report, “Advertisers find
plus values in superior tv commercials.”

PRIZE-WINNERS PAY OFF

1t would secem from our volume on
Colombian Coflee the “Not Just a
Little” commercial had done the
job that it was intended to do. We
found our sales had increased on
the product after only lour weeks
on two Boston stations (Channels
I and 5) and we did not lose the
volume after we withdrew the com-
mercial in April.

We had plammed our advertising
tor a 16-week period, January
through April. using the above
mentioned stations for a total ex-
posure of 52 times a week., This
was in conjunction with seven spots
per week on the same sections by
the Colombian Colfee Federation
with their Juan Valdes ads.

" CALENDAR

JuLy

Berlin Film Festival, 131h omual fesn
val. Berlin (21 Jhane 2 Jualv),

Broadcast Pioneers, annual
Park Lance Hoiel, New York (10).

National Assn. of Broadcasters, lourth
excculive developmeni seminar, Har.
vard Business School, Boston, Mass
(14-26) .

International Radio & Television Society,
annual fun day, Wikagsle Counin
Club. New Rachelle, NO Y. (16) .

meeting.

National Audio-Visual
annual convention Sherman
Chicago (20-23) .

st Radio-Television-Film
alunmi  dav,  Snanford
Stanford, Cal. (22) .

Convenfion, 23rd
House,

Institute
Universily,

1st National Broadcast Editorial Confer-
ence, University of Georgia, Athens,
Ga. (25-27).

AUGUST

Flaherty Film Seminar, 91h  annwal

seminar, Sandanona, Vermont  (24.3
Seplember)
1 (R ST

We certandy do not intend 1o
disregard the film and will prob-
ably conte back in the fall with an-
other big pusly using our award
winner plus one or two ads to go
along with it

Kenneth A. Terroux

Advertising Manager
LaTouraine Coffee
Boston

We do feel that commercials of this
kind are effective advertising and
do sell in their own way. It has
been inferred that some adhertising
may tend to let creativity get in the
wav ol practicality. This we de
plore. It is not our objective to |
win art directors’ awards or to fill
owr cases with cups and plaques.
We are much more interested in
developing advertising that is crea-
tive enough 10 stop people and get
them interested in what we have
to say about our products. We [eel
that this is true of all of our tele-|
vision commercials, in varving de-
grees.

The winning commercial is not
still being used. While we do re-
peat virtually all of our conumer:
cials, the complicated nature of our
product line has led us to produce
a great number ol commercials in
ayear so as to cover many ditferen
madels and prodnct features.

John R. Bowers

Mgr., Car Advertising Dept.
Ford Div., Ford Motor Co.
Michigan

We are still using the “Susy Parker
Ont West” commercial. Naturally
we cannot evaluate ity sales effec
tiveness as we have a full schedule
in consumer magazines on the sane
subject and also we have other com
mercials running. The reaction wi
have had from our own operation
throughout the U. S. has been
lile more complimentary, an
there has been more enthusiast
shown for this commercial than
nuntber of others running durin
the last yvear and a half.

Andrew S. Gantner

Manager, Advertising and Sales Promotion
Hertz Corporation
New York
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" And even he’ll admit he can't be in as many places as often. Give your rep all the
3 support a good SPONSOR campaign can be—increasing call-letter recognition; warm-
ing up the welcome; making salient points; avoiding a lot of introductory hashing.
Why SPONSOR? Because it’s the most important 1/4” (sometimes 5/16”) in broadcast
buying, Because it leads—with the top-of-the-news.. . depth-of-the-news. .. trend
0 of past and present. .. outlook on tomorrow. SPONSOK supports the sale, feeds the
. buying mix to help make each buy the best possible. Like your buy in SPONSOR,
the broadcast idea weekly that squeezes the air out, leaves nothing but air in. 555
Fifth Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080
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WE ANSWERED OUR OWN QUESTION!

This ad posed a question of its readers last Februarv. We'd like to tell vou the result of the
WTIC-TV documentary which alerted viewers to the fact that voungsters were becoming
drug addicts through easy-to-obtain cough medicines, available without prescription. Be-
fore the 1963 Connecticut General Assembly adjourned, it enacted legislation which now
makes it virtually impossible for persons to purchase such preparations without a physi-
cian’s prescription. In fact, Governor John N. Dempsey stated that the program, “in no
small measure was responsible for this law.” So we’d like to answer our own question. It

seems to us that one measure of a broadcasting station is the positive action its programs

inspire.

@
Broadcast House, 3 Constitution Plaza. Hartford 15, Connecticut

WTIC-TV is represented bv Harrington. Righter & Parsons, Inc.
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Newcomer tackles hair-spray giants

. SPONSOR |

Dignified approach sells
Ozon products and wins
critical plaudits in fast-
growing cosmetic mart

n o comparatively short span,
I television has compiled a nota-
ble list of “classic” sales stories. To
this voll may soon be added a new
name: Ozon Products.

Within a period of fourteer
months, QOzon Fluid Net Han

iSpray has emerged on the consum

Best hair preparation commercial

Less than 14 months after launching Ozon hair spray 10 consumer market, company
.spot tv medium and the above commercial in supermarkets, drug stores. discoun

ey Gy

et oscene and met with resounding
success in supermarkets, drug
stores, discountt houses and other
retail outlets.  Significandy, it has
mde consumer sales with connmer-
cial technigues which have brought
acclaim from peers of the tv adver
tising fraternity: Oson recently won
1 “Clio” at the American Televi
ston Conmunercials Festival for han
ing the best commercial in the hair
preparations classification,

Says H. Bruce Hagler, Ozon

president: “Within seven weeks af-
ter owr first commercials began, we

began to see sales tesules. And not
only that, we 1eceived a number
telephone  calls  from  custome
who had known our prodhcts fo
wany yems in beauty salons prais
ing the dignified approach we wer
taking.”

A\ comparative newcomer to th
comsumer market, Qzon Products i
v veteran “cthical” manufacturer
in the field. Founded in 1913 by
Sam Hagler, the company moy
ahead for many years, buildmg up
 line of ncarly 400 products for
sale to beiauty salons and barber

uible
use 3



Receiving the honors
Sudler & Hennessey vice president Edgar Peck. Ozon president H. Bruce Hagler.
and Arthur F. Sudler, agency president. take time to pose with newly-won “Clio™

shops.  The business thrived. with
the elder Hagler’s sons joining the
firm during the 19307,

In the thousands of beauty sal-
ons throughout the country (204,
000 at latest count). Hagler prod-
ucts were well known (in [fact,
some made their way (o consumers
through the beauty salons, though
only a wickle) . Hagler also soll a
few products to drug and depart.
ment stores. and made cosmetic
and toiletry preparations for pri-
vate-label sale. Before v, the busi
ness was fairly successful; net sales
for 1961 were $1.3 million, with a
net profic of S221,103,

The Oson prospectus, prepared
when the company sold i first
stock to 1he public in early 1962,
noted:

A leader in the field

“Although no industry statisties
are available, the company believes
that in the ficld ol prolessional
products sold under its own labels,
it is once of the Lugest manulac-
tarers i the industry. . In the
private label fickl, the company be-
lieves iv 1s a leading manufacture
of private label cosmeties and 101
letries.”

On the heels ol going publie,
Oson selected Sudler & THennessey

u8

as its agency, in preparation for
marketing its products directly to
the consumer.

While the company has adver-
tised in professional bheauty pubh-
cavons  (Adwmervican Haiv Dresser,
Modern Beauty Magazine, ew.),
and had one brief fling at selling
West Point Hair Tonic to the pub-
lic in the 1940°s through Grey, it
had never wried to enter the con-
sumer market in o big way.

Oson could have used its own
distribution channels to go nation-
al in a very short period of time.
But Hagler felt distribution had to
be properly supported by advertis-
ing.  Also, “we wanjed 1o muake
sure all beauty salons and distribu-
tors were ready, and informed of
our decision.”

Thus, Ozon hair spray wis intro-
duced first in New York i April
1962, supporied by spot v and
with the cooperation of previous
users of Ozon products. No special
sales  gimmicks  were  provided,
though at one point there was a
tie-in sale with Oson Creme Sham-
[)()().

Unlike mamy other manufactur-
ers, no multiple types ol Oson
spray are narketed.

“We leel very strongly,” Hagler

(Please turn to page 29)

.

Hair Spray Sales
Expan@ing Rapidly

Through thick and thin in
the post World War Il years,
women’s interest in hair
care has shown steady in-
creases. The hair spray field
alone, which as recently as
1950 had a dollar volume of
less than $500,000, recorded
sales of more than $100 mil-
lion in 1962. Sales continue
to rise again this year. In-
creasing number of women
visiting hairdressers has
also proved a boon to the
hair spray field, particularly
a company like Ozon, since
many beauty shops sell
their products as well as
using them. Nearly half of
all items sold to women in
beauty shops was hair spray.

With its VO 5 Hair Spray
and other cosmetic prod-
ucts, Alberto-Culver has
both spurred and capital-
ized on the rapidly growing
market. From sales of $400,-
000 in 1955, Alberto-Culver
soared to sales of $57.4 mil-
lion in the year ending 30
November 1962. And to
prove that its growth is no
fluke Alberto-Culver
chalked up sales of $40.7
million in the six months
ending 31 May 1963, com-
pared with $27.6 million in
the like period last year. In
the recent financial report,
A-C president Leonard H.
Lavin noted “we are main-
taining our aggressive in-
vestment spending in the
form of advertising. The ad-
vertising Lavin speaks of
has been tv, though recently
a small amount has been
placed in magazines.

Commenting on the cos-
metic field recently, Merrill
Lynch, Pierce, Fenner &
Smith said: “Population
trends, rising levels of dis-
posable income, and ex-
panding foreign markets all
favor cosmetic companies.”
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(Continued from page 28

notes. “than diflerent types onb
Lsenve o confise  the  customen
We've even  discontinued  selling
onr ‘hard to hold” spray in beann
parlons.”

Under the gudance of Sudler &
Hennessey  vop. Edgar Peck,  the
camnpaign has since been extended
to Boston and Philadelphia, with
Baltimore and  Washington  next
on the list. The step-by-step proc-
ess, combining advertising and co
ordination with beauty profession
als, will be vepeated again and
again until national distribution is
accomplished  on  the  ronsumer
level. The latter is “around the
corner,” Hagler predicts.

Hagler cites loyalty

Success of the methods being
wed are clear to Hagler.  “We be-
lieve we are now the number one
hair spray in the New York metro-
politar area. The custoniers we
have won are not switching cither:
rather, they have shown a strong
loyalty to our product.”

In addition to the encouraging
sales pictare, Hlagler is also buoyed
by the recent approval of F. W,
Woolworth and  AXP, permitting
Oson o be sold i their chains,

Sales alone are enough to en-
courage Ozon. Lir 1962, with only
limited distribution, sales were $5.5
million, against but S5 million
for the year earlier.  In the first
quarter of 1963, they topped St5
miltion, against less than S1Y mil-
Hon in 1962' quarter.

Consumer line planned

In terms ol time, Ozon might
well be considered e the position
ol Alberto-Culver less than five
vears ago. his comparison how-
ever, is not completely valid, since
Ozon already has the national dis-
tribution  in professional  shops
vhich could prove to be a distinct
sales advantage, and has a {ull line
Ol products which will also be sold
‘o the consumer in thme.

The competition of giants 1s ner
ause for concern to Hagler.

“"Women  are more  conscious
lan ever of beauty products.” he
says.  ““T'he market is a fast grow-
ing one and there is plenty of room
for Oson to grow with it.” v
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Stereo outlot
iy (aco=channel hit
in San Francisco

oad music coupled with intensive merchandising cam:
G paigns and buttressed by rigid standards of exc nce in
station operation has given stereo-voiced KPEN-FM
let in the Bay area. Two relative youngsters, James Gabbert
and Garry Gielow, have co-managed this successful outlet
since its inception in 1957.

Avoiding singing commercials, bizarre sound effects and
hard-sell copy, KPEN-FM set out to reach the listener of
discrimination. The result is that KPEN-FM's current roster
of sponsors reads like a Who's Who of national and local
accounts.

For example, it boasts, and rightfully so, of presenting
“The Cadillac Hour,” the only fm program sponsored in the
United States by the Cadillac Motor Car Division of General
Motors. The same is true of United States Lines, in its spon-
sorship of Relaxation.

Other national accounts of note are National Airlines, Am-
pex Corporation and Bank of America.

Nearly 60% of KPEN-FM's sponsors have been with the
station over 12 months and 66.7% have renewed their con-
tracts within this time. This impressive scorecard is, in part.
accomplished by aggressive merchandising and constant liai-
son with clients and agencies. With its own printing depart-
ment, the station designs
attractive mail-outs for
accounts. Point-of-pur-
chase reminders also
help to coordinate sales
and ad efforts. KPEN-FM
is keen on doing remotes
from local businesses
and never misses oppor-
tunities for personal ap-
pearances by staffers.

“Our programing is di-
rected toward the intel-
ligent adult, who wants
the very best of several
kinds of music,” Wallace
Brazeal, sales manager,
said. “We have found he
can't be reached effec-
tively on any other broad-
(Please turn o page 61)

Gabbert and Gielow co-manage KPEN-FM
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Seagoing syndication favorite
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ARB research gives nod to Sea Hunt, Lloyd Bridges starrer distributed in re
run by Fconomee Div. UATV, as syndication show nost ofien in top raiing

by Dr. John R. Thayer

l'echnical director of market reports
and special tabulations, ARD

utside of network tv, syndication
0 is the largest single supplier of
national-level dramatic programing
to U. S, stations and audiences. A
large slice of all the spot v spend-
ing in the country goes for commer-
cials aired within syndicated drama
shows of all types, from brand-new
syndicated film series and last sea-

son’s hour-long network filim shows
1o venerable oldies that seem fo
play on lorever.

What happens within the syndi-
cated program field—its trends, au-
dience research and problems—is
therefore important to spot-orient-
ed v sponsors and agencies.

Here. in general, is the outlook
for syndicated dramatic shows in
the near future:

e 1l trends continue as thev have

Other non-network successes draw viewer approval
Third Man, starving Michael Rennie (NTA), (at lelt) was runtia up s Sea Hynt as show most often m - top bracker of
vatings i 60 ARB reports analvzed over 3-year spai. Another strong show: Everglades (Economee) siarring Ron Hayes

ARB's John Thayer
examines tv
ratings trends, film
scheduling

factors, and looks at

popularity

of leading syndicated

film dramas

in the past couple of years, the
number of different syndicated film
packages televised will be less than
today, although average ratings will
remain relatively constant.

e Viewers are likely to be secing§

the same titles more often in major

New patterns

f

]
g

markets because of a shrinkage of §.

available program product. and a
trend toward longer-length syndi-
cated film shows, a reflection of the
same trend in network programing.



Based oma thieevear analvsis ol
ARB data in twenty ditlerent tele-
vision mavkets  (top-10- plus 101w
to 110th, as dehined by ARB)Y, the
nnmber ol ditlerent 30-minute
shows being televised is on a steady
decline, while hour-long packages
are ou the increase. Beaause of the
recent surge of honr-long network
programs into the ssndication feld.
this reversal may seem at hivst 10 be
quite logicaxl. However, in tenins of
total hours of syndicated shows, it
doesn’t appeanr tha the inaease in
howr dramas entirely oflsets the de-
crease in 30-minute dramas

754 in 1961

The table on this page mdicates
that in 961 theve were 751 differ-
ent ssndicated dramatic prograns
in 20 markets studied.  tn J962.
Ahese same markets were scheduling
mh 676 programs, and by 1963 the
wmber had plunged to 569,

(For purposes ot this particula
OMPArisoN, 1 Program was coult-
2d onhy once in each nuarket regard-
ess ol the number ol times 1t was
clecast dhiring the week. Further,
he word “dillerent.” as used here.
hncans  unduplicated  within each
navket studied. There was, of
‘ourse. programing duplication
rom market to market.)

From 1961 to 1963, then. the to-
al decrease in number ol diflerent
ndicated programs in the twenny
narkets  combined mmounted 1o
185, Nearly 609, af this dvop oc-
arved during the past vear. In 60
ARD veports exanmuned. ar least
hree important thanges ook place
etween (961 and 1963:

A deaease in number of hours
levoted 1o wwndicated drama (in-
luding nulii-weekly telecasts of
he same package) avcompanied the
lecrease in number of  differem
itles televised. Again refaving 10
Lable 1. according to the February.
tarch ARD veports for these mar-
ets. This figure dropped 10 56!
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howurs in 1962, and remained sur-
prisingly constant at 365 in 1963,
The total dearcase mmounts o ap-
proximately 97 of the 1961 level.

It's well to keep in mind that
the number ot houts cited here e
not tue Caverage weekly” ligures
While ARB's mun ket veport vatings
are published on the basis of an
average week, all programns telecast
by o station over the entire survey
peviod  (usualtly lowr weeks) e
listed in the repoits. Therelfore, it
a program shared the same time pe-
riod with another over the l-week

emerge in telefilm syndication

o the small number of programns
telecast in these mmkets.

> Asmentuoned previowsly, the in
acise i mmuber of hour-long pro-
viams i 1962 and 1964 helped
somewhat o couprerbalane
shvinking  schedule  of - 30un
Iable I shows that theie
were ten 60-minute svadhicated b
nis in 19610 compared to 6w
dramas in 1962, and 83 this vear.
» ‘The per cent ol ssadicated pro
arms aited more i once a week
mcoreased snbstantially over the pe
riod studied. "ible [ shows a shiomp

shows,

TABLE |:
Fewer syndicated shows play more markets

An analvsis of telecast tie devoted Lo syudicated dramatic prozian
(i Licenty selected markets

1961 1962 1963

Number of different programs telecast in all markets 754 676 569

combined

Percent of programs appearing more than once in each 21% 19% 24%
ARB report (total of all reports combined)

Number of hours of programs appearing more than once 328 271 309
in each ARB report (total of all reports combined)

Total number of hours devoted to televising syndicated 621 564 565

drama

sunvey period, and both were syn
dicated drama, then both were
counted. The vesull, of course, is a
somewhat inflated figure if consid
pred on the bBasis of an “average
week.”

Decreases in number of 30-min
ute shows did not occar m all mar-
kets. In a few cases, particularly
smaller markets, the rends were in
somewhat different directions (see
Vable ). Likewise, the sime
thing happened in the case of 60-
minute shows. At least some of
these deviations probably were due

in 1962 in par cent of progirans
seen two or more times o week.
but in 1963, there were fewer titles
but more use made ot each of them
I'his vear, frony a total of 69 dit
ferent programs in all mairkets com
hined, 136 (or 2t ) were televised
on g multi-week v basis,

IThis was a D ne
962 when 150 out of 670 shows
were televised more than once
week. ([t's interesting that in 1963
there were almost as many howns
ol multi-weekly programing (309
as in (961 (328), even though the

31



Table Il: 30-min. vs. 60-min. syndicated telefilm shows ’

wal inmber ol programs deaensed
by I83.)

The viewing public defintely has
its syndication favorites, however.

Over the three-vear period stud-
ied here, 30 diflerent titles appeared
i fst place in the 60 reports ana-
lysed, Six ditles woirr top honors
more than once. They were Sea

Hunt—rated first in nine veports:
Third Man—first in four reports:
Death Valley Days and Everglades
—cach first in theee reports: and
Trackdown

and U. §. Marshal—

cach first i two reports. Tides ap-
pearing two or more times in the
svame ARDB report were counted
only once lTor purposes of this an-
alysis. In all such cases, the rating
data lor all telecasts were averaged.
In all these analyses, 1otaly are
based on a single ARDB report from
cach year February-March) , and it's
true that the results are probabh
somewhat diflerent than i the en-
tire 12-month period had been an-
alyzed. However, thaee's lide rea
son 1o doubr that the same general
rrends would be lound, regardless
of the number ol nondhs examined.
The rating consisteney ol syidi
cued dvamas over the past three
vears has been quite astonishing,
Granied. there were wide dilfer

32

Cries 1 Taung estimates between
markets.  However, as Table 11
shows, when all 20 markets are
combined, the 30-minute programs
have maintained either an 8 or 9
rating, and the 60-minute programs
have setiled on a 7 rauing for cacl
of the three years.

There are several reasons why
rating levels may have varted from
onc market to another, such as:
(1) hour of the day when the ma-
jority of programs were seen. (2)
competitive programing. and (3)

Technical director of market re-
ports and special tabulations for
ARB since 1960, Dr. John Thayer
was previously a producer-writer
with Comstock & Co.,
While working toward his doctor-
ate in radio/tv, he taught speech
at Ohio State U. from 1956 to 1959,
and was with WCSH-TV, Portland,
Maine from 1954 to 1956. Dr.
Thayer, married and the father of
two children, is an amateur pho-
tographer and hi-fi buff. His fa-
vorite tv program: “Bonanza.”

Buffalo.

overall acceptance ol stations tele-
casting the majority ob syndicated
programs.  Perhaps the most obyvi-
Ous reason, h()\\"C\ ¢r, concerns l!l('
number of stations in @ market: the
more  stations,  the  smaller  the
“piece of pie” tor euclt one.

For example, assuming “sets-in-
use” is the same, each ol Boston's
three stations  generally  receives
higher 1atings than any one ol New
York's siv stations.  Springheld-
Holvoke  (ranked 1053th). on the
other tund, has only two hone-
nuihet stations, but each fuds n
setf i much the sawae situation as
astigon i a larger market.

I'he reason for this as that manm
ol the Springheld-Holvoke metro
wreit viewers also watch neighbor-

mg Hardord-New Haven statons
quite regularly.  This results, as
rable II shows, i1 overall lower
ratings for Springfield-Holyoke
than are received by other two-sta-

ton markets where no outside sig- |

nals are viewed.
East, West cities compared

However, hasty conclusions
should not be drawn at this point,
because this is only half the siory.
If the total number of metro area
v homes s examined i cach of
the 10Ist to 110th markets (listed
in Tabte I1), the results are very
interesting.  Springhekl-Holyoke is
credited with nearly twice as many
inetro arca v homes (152,700) as
the next largest market, El Paso,
with 76,900 (v homes esumated in
1Is metro area.
area on which ratings are based,
cach rating point in Springheld:

Holyoke represents ncarly twice ashm_‘

many howes as a rating point i
Ll Paso.

“Total homes"” vital

Mention should also be ade of
“total homes reached,” since this
probably is becoming a mmore wide
ly wsed ool for the buying ane
setling ol time than are ratings. 1
olten happens, for very logical rea
sons, that a station will receive low
er average ratings than a competi
tor, but end up with more tota
homes reached 1o its credit thar
the competitor. Two of the mds
prevatent reasons tor this are: (1
differences in signal strength  be
tween home market stations where
by one has a greater physical abi
1y 1o reach a larger audience tha
another, and (2) overlap of a su
tion’s outer area signal with the sig
nal ob a station curying the san
program at the same tme in
neighboring nuarker. So, ratings d
not tell the complere story insofs
as otal syndication  audience
concerned. They are very useft
toph, however, for analyzing pre
grims on i1 competitive basis.
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A 20-market analysts of number of syndicated dramatic programs

telecast and correspondiag ratings received

30-Minute Programs®

60-Minute Programs-

1961 1962 1963 1961 1962 1963
ANK!  MARKET No. Rat.  No. Rat.  No. Rat. No Rat Ho. Rat. No Rat
1 New York 101 5 98 6 14 5 2 4 8 16 6
2 Los Angeles 87 4 85 4 13 3 2 4 8 3 16 3
3 Chicago 58 7 50 7 48 5 1 6 7 5 10 6
4 Philadelphia 23 11 17 14 18 6 5 5
5 Boston 3% 10 27 13 22 10 4 1
6§ Detroit 55 8 43 8 AN 8 1 13 6 6 4 9
7 Cleveland 3 10 30 1 15 12 1 7 2 8 31
8 San Francisco 61 7 47 8 30 8 1 13 7 7 5 8
9 Pittsburgh 18 12 16 11 N 9
10 St. Louis 45 740 5 21 6 1 9 7 4 4 5
) op-10 Markets Combined* 518 7 453 7 343 6 9 7 45 5 67 6
01 Joplin-Pittsburg 20 16 16 13 14 15 1 15
R0z Rockford 14 17 10 1 5 9 2 1N 1 n
03 Hannibal-Quincy 14 21 8 16 5 14
| 04 Waco-Temple 15 19 11 21 14 1
%05 Springfield-Holyoke 30 9 19 7 2% 1
06 Springfield, Mo. 12 22 8§ 21 10 9 3 9 212
07 Amarillo 4 10 27 10 13 N 4 8 3 13
fh 08 Monroe-El Dorado 25 19 2% 17 18 20 29 1
“$03 El Paso 4 12 29 8 24 10 1 2 12 6 10
- 10 Burlington-Plattsburgh 220 9 15 12 17 1 2 2 13
N ;01-110 Markets Combined- 226 15 163 13 141 13 1 4 15 11 18 12
i [!II‘ 20 Markets Combined? 744 9 616 9 484 8 10 7 60 7 85 7
| BRI S A o
i
20NSOR/1 JuLy 1963 i3



CBS TV executives lend support
Working closely with Fels executives, local and national CBS TV personnel wurned our for the event.
Shown left to right are: Williain Miller, CBS TV Stations National Sales; WCAU-TV general sales man-
ager Frank C. Beazley, Jr.; WCAU-TV general manager John A. Schncider; sports broadcaster Jack
Whitakeir; CBS TV Stations v.p. and general manager Bruce R. Brvant, and WCAU-TV's Herb Clarke

Fels goes to the races to reach influentials

Food brokers, wholesalers, retailers, sales personnel
couple business with pleasure to launch ad strategy

n the process ol launching it new
I:ndvcrlising strategy  last  week,
veteran household-goods manufact-
urer Febs in cooperation with the
tv medium has come up with some
new twists to enlist the support of
its own sales people, food brokers,
wholesalers, and other influentials
in the grocery store field who fre-
quently provide added impetus to
successtul marketing.

Fhough by no means a new-
comer to broadcast media  (Fels
$2.8 million gross tv time expendi-
tuves in 1962, T'vDB hgures show,
were nearly equally  divided  be-
tween spot and network), the com
pany recently decided it wanted
added v oadvertsing impacr, As
Fels advertising-merchandising  di-
rector James A. Milne, Jr. puts b,
“we want to sell women in depth.”

Dropping out ol daytime net
work tv, the company clected to
sponsor tv specials on an indivi
dual buy basis in the top markets
to achieve this goal. While still

34

pinning down many details, Fels is
buying specials, in combination
with continued radio and tv spots
in news, sports, and other shows.

Radio specials are also possible,
Milne notes, though none has been
suggested or is under consideration
at the moment.

Actually, the Philadelphia com
pany sponsored a University of
Pennsylvania Mask and 111g special
in April, though this event was
not part of the main strategy which
got under way 25 June. Initial ven
ware was 1Women Want Out, star-
ring Shirl Conway, and concerned
with the problems of women and
their conflicting voles i maodern
society, and carmmed on  CBS
WOEAUTV,

Prior to the first special, how-
cver. extensive preparations were
made 10 involve various persons
imolved in the selling chain.

Working closely together. Fels.
s ageney S, E. Zubrow. and
WCAUTY set out to arrange a

trade presentation  which  would

reach all segments of the trade 0

make them aware of the poliay

change, and above all. make them

turn out.

“Fels Night at the Races,” an
unusual event by any standards,
was the result.  Perhaps a new
standard in  the broadcast mer-
chandising area, Fels night was
staged on the spacious suburban
WCAU-TV grounds. In a sense, il
was an industry-selling event since
top Fels executives were involved
in addition to brokers. whole
salers and retailers, and it will pro
vide an example for meetings
which Fels is secking to line up ir
other cities as the specials are ex
tended to the naton’s top markets

Brielly. the evening went  like
this; as Fels guests arrived at 1he
station, they were greeted by
model dressed in jockev silks wihe
gave them a racing program, re
ceipt, and $200 i Fels play money

Master  of  ceremonies  wa
Fommy Roberts of Garden Siat
Race Track. Afier familiarizing th
audience winth wturl racing by die
plaving jockev silks. saddles. ete
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L he inuodneed Key Fels representa
tives and ty talent imvolved with
| Fels commercials: Ed Harves, Gene
L Crane, Bill 1L, Sid Dohlierty
Herh Clarke, Johun Facenda and
Jack Whiutker, This portion win
the only sales pitch.

Cocktails aud dinner, the hoise
tace inelf which ok place as
dinkness fell, were the other in
gredients, ‘The rices were on film
L and guests were nvited 1o bid-play
Fels money on the horses of then
choice.

While the money was uot real.
the American Totalisator betting
machines, track personuel, and
 other clements were genuiue, lin
ing been obuiined trom Garden
State.  Fels tickets having o ten-
dollar wvitlue were dispensed from
three Fotalisator niachines. After
three races, guests werce able 1o

Advertiser-media cooperation

aish i their winaing tckets at a
cashier's table, and, 0 retinn, re
cenved  their winnings  in pln
money. A\ total of four ruces were
shown, and av the end of the
lonrth race, guests were ashed 1o
take their play money o cashiers
for a receipt indicning then total
win.

I'hen cnne an auction dor prizes
conducted by Garden  Stawe’s
Roberts, guests bidding fou prizes
with the ply money.

In additton o Fels sales and
buying exccutives, cliin and lead
ing grocery outlet personnel, and
theiv wives, key WCAU-TV and
CBS T’V Suations representirtives
took part.

Sol E. Zubrow, assistant to the
president at Fels, reports it was
great fun.  Also, it accomplished
our purpose of having ‘our station

John A. Schineider and David C. Melunicoff, Fels president talk over new ad strat
ey (right) while gnesis ocialize in tents (above) set up on tation grounds

Placing the bets
WCAU-TV program director Ahvin L. Hollander, Jr. receives his
| ] ] (21

momney

Race Track dispense

m Plutadeplng, the aade, md om
Wit J2¢ 4
11 111 |‘ il ||'i
Felv' Malne
wlie 1 !
speeials
3] I Wol y N ru
Ao Do e ties. pl ».shot =
¢ market \
ren C - I-
presented on WCAU-T ¢ this

summer.  Additional show 1
sought, he adds.

With the longer show, sponsor
solely Ly Fels, Milne believes th
company can use its advertising
more elfectively 1o convinee women
10 use Fels products. Through in
depth selling, Fels can sell againsi
its major competitors in the honse
hold products fickd, he adds L 4

\



Political “equal time”
big problem in 1964

Advertisers and broadcasters wor-
rying about the equal-time tussles
going on in Washington will prob.
ably have only the temporary sus
pension for presidentiat and vice-
presidential candidates 10 cope with
in 1961. Ediorializing on pohitical
candidates may prove the worri-
some dark horse in broadcast sched-
ules.

Efforts to extend equal-time ex-
cuption to campaignimg Hitl legis-
Litors and state governors will prob-
ably go down the slide—even
though Sen. John O. Pastore in-
vited 50 governors to talk about ut
at his Communications Subcommit
tee hearings scheduled Fast week. A
House bill himited to temporary
suspension of equal-time requrire-
ments  for top party  candidates
showed a surprising degree of op
position before it was passed.

Political suspicion of the other
tellow's broadcast  advantage has
spurred probe ol siation editorials
ou candidates by the House Com-
merce Communications Subcomntit-
tee. Hearings scheduled for July
tic in with Rep. John E. Moss™ bill
to extend equal-1ime rights to coyv-
er station editorializing on politics.
NAB is fghung any curbs on
broadcast editorials.

FCC may be on tlie hot seat with
its expected July statement encour-
aging brouadcasters 1o editorialize on
controversial issues.  Requiremen
that both sides of any question be
aired may be the agency’s “out” in
the political editorials  argument.
when cliairman comes up before the
Rogers (I)., Tex)) Subcommittee.

On another FCO [ront, revised
prograni reporting forns for broad.
vasters, soon due, will spell out new
requirenients  for  licensees.  FCC
Chairnum Henry told the Harris
Subcomniitiee tast week that the b-
censees canvass of his commumny
will he a must in 1he reports.

Community canvass brings broad-
casters Tull cirdle 1o Hemy's insist-
cnce that tasies of thie minorites as
well as the mrgjority must be -
commodated along the broadcas
week.

AN U ULLEH

happy!

e

Il

How (o keep

your enginooer

Here's a stimulating bit ol verse penned by Jeanne Mane
Jones, sales service manuager of KYW-EV Gleveland. Miss
Jontes observed that “so often when it comes 10 giving
credit, the chiel engineer is overlooked. And since his job is
ol vital importance, and we have a particularly excellent
one, I was inspired to write this ‘Ode 'To Au Engineer.” It
is dedicated to Sid Stadig, chief engineer at KYW (AM-FM-.

I'VY). Cleveland.” “L'he poem. in full:

Our Vice President is a real gem,

Earth shaking thoughts from him do stem.
Psst! How about your Chief Engineer?

Shhh! You'll spoil my poem, | fear!

Our General Manager is a real joy,
With two degrees—he’s our boy!

The orthicon tube is important you know,

Really! You're interrupting, now blow!

Our Sales Manager is very intense,

He's the one who makes dollars and sense.

Audio and Video are my game,

Yes, yes, we know, engineer's your name.

([}

Wiy

(3

Our Program Manager is creative as can be,

He's responsible for the programs you see.

The technical end is complicated too!

Oh for goodness sake, who asked you?

We all work together with feverish pitch,

To create that moment our audience to bewitch!

What! No picture? What's the ‘sitch"?

The Chief Engineer pulled the switch

| can't believe it, whatever do
you mean?

Its simple—no picture can be seen.

Could it be, oh it can't be true, did
that critter?

You guessed it he turned off the
transmitter!
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Auto racing event goes international

as U.S. firms

Ametican numulactmers
T\\'illl comviderable overseas and
below-the-Rio Grande iterests are
ready  with shining alhdavits 1o
testily that there ave indeed sturdy-
sized shortwave audiences tuned o
Radio New Yok Worldwide, the
new name lor mternational com-
mercial station WRIULL.

Ihe firms are Champion Spak
Plug Company and Chrysler Inter
mtional. both of which recently
sponsored on WRUL this year's 500
mile Indianapolis Race, 2 clissic
sports cvent in the United States
well ol intense interest 10
millions overseas.

\ided by the Edwind Petry Com-
pany, recenthy appointed siation
ep lor Radio New York Waerld
wide. the station put together the
racing package which reached an
estintated overseas audience of 15
million.

wo

as

Soon alter aigning up o repre
sent  the station,  the
Petry olhce interested the two ad
vertisers i thie proposed  package
Champion Spark Plug’s export ad
vertising manager Ed Bayne looked
mto the matter, and decided it was
a splendid opportunity o tic-in
dealers  throughout the  coverage
arca ol the bhroadcast. Champion
Spark Plugs, naturally, were to e
lound in most of the racing cars in
Indianapolis. Simultancowsly. €.\
Kelso, overseas advertising manage
for  Chrssler International  in
Geneva, evinced interest because
Chrvsler’s 300 was the olficial pirce
car of the Indianapolis Race.

Bavue  reporied  back  to his
people at | Walter Thompson in
Detroit and 1o Chrysler that he
winted o make the buy, The Petny
ofhce in Detroit, manned by Bill
Cartwright, coortdinated the dual
sporsors and merchandising plans
were Llinndhed.

A\t the outset, Radio New York

shortwiave

SPONSOR/ I juiy 1963

Worldswade  placed o nunber ol
tnne-m ads tn the New Yok T hnes
Intermational Ldition P is,
\dvance repro prools were sup
plied 10 the client. Champion, in
tun, mailed aepro prools with
suggested  local dealer chimges o
100 chistributors in Latin
and Europe.

[rom

\nerica

Ao, aspedial dint ol the auto
course Indianapolis was pro
dnced and the shoriwave stion of«

al

back shortwave coverage

lared the chat to hsteners, Mo

than 100D charts were sent ta lis
tencts and to dealers who used the
chart o follow the tace o

while the desaription was I
aired

\ddtionally, both the spousois
and station contacted Tocil o ot
lews the shortwave
vansimission. s ol List weel, sone
75 local stations idicated that thes

(Please turn to page 6O

o rebroadoast

International radio contest

William Scaberg, vop. of Ch
teiional () parudpaes in drawin
of witming leners as part of todian
ipolis 300 promotion an Rudio Now
York Waorldwide.  Spanish sportseas
e Mignel Bonion (1) and Lowis Unca
(r) lhclp rt alao lett
Special oh. ( «

was oflered o listeners and o dealers
so they could follow the highiv-publ

cized vace comvenienthv and  visuall

RADIQO NURBVA YORIK
RADIO NEW VYORK WAORLDWHIDIE
S00 Milias-Indianapolls 1903
“"500" Indianapolis 1903
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BBDO briefing for RKO General sales executives

Ed Papasian, associate media director, explains BBDO's “linear programing’ system of clectronic data processing to RKO
General reps and sales officials. BBDO is one of several large agencies which have either installed computers, or plan to

Sales reps gear up for
“computerized” air buying

Ad agency trend is toward automatic data evaluation
and reps like RKO General are learning new strategy

ore than a half-dozen of the
M biggest ad shops are getting
reacy 1o plunge into the computer
race
By the start of the fall scason, 1ty
probable that more than 3700 mil-
lion worth of tv and radio billings
will be processed in one fashion or
another, by news clectronic vquip
ment
In addition to two agencies

38

YRR and BBDO—which already
have computers at work, firm ord
ers have been placed by seven more
shops.

Lining up for IBM, National
and RCA data-processing machines
are giant f. Walter Thompson plus
Ted Baes, Comptou, Dancer-Fits-
gerald-Sample. Doyie Dane Bern
bach, Frwin Wasey Ruthrauff &
Rvin, and Lennen & Newell

When they 've been installed, it will
mean that about half of all broad-
cast business will pass through these
svsLeins.

Thongh the full buying unpict
of agency automation can’t yet bhe
gauged, some of the sellers of
ind riadio time are already taking
the hint.

Thus, RKO General’s national
sales division has already had four
briefing sessions for s staffers, in:
cnding demonstrations at the two
agencies currently using compnters
in media selection and analysis.
H-R, Group . Blair, and other
rep firms are becoming similarly
computer-conscious,

Sayvs RKO sales director Donald
Quinn: “Unless the broadcast sales:
man is aware ol the capacities and
limitations of these machines, he
will play only & minor role in their
use.”’
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Management consultant discusses computer effects
Joseph Fischbiuch, of Fischbach MdcCoach & Associates, consultants on management weehimigues 1eies o 1 busu

Hirms, deseribes efteas of comprierized dae processing in advertising 10 saie RKO General

Quinn takes a realistic view ol
the curvent state of computer appli-

§cation by commenting that his con-

‘ fusions are not based on present
agenay usage.  “We should recog-
nize that there are countless untried
whertising approaches which mity
ibe unlocked through the tme-sin
g characteristios of  tonnatie
data evaluation,” he explains.
RKO salesmen, in recent shull
busting sessions, have come to grips
with the computer at BBDO; YXR
bat Dats Inc. @ processing house) .
and also have been addressed by
management consultant Joe Fisch

dach, who's helped install comput
fers in several major agencies.

} These sales briefings are part ol a
Lzrowing recognition that EDP sys
ftems will have it big part in hand
ling tomorrow’s broaddist business.
Though the media analysis and
selection  possibilities have  been

SPONSOR/1 juiy 1963

wiglely publicized, many otler roles
are possible for EDP equipment

Madison Avenue todav is alreads
using them in:

o Fstimnaring & billing

e Media selection & intermedi
COMPArisol

o Paving media, and handhing
agency pavrolls

e Sales mahsis, pilot
and coverage analysis.

Within ad agencies theie’s sull
wide opinion divergence on how
far the computer ¢ repliace o1
il the human buver. RBDO ha
its “lincar programing™ system in
opevation, but according to Herb
Maneloveg and Ed Papusian there's
no actual buyving done via the ma.
chines. They're trying to employ it
for broad media selection; LP is
ofhcially in the trial stage although
several BBDO clients have used it

At Young & Rubicam, the “high

testing.

roup bricfing couter

assay” systemn is wsed w o evaluite
complex spot tv scliedules, but as
sociate director Tom Lanch emphi
sises that persomal contact berw

buver .nd seller remains ol ¢
uiuing importance.

A cr (319} f ugl
on the problem was given to R KC
General in et briefing
Ine. ( ryative-minde
at NLWL o\ ) Ing §]

ni n
I'ed B

v al t
1
month

Bem I3
gest broadcist sl
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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."”

1 GM SIMPLIMATION
P. 0. Box 943, Bellingham, Washington,

WDEF'TV CHATTANGDZA
amuch BETTER BUY

NOW than last Fall.

CHECK LATEST ARB and NIFELSEN REPORTS

HIGHER RATINGS

MORE HOMES
Greater Popularity

e

CHAT

CALL . ciiirone rve sacen ine
=

(=3 NOW!
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“TIMEBUYER'S | vcas e

what they are daing

CORNER|™™™

Follow-up report: Mary Meahan will join hudner (New York) i
the agency’s new ofhces ar 605 Third Avenue in mid-July, where she
will be a senior media buyer. She iy leaving Fuller & Smith & Ross
(New York), where she holds the «ame title and buys Tor the Lestoil
and Clorets accounts. She will veplace Maria Carayas, who left Kud:
ner the middle of June (TIMEBUYER'S CORNER 21 June). Mary
will buy for the General Telephone & Electronios, Sylvania, Fishe
Body, and Goodycar acconnts in her new position at the Captain’s
Wheel agency. Other FXERR alumni who switched to Kudner this
year: Don Leonard, vop. and media divector; and Dorothy Shahinian,
media deparmment aduinistrative assistant.

At McCann-Eritkson’s San Frindsco ofhcee: Frank Regaldo, with
the agency 16 yvears, upped from broadeast media divector to director
of media services. Marian Monahan named media divector tor ivaadio,
and Ann Meschery assistant tv-radio buver

NN

High noon in New York

\ta simspeckled himcheon, (Br) Schiwab, Beany X Porier assistant radio-t
divector Rac Elbroch, Vdang Yonng ccoant exeo Lew hrone, and RFON
(Los Angeles) vice pres. and general manager Dick Schofield discuss coun:
uy and western nunsic and progrinning and s appeal 1w the adole andience

Buyer makes a4 move: Bob O'Connell is now buyer tor Lincoln-
Mercury at Kenyon & Eckhardt (New York). He was broadcast bhiver
at DArey (New York) on the Gerber baby foods account.

News front Papert, Koenig, Lois (New York): Paul Steinhacker has
been appointed buyer on the Xerox. Martin Marietta, Duatch Masters
and Harvester Cigar, Clnk Oil & Refining, and New York Herald
Tribune accounts. Paul was lormerly with BBDO (San Francisco). s
previously reported heve (TIMEBUYER'S CORNER 27 May). Jou
McCarthy, with PKL two vears, was upped to media sapervisor. Tlere
is an up-to-date list of the acconnts he has been assigned o Thuvesta
and Dutch Masters Cigars. Simplicity Patrerns, Clark Ol & Refining
antd the New York Herald Tribune.
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“TIMEBUYER'S
CORNER

What's doing in the Windy Citv: SnElen Thontas s now with the
hicago ofhee of McGann-Erickson as o umebayer. She held the same
yosition with Compton. where she bought for the Alberto-Culver ac
count, i she has also been with Leo Burnett and Grinee Advertising,

On the Waost Coast: Martin Schwager, who was medie director a
nenyon & Eckharde (Los Angeles) has left the ageney to jom Hunt
Foods & Tudustries (Fullerton, Calill) as media sapervisor,

More from LA Havold Ballman, who was a buver at BBDO, has
een promoted o medin diector at the agenay’s Los Angeles ofhce,

Fromi nortlr of the border, up Canada winn: Ken Hughes was upped
o radio-tv director at McConnell, Eastmanm (Winmipeg). Lilian Main
Nho was i timebuy at the same ageney, has been elevated wr assistant
sadioty director.

On the New York scene: Mildved Taxman has joined Frank-Gary
I'homas as media direteor, and s now handling the Lovible bra ac
omnt among others. Mildred, a vetermr huser, has in the past been
vith Lester Lhrrison, Int., Weiss & Geller, and Ogilvy, Benson &
vlather.

Hal Miller: ‘‘Hey, Meyer! "’ —

Grey (New York) v.p. and media director Hal Milier is a dynamic
man of definite opinions with an utter inability to remember
names. His fellow workers finally learned to disregard his fail-
ing, and have become accustomed to being addressed as “‘Hey,
Meyer!” However, when the salutation becomes “Hey, Bobo!" be
careful, Hal is displeased. With Grey three years, Hal was v.p. [
and manager of media at Ben-
ton & Bowles for six years,
head of the media analysis op-
eration at the Biow Co. for
eight years before that. He
began his career in sales re-
search with the Seagram Co.,
spent seven years attending
City College of New York eve-
nings as a marketing and sta-
tistics major. He says he's
aware that too often the media
analyst hears a voice in the
wilderness yelling, “you've
never bought!” But he's found,
having been in analysis and
buying. that the basic tenets
of media research hold true for
good media buying. Hal is
against taking the easy way out in buying—sticking to the rou

tine without ever deviating. He says, ‘‘to do a better job, and to [

get ahead, it's not enough just to do what's requested; it's impor

tant to find out what's going on, ask questions, want to know,
and be interested and alert 24 hours a day.” Hal, wife Florence |
and sons Norman and Howard live on Long Island.
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Edition

New York
Chicago
Detroit

Los Angeles

San Francisco

. . just about every
'phone number you need
in these five big cities
is in SPONSOR'S
5-CITY TV /RADIO
DIRECTORY.

Networks, groups, reps, agencies,
advertisers. Film, tape, music and
news services. Research and promo-
tion. Trade associations (and even
trade publications).

All in the convenient pocket.size,
for only $.50 per copy; 10 copies, $.35
each; 50 copies, $.25 each.
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~COMMERCIAL
CRITIQUE

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

“T" 1S FOR “TAPE"-AND THAT SPELLS TROUBLE!

By A. CARL RIGROD

Oh, Tape, Poor Tape! They've
Hung You in the Closet and We're
Feeling So Sadl

\Who are “they?” Why they're
the same characters who laughed at
Christopher Columbus when he
saicd the world wasround . . . opined
it was just a passing fad when Al
Jolson sobbed out “Sonny Bov” in

Bright and cheerful Cookie Pops

Laboratories and Dr. Scholl.

But, with suitable apologies 10
our close’friends along film row, we
think there's an exciting New
Frontier waiting in the vast, un-
charted stretches of Videotapeland.

So how come cverybody isn’t
rushing in to stake a claim? Well,
‘maybe it's that old fear of the un-
known.

Let’s face it

Most agency pro-

Arunold, regional advertiser whose Cookie Pops commercial took Ist prize, chil
dren’s market, at 1962 TV Commercials Festivai. is irm supporter of videolape

sound . . . and shrugged off tv as
a shadow box novelty that could
never replace the Roxy.

Their latest flash is that video-
tape is for fine network programs.
assorted delayed telecasts and sim-
ple stand-up commercials — but
when it comes to real tv commercial
production, you have to stay with
film!

Cast a dissenting vote from Dona-
hue & Coe. We love filin—bunt, oh
vou tape!

Right row, we've got film com-
mercials in varying states of work
for such diverse clients as Corn
Products, Dell Publications. Squibh

12

ducers are comfortable with filin.
They've used it—and with some
wonderful results artistically and
commercially—ever since advertis-
ers learned thev could move goods
via the so-called small screen.
Uhere are genuine advantages to
commercials created on film. Pure
animation is still primarily a matter
of film. So is stop motion. Se is lo-
cation shooting in faraway places—
like, for examnle, those virgin fields
of snow where we love to shoot
skiers smoking our favorite brand
of cigarettes, (Tt is kind of hard
to load a tv camera on the back
of a skier schussing down a moun-

tam, as we did for UL S, Tobacao's
Ski Cigarettes.)

Nevertheless, just turn the coin
to the tape side—and you find a
host of advantages that you just
can’t ignore, such as:

1. Superiority of image in tape’s
“live” quality;

2. Instant production control vii
immediate playback:

3. Time-ssaving through virtual-
ly instantaneous completion and de-
livery of subjects (Example—Re:
cently, two commercials for MGN's
“How the West Was Won" were
written at 2:30 p.m. and on the air
on five stations the next morning!)

4. Lower cost in many instances.
In all fairness, this is no longer a
constant factor. When the A-B Roll
technique is used for exanmple, the
cost is competitive with film and—
incidentally—so is the flexibility
of production. '

Agencies will find a variety of
tape innovations—all of them exs
citing and rewarding in the end
results, as we have. -

For example, Arnold Bakers—
which puts the major part of its

(Please turn to page 60)

A. CARL RIGROD'

-

A . in charge of tv, ratho aud
motion picture production for
Domahue & Coe, Rigrod has been
active in all phases of communi
cations. He was a director of s
radio for RKO Radio Pictures.
feature writer for Universal Pic
tures. rewrite man for the Boston
American, and the New York
Daily News. A member of the
Mouon Piciive \cademy, the Ty
Academy, and the Directors
Guild of America. Rigrod was
awarded a “first” at American
Commercials Festival in 1961.
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News from nation’s

“WASHINGTON WEEK | St

| interest to admen

i(jr Sen. Maurine Neuberger has gone after cigarette advertising whore

Sen. Moss' bill to put smokes under FDA controls left off.

Withdrawal of cigarette advertising from campus promotion is a step
in the right direction, Mrs. Neuberger says, but she has giant strides in
mind, modeled after British cigarette advertising curtailment program.
Latter is by voluntary compliance, but Mrs. Neuberger wants U. S. program
to be further regulated by government.

Debut of the long-awaited Surgeon General's study on smoking, ex-
pected by late fall, would launch Neuberger plan for: a new FTC rule re-
quiring cigarette advertising and tv commercials to warn of hazards in
smoking; a massive anti-smoking educational campaign on tv and in print;
research into making cigarettes harmless.

Y% These are openers: additional Neuberger legislation would ban dis-
tribution of free cigarettes to minors; require package label warn-
ing of nicotine and tar content under FDA supervision.
Increased taxes on cigarettes would finance the research and the tv
and other programs warning of dangers of smoking.

Yc% NAB Board meetings held here last week were expected to get into tv
cigarette advertising gquestion, either on or off the record.

NAB president LeRoy Collins, sympathetic to curtailing youth and
glamor appeal in cigarette commercials, had hoped to use Surgeon General's
report on smoking during Board meetings. Lacking it, Collins said he
would probably bring up the question anyway.

Increasing hue and cry may have made it imperative even for opposing
Board members to tolerate the item on the agenda, and hear Collins urge
broadcasters and advertisers to get the cigarette commercials off the
youth kick theme voluntarily.

Yy Full disclosure of sample size and similar data is safest course for
broadcasters and advertisers to follow in use of audience rating
measurements until industry standards are set up.

FCC Chairman E. William Henry, and House Investigations Subcommit-
tee Chairman Oren Harris agreed on this at recent hearing. Henry's mild
statement of faith in broadcaster self-regulation in ratings area was
quite a contrast to recent tough warnings by.the Commission on misuse of
ratings to exaggerate station market claims.

Regulation would be a last resort—and along the lines of full dis-
closure, Harris said. Chairman of the rating probers suggested an hour-
long documentary by broadcasters explaining the facts of rating life to
station listeners and viewers.

FCC Chairman, not unnaturally, agreed with enthusiasm. It remains to
be seen whether nets or independents will leap to the challenge-each for
their own reasons.
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ADVERTISING

i It's one of the enigmas of the human mind that most men
i who sell advertising do not “buy” their own philosophies. They have another
face for this occasion.

Tho there are exceptions, of course, (and we number some of them among

our clients) the broadcast industry, as a whole, is a perfect case in point. Last year
it “sold” over $2,200,000,000 worth of radio and tv time. It “bought™ an
estimated 7-million dollars worth of trade paper advertising; an expenditure of
about one-third of one percent of total sales. It may have matched that
expenditure for local advertising—bringing the grand total up to

two-thirds of one percent.

It advocates the concept that industry should allocate three to five percent
for promotion but it “buys” about 20% of what it “sells”.

We wonder what would happen-to the broadcast industry, itself, if other
industries used their ratio. Thank Heaven it's not likely.

But more important—we wonder why more broadcasters do not realize

that if they can do so well with so little, what an enormous potential there
actually is out there—and what successes might be achieved if the

industry “really believed” in advertising and allocated the same budget for
themselves that they so loudly proclaim for others.

The stakes are a piece of $10,000,000,000 (ten-billion) more American dollars.

/ JAY VICTOR & ASSOCIATES, NEWARK, NEW JERSEY
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Solon calls ad industry to arms

Advertising itsell is under the
gun in Washington, with 175 bills
presendly before Congress w regu-
late the industry, the Advertising
Assn. of the West was told in Los
Angeles last week by Rep. Bob
Wilson of California, chainnan of
the  Republican  Congressional
Commiuee, who sounded a call to
arms for al] agency people.

He said, “Not all advertising,
you understand, just that segment
that represents private enterprise.
Government advertising is boom-
ing. . . It's simple. If it is good for
business. it's bad lor public inter-
est. If it makes governmment grow,
then 1t must be good all the way
around. Bigness is good in federal
Land, evil in free enterprise.”

“Not only are vour clients in the
breach to defend their right to do
business, to salvage something for
the future, but your very profes-
sion itself 1s threatened,” Wilson
asserted. “Now let me tell you this
word regulate is one you'd better
watch,” he said. “The favorite en-
tering wedge of rhose who operate
mnder the cloak of self-declared in-

ugmy Mmeaty, mMatey

tevest in the public interest is regu-
fation.”

Wilson said the regulators e
after advertising “through the de-
vious means of attacking the label-
ing of products. Tucked away in
a bill now before the Senate is
language which would give blanket
power to administrative agencies
of government to control advertis-
ing and marketing of products.
These are unprecedented powers.”

He also noted that during the
next I8 months “unprecedented
pressure” will be exerted on the
communications media, “primarily
radio and tv. Dependent for L-
censes on the federal government,”
he said, “stations and networks are
prime targets for the no-holds-
barred operators.” (Ed. note: net-
works aren’t subject to license.)

Citing the omrrent emphasis on
stations’” program content, Wilson
said this is resulting in “a rash of
federally slanted programs, noting
a recen{ announcement that Rob.
ert Taylor will star in a series
“glorifying” the Dept. of Health,
Education & Welfare. another ser-

ies in the works on the State Dept.,
and another skein is due “glorify.
g the administraton’s lasy politi-
cal campaign.””

He added that new FCC chicef
L. William Henry's call for more
public service rime means that
“government propaganda mills will
be turning out spots and films at a
furious clip, with all to be ‘offered’
to stations for allegedly optional
use. “You know,” said Wilson,
“what happens at license renewal
time 1o those who do not choose
1o ‘cooperate.’

“1 don’t believe you in the ad-
vertising field are going to watch
your livelihoods being taken away
without a fight . . . You've got to
get angry with people . who
accuse you of stirring up natives
with artificial wants . . . You just
have to stop being the good guys
and become defenders of your own
future.”

“You must not only defend vou-
selves,” said Wilson. “You must de-
fend the system that allows you to
work intimately with business and
labor in a climate of free competi-
tion. We have more material. cul-
tural, and spiritual benefits than
any other civilization ever dreamed
possible. Advertising played a ma-
jor role in all of it.”

He urged the indusury to waich
closely for attacks on advertising:
read all the informational journals
available: be sure each national
group is channeling plenty of in-
formation down on what various
proposed  laws would do: keep
track of congressien and senators.
getting them to commit themselves
on how they feel about every ques-
tonable bill; write letiers to news-
papers and magazines when unwai-
ranted attacks on advertising ap-
pear: stir up interest among re-
lated business firms and clients.

More use of tv in '62
boosts Schlitz sales

Anheuser-Busch  remained  the
runuber one brewery in terms of
aales last vear, but found Schlitz
breathing down its neck as 4 result
of the Lutier company’s more exten-

This inspired alliteration, introduced on a comic commercial, is sending meat-loving B(il_ons
to markets in droves for a package of Dring’s Pork Sausage, according to Gardner Advertising.

sive mmaease in advertising expen- |
whose English affiliate Butler & Gardner Ltd., dreamed up titillating tv campaign for the product l

ditutes. mostly channeled into te.
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eritage House Products, of Philadelphia,
H which in the spring became one of the first
lawn products companies to undertake a satu-
ration spot tv campaign—43 stations in 30
markets—has come up with what it feels is an-
other first in its industry—sponsorship of a fall
network show. The initial spot drive was used
to introduce the newiy organized firm to the
public, and proved so successful that Heritage
House, via Wermen & Schorr of Philadelphia
decided to see what new heights jt can hit
through network tv. It will co-sponsor the NFL
Hall of Fame football game between the Cleve-

R
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Cat's cavorting results in in-grown lawn -

land Browns and Pittsburgh Steeclers on CB
TV 8 September from Canton, 0., using it
commercials to promote seed and lawn food
primarily. Decision to back a gridcast was
made, says Heritage House advertising dire
tor William J. Connelly, Jr., because “it is wi
established that the man of the family buys
seed, fertilizer, and other lawn aids, and that

fail should be the time that the home-owner
does his major lawn planting and re atir
since fall is the time grass n nature repr

‘loctor
JECOLCH

duces itself.” The commercials star
a Siamese cat. First shooting took place i
Princeton, N. J, but a cold
snap forced a move to Bir
mingham. However, difficul-
ties with Jester chasing but-
terflies caused a move back
to N. J., where a lawn was
grown inside a studio to pre-
vent such intrusions. The
script called for Jester to
knock over a box of Heritage
House seed, so it would pour
out naturally before the tv
audience. To increase the
cat's interest in the project,
a shrimp was placed inside
the seed box. A smooth
shooting followed. The first
drive utilized one-to-three
stations per market in the
East and Midwest, via min-
utes, 30's, and |D’s.
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Even tirst-graders get into ratings act

Advertisers and Agencies

The first-grade class at St. Mary's School in Bird Island, Minn., took matters into their own
hands recently to test the accuracy of weatherman Don O'Brien of Twin Cities’ WCCO-TV over
a 12-day period, giving him a star each time he was correct and a dot when he wasn't. O'Brien
ended up with ten stars and two dots, plus a letter of commendation from members of the class

Of the topr ten brewers, Schlitz was
first in overall advertising at S14,
223,960, up some S1.5 million from
1961, with 63.29, or $8984,876
going into video and making it
first there also. Its tv outlay in-
cluding distributors was $6,991,400
for spot, and $2,3882,126 for net
work.

The top ten brewers as a whole
poured 585,966,987 into tv in '62.
giving it 55.9%, of their measured
media expenditures.  This  was
27.79, morc than the previous year
m tv. Their overall gross ime and
space  billings were  S64,386,51 1.
against $57,313,306 in '61.

Also topping Anheuser-Busch in
62 v expenditives was  Falstaft
Brewing, which ranked second to
Schlitz by putting $6,016,171 into
the medium. Falstafl put only some
S2.1 million into all other meas-
ured media fast year, as tv garnered
73.99%, of its ad outlay. Falstaff was
also the biggest network advertiser
among the top ten brewers las
year, budgeting it for $3.415.614.

Anheuser-Busclv's total ad expen
diture in '62 was 513,090,203, with
only 11.89, or $5.167.288 going to
tv, vanking it thardd among brewers
using the medium. 1lis v dollars
with disiributors went almost en-
tirely into spot, $5,577,190, giving it

18

second ranking there.

All figures except sales ranking
include distributors, with network
totals supplied by TvB/LNA-BAR,
and spot by TvB-Rorabaugh.

Allport booms agencies

An adveruising invesiment, m
the present state of the art or sci-
ence of research, cannot be evalu-
ated on the basis of sales—with
very few exceptions—according to
ANA president Peter . Allport.
Addressing the National Advertis-
ing Agency Network last week in
Newport Beach, Calif., he told the
mecting that this is because of the
many variables and imponderables,
such as price, distribution, and
competitive effort.

iut on the other hand. Allbport
stressed that the communications
results of advertising—the degree
and extent to which advertising
has nfluenced thought, emotion,
and opinion—iare casily measur-
able.

“Sull” Allport stated. “the in
dustry must be able o answer 1he
mdividual businessman’s question.
What do we get for what we spend?
When we can do this, many of our
other image problems will evapo-
rate. The prime responsibility for
finding the answers may well he

|

with thie advertiser. After all, s
dollars are at stake. But advertis.
¢rs need the help of agencies, the
real advertising pros. Agencies can
best  determine the conmunica-
tions goals which will contribute
the most 1o achieving the advertis-
er's marketing vbjectives. And they
have the rescarch skills as well.”

APPOINTMENTS: Molh Corp. 10
Gevyer, Morey, Ballard The
FHinton Co., manufacturers of pet
lood products, to Norman Steen
Advertising Chicagoland
Rambler Dealers Assn. to Powell,
Schoenbrod & Hall Upjohn
Company to Robert A. Becker for
several products . .. United Audie
Products 1o Kameny Associates for
its high fdelity components
Arnold Carpets to Vinti Advertis
ing . .. Avis Rent a Car Canada
Lud. to Doyle Dane Bernbach (Can.
ada) Lud., effective 1 September,
from J. Walter Thompson Ltd. . ..
Hayry C. Weiskittel Co. to S. A,
Levyne, Baltimore . .. Dean Wiuer,
investment and banking fum. to
J. Walter Thompson, San Francis:
co, from Albert Frank-Guenther
Law after 15 years, effective 15 Oc
tober . . . A new line of low calorie
beverages of Canada Diry Lid. to
tlie Toronto ofice of Young & Ru-
bicam Colgate-Palmolive 10
Norman, Craig & Kummel for all
its products in the Caritbbeim. ex
cept in Puerto Rico and the Domin:
ican Republic. Advertising will be
divected through the agency affili
ate, Lindo, Norman, Craig X Kunk
mel Liud, i Kingston., Jamaica
which is opening a new ofhce in
Port Au Spam, Trinidad, to facil
iate full coverage of the accoum
. .. The office furniture division ol
Hamilton Cosco to Noble-Dury
Nashville . . . Quality Food Centers
a new corporate enterprise of five
Scattle supermarkets, awarded it
$125.000 account to Lennen &
Newell . . . Jack Lang Clothes
Ball Associates. Philadelphia

H. J. Heinz line of condense
soups (32 million) to Doyle Dane
Bernbach from Maxon, which wil
rontinue to handle advertsing fo
all Heinz varieties except soup (8t
million). Star-Kist Foods. Hein
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subsiciary, will vémain w Leo Bui-

nete,

CAMPATGNS: Zenith Radio Corp.
of New Yok will goall oo o pro-
mote color (v receivers during July
and August, osing 25 announce
men a9 week on WNDBCTTV, inad
dition 1o newspapers, Cue maga
sing, Inllhoavds, bhus cards, and the
Jones Beach and Lewisohn Stadinm
concerts, I succesial, the cam
paign will be extended into dhe
Fall . .. T'o introduce s newest
addition—DBetry - Crocker Poasted
Coconut  Frosting  Mhix — General
Mills will Launch o campaign in
July including commec nls on GBS
PV and NBC TV progrinms. Maga-
sines will also be used. Needhom
Louis & Broaby is the agenty,

BEHIND TIIE SCENES: 1ot ol
the press is the new edition of the
“Back Stage Ty /Industvial Film &
Fape Divectory™ dssued by Back
Stage Publications, 135 West 16th
Strect. New York, The 72-page di-
rectory contiins special ardicles and

v stations across the country are receiving
Tnew “fast cut” spot prepared by N. W. Ayer
& Son tor The Council for Financial Aid to
Education, themed on “Coliege |s America’s
Best Friend.” Available in b&w or color, in 60,
30, 20, and 10-second versions, the commer-
cial is done in a light-hearted, friendly mood to
build acceptance for an appeal for money.
Original music in the background punctuates
the copy points. The commercial was prepared

ONSOR /| Jrey 1963

detatled Tistings ol bl producers
video-tape s, muosical comme
tiad producers, and advernsimg agen
aes. Complete cueganies of equip
ment and supphy houses, and sens
we companies in the oy, indusnial,
and commercial bl adusoy e
contmned m odhe new edinon, oS
avarlable [or ST on newssiands i
from the publisher.

EXPANDING: McCanu-Ervichson
International has taken over Rues
Gis Publiadad ol Madnid and B
celona and will operate the agenay
as a wholly-owned subsidiiny. The
Ruescis stll of 62 will loom the
cone ol the new ageney. Several
McCamn-Erickson International e
coutives, in such speaalines as e
search, marketing, and oveative ad
vertising, are cnrrenthy visiting the
Ruescas-McCam-Erichson olhges to
conduct orentation semnatrs and
personnel traiming o Larry WL
Scott has joined R Jack Scotr. Inc.
as executive viee president. [le wins
lotmerly a principal of [l Rog-

Light-hearted ad plumping for money

for the non-profit, college-aiding agency by
Ayer as a voluntary effort in association with
the Advertising Counsel, and the drive is being
coordinated by General Electric vice president
Willard H. Sahloff. Newly elected CFAE chair-
man is Neil H. McElroy, Procter & Gamble
board chairman. Almost every visual technique
is used in the spots: woodcuts, engravings, orig-
inal water color artwork, animation, film clips.
and graphic effects. I

iy, Masen and Scott I addiition
Thomas . O'Comell and Lou
Sargent will become paitapals
the agencs, the name ol wihch wall
be changed o Scott X Scott
Grey Mdsertisig has tonmed
dependent  snbsidiay fnm, Gaes
Publiv Relanons, Inc, with s«
rent vice pnesident for pablic el
tons and merdumdisimg seivices
Wanen W, Schwed-as pnesiden
Beginnmg 1 July, the new fum will
handle assignments Ton Grey dients
aud outside accounts also
Service Cao. acguined asse

Cities
of Ten
nesee Corpe and. o comphanc
with o comnent deaee negotiated
with the Department ol fustice, T
beconie the sale owner of Petvolenm
Chamicalbs, Tnc by puchasing the
157, minority  mterest previouslh
held by Contmentad Ohl L. Phileo
Corp. hias purchased the fohn M
VL Ouer Compiaies, mdependent
Philco distributors i Phifadelphia,
New Yotrk, and Newsok, and will
operaae them as Phileo Distributors
Inc., hranches,

4
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NEW AGENCIES: 'T'hree formen
senior vice presidents of Klau-Van
Pietersom-Dunlap, Milwaukee, have
gotten together to form a new shop
which will provide complete mar-
keting services, including advertis-
ing, sales promotion, merchandis-
ing, public relations, producl pub-
licity, sales tools and literature,
and audio-visual aids. Principals
are E. E. Cooper, C. L. Strock, and
Thomas F. Scannell, Jr. . .. Two
former senior officers of Biddle Ad-
vertising, Bloomington, I, have
formed a new Chicago-based agen.
¢y, E. H. Russell, McCloskey. Agen.
¢y, which becomes active today, has
an estimated $2 million in billings

. Allee Hatfield Associates or-
ganized at 1650 S. Harbor Boule-
vard, Anaheim, Cal, by Charles
\lHee und Carl Hatfield, Jr., with

N

Y

Washington Ad Club picks Paro

Elected to a three-year term on the board of the Advertising Club of Metropolitan Washingt9n,
WRC-TV station manager Tom E. Paro talks with Carole Randolph, who campaigned for his election

50

Advertisers and Agencies

the latter as president.  Alee is
former tv director of KTTV, Los
Angeles, and Hatfield was public
relations director for the city of
Anaheim.

G&R INCORPORATES: Gray &
Rogers, Philadelphia, is changing
from parinership 10 corporation,
cilective today. Jerome B. Gray,
lounder of the agency and corpo-
ration president, said the change is
being made hecause “the restric-
tions of a partnership denied many
vounger employees a voice in man-
agement and an opportunity to
share in the growth of the agency
throngh stock ownership.” All for-
mer partners will be senior vice
presidents; department heads and
associate heads will become vice
presidents: and stock will be held

['TISE

—

initially by 33 key employees who
have been with the agency for five
years or Imore.

NEW QUARTERS: Marketing
Impact Research opened larger
New York offices at 515 Madison
Avenue . . . Magnavox moved part
of its executive offices into New
York, in the Union Carbide Build.
ing where it also occupies a half-
block of store space facing Madison
Avenue for its product showroom
. . . Booming business and a fast
growing personnel roster have
forced Frank B. Swadon Co. to
move from the luxurious penthouse
offices in the Fuller Building to the
sixth floor at 3 West 57th Suee,
New York.

PERSONNEL NOTE: James I
Scott has opened a placement serv-
ice for those interested in radio, tv,
publishing, advertising agencies,
broadcast representation, art and
recording studios. Company, lo-
cated at 3600 West Alabama, Hous. |
ton, will serve Texas, Louisiana,
Oklahoma, Mississippi, and major
markets in Alabama and Georgia.

MERGER: Cappy Ricks & Asso-
ciates, Seattle, has consolidated with
Botsford, Constantine & Gardner,
adding approximately $1 million
in ad volume to BCXG and bring-
ing consolidated agency’s total bill-
ing o about S10 miltion. Cappy
Ricks will become a senior vice
president of BCXG and will be Se-§
attle othee manager . . . Facts Cons
solidated, national market rescarch
firm buased in Los Angeles. estab
lished New York offices by absorb:
ing ARB Surveys. Both companies
are divisions of C-E-I-R,| Inc. Fact¢
Consolickaited in New York will be
at 1180 Avenue of the Americas.

KUDOS: Fran Riley, parwes
ol MacColl-Rilev Associates. New
York. became the fourth woman ¢
be elected president of the Publicit
Club ol New York in its 23-vea
history. She assumes office 1 July
succeeding Ted Cout, president 0
I'ed Cou Assodiates . . . Robert E
Kilgore, president of Gray & Kil
gore, Dewroit. succeeds William 1
Sanborn. president of Winius-Bran
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dou, St. Louis, as president ol Con
tinental Adventising Ageucy Net-
work, 1the nation-wide group ol
mannkening and advenising agendies
e the Ul S and Canada with bill
ings approximitiing $S9% wmillion.

AROUND COMMERCIALS: Don
Feddersonw  Commercial
tions, [ollywood, opened othces in
New York and Derroir, in line with
expansion plans. Jack Rose will
be in chaige ol the New York oper
ation e Jerry Ratlerny will hehn
the Detroic olhee . ., Juling Edel-
man appointed executive vice presi
dent  and produacer-divector ol
Mickey Schwarz Productions. Edel
lnan was at Ted Bates where he was
production group supervisor work
ing on snch accounts as Brown &
Williamson,  Coleate,  A\merican
‘hicte, and Mobil Qil. John Gril-
1iths has been mamed vice president
n darge of produciion ol \cad-
amy TV Film Productions of Can
wha, Canadian afbiate of Schwms
Zoductions.  Grilhiths  was  with
Young & Rubicanr.

NOTE FOR SCHHOLARS: \ 15
ustalhment advanced home study
ourse in imdustrial advertising for
d managers, sales and marketing
lficials, agency accound executives,
ud publication representatives be-
ng offered by Advertising Manage-
nent Seminar, Chicago. It is de-
igned o “advance the executive
apacity ol advertising men and
vomen through o better unde
tanding of management problems
nd objectives, improved tech:
iiques for increasing profits, and
aximum utilization of motivation
sychology.”

Produc-

INANCIAL NOTE: For the ven
nded 28 February 1963, Jervold
‘orp’s volume rose 3839 w0 $21,
02,000, vs. S18,002,000 in the pre
eding vear. Afier tx carnings
ere 5739617, 219, higher than
1€ 8597.234 of a vear ago . . Ad-
ances of 599, in earnings wrd (8¢
1 sales over the comparable half
Car period of 1962 veported by Al
rto-Calver in its semi-annual re-
ort for the period endiug 31 M
3. Comsolidated net sales were
10,704,506 against $27.60.£.539 fo
1€ comparable 1962 interval, with
t exrnings at S1.603.630 against
1.010,989. Per share earnings fon
1 period were 80¢ against 5l¢

' ONSOR/Y 11y 1963

| York.

MOVING: Ira Zames to the newly
created post of administrative co-
ordinator, Pilot Radio Corp.

Chiarles H. Wolfe 10 vice president

m charge of creative resecarch,
Charles Hager to art director (o
merchandising, promotion, and

packaging, and Lawrence Drake to

head of production and graphic r¢:
search, att at Baker & Byrne.

Rita Patterson to senior copywritel
at Mogul Williams & Savio

Ralph J. Jolmson 1o Grubb A\dver
tising. Champaign, HE, as acconm
excrutive in the new business area
des elopment department.

Edward E. Van Tlomm to the New
Yok olhce of Guild, Bascom &
Bonhgli as account executive.
Norbert 8. Garbisch, Jr. 1o Reuter

—Picks up tab, but gets no spots——

lumrose (the General Foods of Europe) paid all expense:

for Sonny Fox and "“Wonderama' crew to film four-hour
show for Metromedia featuring kids in Denmark, but has no
ads in it-just displays its foods. Regular sponsors get spots.
A short preview of the full program was recently aired on New
York's WNEW, and the full-length version—opening with a pre-
taped interview with Danish Ambassador Count Knuth Winter-
Felt—will bow 15 September. Plumrose is sole distributor of
Plumrose Danish meats and cheeses, available throughout
the United States, handled by Crestwood Advertising, New

X Bragdon, Pitsburgh, as dine
ol sales activities.,

Robert M. Oksner rejoined Dol
ty, Cliflord, Steers & Shenfietd
vice president and group copy s
pervisor.

Eva T. Muntzer 10 the production
department of Doremus & Co., 'h
adelphia.

Havry E. Ellis 1o director of publi
wlations lor Dr. Pepper Co., r
placing Elliorr G, McLean who |
restened

Frank €. eeman 1o creatn
1wetor of Advertising Counselors o
\rizona

Vavsvin ML Licobson, foumerh
Bemon & Bowles, 10 Flarcher Ric
wds, Calkins ~ Holden

wrllel
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Sponsors flock to kiddies’ block

Advertisers hine flocked to NBC
TV o wake advantage of the net-
work's revamping of its Saturday
Kiddie show lineup for 1963-6:,
which sets up a solid block of chil
dren’s programing from 9:30 aan.
1o 2:00 p.m. More than 509, of the
block will be in color, with the four
anel a half hours to blend adven
ture, information, vomedy, and fan-
tasy. Sponsorship is primarily for
breakfust foods, 1oys, solt «rinks,
and candy.

Already SRO is Dewnis the Mew
ace  (11-11:30), which has been
signed by General Foods™ Kool-Aid
Division, via Foote, Cone & Beld-
mg, for 26 aliernate weeks begin-
ning 5 October, plus Mattel, via
Carson-Roberts, and Heublin's My
po, via Fletcher Richards, Calkins
& Holden. Sold out for the first 13
weeks (21 September-14 Decemnber)
is The Bullwinkle Show (12:30
1:00), to Emenee Corp., via Abco
Advertising; General Mills, Dancer
Fitzgerald-Smuple, and Old  Lon-
don Foods, Richard K. Manodit,

Virtually SRQO is Raff-u-Reddy
(9:30-10:00), bought by Kenner
Products, Leonard M. Sive & Associ-
ates: DeLuxe-Reading, Zlowe Co.:
Miles Labs, Wade Advertising:
Louis Marx & Co., Ted Bates, and
General  Foods  Cereal Division,
Benton & Bowles. Kenner, DeLuxe
Reading, Miles Labs, Marx toys,
and General Foods cercals are also
picking up The Hector Heatlicote
Show (10:00-10:30) .

The rest of the Kiddie lineap is:
Fireball XN1.-5 (10:30-11:00), to
General Mills, DFS; Borden, Young
X Rubicam, and Martel, C-R: Fary
(11:30-12:00) —Ohio Art Co., Anne
Stahl  Advertising;  Mattel, C-R:
Kool-Aid, FC&B, and General
Foods cereals, BB: Sgt. Preston of
the Yukon (12:00-12:30) —Maypo.
FRCEH and Mattel, C-R, and Ex-
Ploring  (1:00-2:00) —Upjohn Co.,
McCann-Marschalk, and  Hassen

feld Bros., Bruns Advertising.
Programs in colov are Rafl 'n

Reddy, Hanna-Barbera show start

ing its filth year on NBC: Heath-

The metamorphosis—8-H now Peacock Studio

The studio in New York’s RCA Building which has, since 1933, been known as 8-H and which
has, in 30 years, housed such network greats as Arturo Toscanmi, Al Jolson, Bob Hope, to name
just a few, has been overhauled primarily for color tv programing. Named after NBC TV's
color insignia, Peacock Studio is the work of (I-r) Hialmar Hermanson, scenic designer; Joseph
J. Arnone, mgr., design and construction; William Trevarthen, NBC v.p., operation and engineering;
James Wilson, dir. of engineering; Allen Walsh, senior project engineer and supervisor

0
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cote, new Terrytoons product; Jay
Ward's Bullwinkle, and Exploring, &
fun and information programs em.
ceed by Dr. Albert R. Hibbs.

Food industry hails
tv's aid to grocers

Grocery retailers will learn ol |
manufacturers’ fall and winter o
promotions in the September issue
of Food Merchandising Magazine,
which is being geared as a salute 10
video for its role in generating
grocery store sales.

Robert  E.  TFarnham, general
manager-editor ol the Detroit:
headquartered trade publication,
said the issue’s theme will be:
“What the Grocery Clerk Did Yes s
terday, Television Does Today." |l
Promotion for the special salute isf
being handled by Dunwoodie As-f:
sociates, advertising-p.r. firm infe
Garden City. N. Y.

Farnham said the isue will de
vote much of its editorial space te]
grocery manuflacturers and  how
they utilize v 1o persuade retailers
to stock their prodncts and move
them in heavy volume.

LExplaining the move, he pointet
out: “Years ago, the grocery clerl
had 1o hold up a product befort
his customer and tell him or he
all about it. Today, instead o
reaching one customer at 2 time,
does the same job—but to million
in a minute or less.”

NBC lines up two
for Sept. golf classic

Zenith Radio, via Foote, Cone !
Belding, and  Amana  Refriger:
tion, through MacFarland, Avef
vard, witl pick up the tab on NB(
TV's colorcast of the second ar
nual Waorld Sevies of Golf. Th
match. in which the winners ¢
four major tounuments will con
pete for golfdom’s biggest purs
(350.000), is set tor 7 and 8 Sej
tember (4:30-6 pau. each day).

Julius Boros, as winner of d
U. S, Open, and Jack Nicklaus,
Masters  Tournament titleholde
have already qualified. The oth
two members of the foursome wi
be the winners of the British Ope
and PGA Championship  tourn
ments to be plined during July.
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ABC TV kicks off new
‘weekend sports roundup

\gencies are being pitchied by
ABC Y walesmen on g onew Satar
iy aftermoon (1305 panyy grid
won  roundup show  called A1
Highlights, which debuats 7 8ep
tember. The network hias been
championing the Amevicnr Foor
ball League the
Leagne's inceptian lour vears ago.
The new program  occasions  the
first time foothall Lins all over the
comttry will lave an opportunit
to sec portions ol eveny
slayed.

Curt Gowdy and Paul Christman
e anchormen on  this - weekh
ound-up, which will include a
lmed and live studio report of all
he games plined the previous
reckend, preview the upcoming
rames scheduled for that sveckend,
nd present special features and oc
asional guests, live and on hlm.
series runs through 21 December.

»ALES:  Ralston-Purina (Guild,
bascom & Bonfigli) signed for al-
ernate-week,  hall-hour  sponsor
hip of The Danny Kaye Show on
BS TV. Other sponsors are Arm-
irong Cork (alternate-week  full
our) and American Motors Corp.
.. Comptron’s Pictured Encyclo-
cdia, inits first use of network v,
wught into NBC TV's Today . .

rocter & Gamble (Benton &
owles) signed for alternate-week
alf hours of CBS TV's Judy Gar
wid Show and Route 66, both
fective in the fall. This sells out
oth shows .. Frank Temingwav's
0rng  newscist over 110 ARC
adio West afhiliates in ten west-
nostates is natjor vehicle of a 52
cek, $50.000 campaign for an en

re new villige project costing
55 million. now being developed
Crystal Bay, Lake Taloe, Ney

homas C. Wilvon of Reno 1y the
sencey.

S

CAUNC STTee

oanie

EW AFFILIATES: WHOO. O
o, has reafliliated with ARC
adio . WMBR., Jiacksonville,
ded to Mumal Broadeasting Svs-
m aflilinte roster.

#FROGRAM NOTES: lLucille Ball,
“Bek Benny. Andy Griflith, Garry
y vore, Phil Silvers, and Danny
\

1womas will st in the General
bods Opening Night Special on

qJNSOR/I Juiy 19635

On upbeat developments in St. Louis
Gov. John M. Daiton of Missounn was in New Yorkh for a luncheon at the 2
KMOX-TV v.p. Gene Wilkey to brief CBS TV Stations National Sales on the market. Here (

Craig Lawrence, v.p., CBS TV Stations; Gov Daiton: Merle S. Jones. CBS TV Stations pres

CBS TV 23 September (9-10 pomey).
General Foods, in addition to spon
soring the hour-long season-launch
program, also sponsors i portion
of all of the six programs on which
these stars will appear next season.
Benton & Bowles is the agency.

FORM D.C. NEWS BUREAU:
Looking toward the fall when all
the CBS TV oko’s will carry ap-
proximately three hours more local
news per week, in addition to the
new half-hour daily network news
prograny, the stations have formed
their own Washington News Bu.
reau. Starting in September. the
burcan  will  operate  separateh
from CBS News in the capital and
will work directly with the news
directors of the five stations 1o pro.
vide coverage of spedific Washing:
ton stories relating to thew mar
kets,

DGA ELECTIONS: George Sidney
wis re-elected o his 10th term as
president of the Directors Guild
of Americt. Abo elected were the
following vice presidents: Franklin
Schaffuer. Jolhm Rich, Karl Genus,
John  Clarke  Bowman, Ficlder
Cook. Sheldon Leonard was named
secretary: Johm Sullivan, assistant
secretany; Lesley Selander, treasin
er: Jerry Fritz, assistant treasuier

NEW PROPERTIES: Filming will
begit later this vear on Greal
Stories frony the Bible, a new {ull

Club hosted b

Wilke

honr series whidt MGM-TV s o
ducing Tor the 1964-63 season on
ABCG TV. Henry Denker is execu
tive producer

SPORTS NEWS: lhe Amenican
Football League games, which will
be carried on ABC TV for the
fourth straight vear, will be spon
sored by Gilene (Maxon); Lin-
coln-Mercury  (KXE): Lorilliard

(LEN): Goodyear Tive X Rubbha

(YXR):  American Gas Assn,
(LEN): Chesebrough-Pond's (No
i, Craig & Kummel): Union

Carbide (Esty): Liberty Mual In-
surance (BBDO). “Telecast schied
ule begins 8 September Cen
eral Mills (Knox Reeves) will spon
sor AllStar Scouting Repovt, the
Daninute show narvated by Lind
sev Nebon, which precedes NI
I\ AllStary Basebal
9 Julv. The show highlights ac
vonhilm clips of plivers i the
stnting lineups for the Nationa
and American League teans

Game o

KRUDOS: Roval E. Blakeman,
dependent producer of several ne
work shows, was elected |).(-~.i(|cm
of the New York cluapter of
Nattonal  \cademy  of
\rts smd Sciences. Ron Cochran,
ABC News, was elected first
president, and Dick Pinkham, sen

11 vice president

Telen
\i\\

charge of

media imd progrns and directon
Ied Bates, l |

vice president
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Negro radio building ad prestige

Advertisers on the national, re-
gional, and local levels, becoming
more and more awarce of the rap-
port between Negro-programed ra-
dio stations and their listeners—aus
well as the buying power of the
Negro audience—are steadily in-
creasing their ad budgets in this
area, according Lo station execs at-
tending a recent seminar in Chi.
cago.

Initdated by the Bernard How-
ard & Co. rep firm to look into
“T'he Status of Negio Stations To-
day,” the two-day session was at-
tended by 28 of the 31 Negro-pro-
gramed outlets Howard handles
Howard sought to determine if
Negro programers — particularly
those he represents to advertisers
and agencies—are fnlly meeting
the new challenges being raised by
the fast-stepping growth pattern of
cach Negro community.

It was unanimously agreed at the
seminar that the Negro listene
new depends almost completely on
his radio set—and his favorite
Negro-programed station—for the
daily information he wants and
needs about himsell and his race
and. as a direct result. the empathy
and rapport between station and
listener is one of the most binding
to be found in any communica
tions medium,

This was borne out by two
speakers at the seminar—Quaker
Oats merchandising manager Rich-
ard Fenner and Edward Renno,
Quaker account exec at the Chi
vago-based John W. Shaw & Co. ad
agency — who detailed how ad
budgets for two Quaker-manufac-
tured and distributed corn meal
products have been readjusted in
light of new information about the
impact of Negro radio. Thev said
that this fall, as a result of the re-
alignments, 70%, more money with-
in the overall budget will be added
to the radio side of the ledger—
primarily to Negro radio.

However, their  enthusiasm
wasn’'t shared by Dr. Sevmour
Banks, Leo Burnett exec v.p. in
charge of media and research, who
stated that at his agency alt media
except tv are considered peripheral
and that extensive research find-
ings are necessary to justify other
time and space buys.

This prompted Howard to reveal
that his rep firm is presently in the
micst of underwriting an in-depth
study of the national Negro mar-
ket. with first findings to be avail-
able in September. He said 33
markets are being used in  the
study.

In the programing arca. mecan-
time, the station execs noted that
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Distaffers bedeck dais at station seminar

The sole distaffers attending the 28-station seminar on Negro programing were naturally
honored with head-table seats at the luncheon at which account executive Edward Renno (n)
of John W. Shaw was speaker. The ladies are Thelma Kirschner (I), gen. mgr. of KGFJ, Los
Angeles, and Molly Low. her sales mgr. They flank Jack Davis (I), exec. vp. of Bernard Howard
rep firm and Bernard Howard himself. Thirty-one Howard stations are Negro programmed outlets

-

L2

more and more air wme 1> being
devoted these days by Negro-ori-
ented outlets to news and special
events, but feJt that the amounts
and labels are the qualifying fac
tors, dependent on tlie geograplic
regions in which the stations aie
located. A suggestion was made for
formation of an informal Negio
News Network by Alexander Klein,
president-gen. mgr. of WNMBNML
Miami, and endorsed by the con:
clave. They named group-station
owner Egmont Sonderling to chan
a committee to study the mater
and work out some form of con-
crete plan to be submitted to them.

From the standpoint of music
and other phases of programing.
one basic factor became apparent:
Negro audiences. regardless of ge
ography. are demanding morc an
time for gospel music. with the
type qualified by area. As an ex:
ample, it was pointed out that in
the deep South the established.
heavily lturgical gospel renditions
are favored. while other areas favor
the more modern beat arrange
ments of gospel sounds.

CAL. Oil pumps profits
with NBC Films series

The use of NBC Films™ ofl-net
work Fennesey sevies as an advel
tising vehicle which California Oi
Co. began last year in 10 marke
will be expanded this fall. Th
gasoline firm has renewed the pre
gram in all 10 markets and is ade
ing eight other markets. all for 3
weeks.

Included in the deal are: \nu
rillo: Sherman. Tex.: Atbuquerqu
Aboline: Colorado Springs: De
ver; El Paso: Lubbock; Midlane
Tex.: Missoula: Roswell. Colo
Salt Lake Citv: Wichita Falls: Bil
ings: Butte: Great Falls: Idal
Falls: and Twin Falls.

White & Shuford. Denver. is Ul
advertising agency

Quarton tops NAB bd.

NAB's 12-member Joint Boa
holding its semi-annual meetn
last week in Washington, D. (
clected as its new chairman W
liam B. Quarton. president
WMT-TV, Cedar Rapids, and ¢
ccutive vop. ol WMT Radio.

SPONSOR /1 juLy |



Quarton, tv bourd chairman for
the past year, succeeds Clair R. M-
Collough, president-general man
ger of The  Steimnan Stations,
Lancaster, P, who bad headed the
i]oim Board for two one-year terms
ind was ineligible for re-election.

Composed of the combined mem.
sership of NARs radio and
soards, the Joint Board is the as-
soctation’s policy-making bady,

Tex. outlets link sales

Spot advertisers have had their
niys made easier by two Texas sta-
ions, which have banded together
o form the “T'ex-a-Twin Comn-
ation,” featuring a one-buv/one-
jate,'one-rep package for their re.
ipective markets.

The new sales device was created
iy Advertising Tiune  Sales  for
\PAR-TV, Abilene-Sweetwater,
nd KCTV, San Angelo, and be-
omes cffective todav with the take-
ver by A'TS of national representa-
ion for KCTV. ATS has already
een handling KPAR-TV,

The two stations will each con-
muc under separate  ownership-
wanagement while being sold joint-
as the “Tex-a-Twin Combina-
on.” and will also be available as
whividual bavs, ATS 1s handling
ic sales, as well as national trade
tvertising and publicity for the
mbination plan.

'v alone doesn't alter
eliefs, says Creshkoff

A mass medium like tv is onlh
ne voice. one influerice, in a free
ciety, something that both its ad-
wcates and detractors have often
Prerlooked. says T1O executive di
ctor Lawrence Creshkoff.  Speak-
ig Fridiay at the International
ouncil of Women Triennial Con-
rence in Washington's  Statler-
. Bilton, he reminded delegates that
doesn’t exist in a vacuum, and
n onlv do its work through a
hde variety of other influences.
’ ost of these, he said, are much
ore important and nwch closer
bd. the individual—like home and
gie fanuly, group traditions,
aurch, school, and profession.
= “The wdealist, the educator, and
e reformer,”™ said Creshkofl, “see
as a wicans to open doors, to
e out ignorance, to raise public
ste in literature and the arts.

LS
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Others fem oS nrtlhaence oy o de
grader ol public taste, s o wastelnld
diversion, as o propagainda devic
lor political control,”

dat he noted  that researchiers
have fouttd that when it comes o
imporiant matters ol attitndes, be
liels, and hehavior, the mass imedia
tend to hielp reinforce beliels, ati
tades, surd belunviour already i ex
istence.  “For every person who is
comerted to o diffeient point of
view throngh  mass  communica
tions, there are nine o1 1en people
whose old attitudes e stiength
cened as a resalt of neiss conmuni-
canons.”

Creshholl stressed that this refers
to tmportant beliefs aud attitades

deep-rooted concepts thar make
up the individual’s personality and
contribute to his outlook on life—
“not the hrand of soap or breakfast
food he buys.”

“Tvis just like many of the com-
ntunications developments that pre-
ceded it; from the printing press to
radio. Whenever a new method of
mass communication has appeared,
it has been both  praised  and

damned.” Creshhoff noted that as
chunges take place in the medium,
tv cannot be expected to go it
alone, but warned not to t1y 1o do

B&B's antique auto buffs

Thirty years later. this Super-8 Packard convertible

too mncli at onee
md vor’ll go Lotha
| | a

ust stk to 1t

Cracks French Canada

tadependceot  Felevision Corp

mternational sales sice the fust of
Mav hit o vousing SED0,000, 1he
highest in the company's histon
lor o comparable period. Pacng
the sales streak was o contract with
Cockhicld Brown  Advertsiag for
P'he Samt, o one how senes now
in 31 conntries, for ol of Frendch
Ciavada,

cal marker,” THE executine vie
president  \be  Mondell said
wouldn’t be sarprised it Fhe Saint
is the onlyv new one-hour series 1o
be sold this vear for all of French
Canada”

\lso sokd in Canada, 10 CBS, was
the one-hour documentary, [rish
Rebellion, produced by Television
Reporters Interuational. Cockfield
yrown also purdvised Man of the
IForld for the Foglish Canada mar
ket. With the easing of restrictions
in Japan, sales have heen progress.
ing at a record-breaking pace with
almost $600,000 in contracts signesd
during a four-week period.  With
the sales of The Pursuers, The

an shll rule the road far as owner

Gordon Webber (1) is concerned. He's v.p. and dir. of Benton & Bowles commercral department

founding pres. of the Classic Car Club of America

Meet. With s tein

— ———— I S

nd annual host for F er's Day Spring

assisted

y
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Beachcomer, Count of Monte Cris-
to, Stage 7, mul Mystery Is My Busi-
ness, I'TC has 16 series sold for
Japanese network telecasting. Man-
dell also reported that sales in Bra-
zil are coming in at a swift pace; de-
spite that country’s nnsettled eco-
nomic and political conditions.

FCC defines defaults

Four stations had the magnitude
of their broadeasting  violations
slightly minimized as FCC reduced
the amount of forfeitures assessed
them, but lest leniency be attri-
buted to the commission, another
station was notified that it had
incurred an appavent liability of
$3,500.

KVOB, Bastrop, La., originally
fined 51,000 for repeatedly broad-
casting teaser announcements with-
out identifying either sponsor or
product, had the fine reduced to
$250. WCHI, Chillicothe, WCHO,
Washington Court House, and
WRKOV, Wellston, all Ohio, and
all owned by Court House Broad-
casting, were originally  fined a
total of 86,500 for failing to cm-
ploy a first-class radio operator [ull
time. In addition, WCHI]  was
charged with over-modulation. Li-

Petersmeyer chairs Republican powwow

Stations and Syndication

censee contended. among other
things, that failure was due to the
“extreme dithculty that small sta-
tions are having in obtaining and
keeping first-class operators.”
Amount of forfeitures originally
assessedd was reduced by $3,000.
Meanwhile, FCC notified Royal
Broadcasting Co. that it is liable
for $3,500 for failing to have a
radio telephone first-class operator
in regular full-time employment at
WVAR, Richwood, W. V.

STATIONS
CODE CLARIFICATION: The
NAB has asked the White House to
clarify its proposed stand-by volun-
tary censorship code, including con-
ditions under which it would be ac-
tivated, and plans for embodiment
in the Code of the principles of
free speech and press. While en-
dorsing the system ol voluntary cen-
sorship used in World War 1I to
safeguard vital information, NAB
1s opposed to “the imposition of a
censorship code or censorship pro-
cedures, directly or by implication,
during any period short ol actual
war.” NAB also called for continu-
ing review and study of proposed
Code, with all news media having

Hershey, Pa., was the scene of a two-day workshop for the members of the Rublican Citizens
Committee. Here C. Wrede Petersmeyer, Corinthian Broadcasting pres. and chairman of the meet-
ing, talks with other Yop party members, Clare Booth Luce and former President Eisenhower
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equal representation in such dis-
cussions.

NEW GROUP: Seven California
stations have formed the California
Pacific Network, with Reg Streeter
of KSLY, San Luis Obispo, as com-
mittee chairman. Other members
are KSMA, Santa Maria; KPRL,
I’aso Robles; KDIB3, Santa Barbara;
KWI1Z, Santa Ana; KUDE, Ocean-
side; and XEMO, San Diego-Ti-
juana. National representative is
Gates/Hall and Spencer/Benveniste
Advertising of Los Angeles is de-
veloping promotion plans.

HAPPY ANNIVERSARY: KTBC-
TV is celebrating its tenth in Aus
tin, Tex. WADS, Ansonia,
Conn., took to the road (in its
mobile unit) to meet its audience
for a seventh birthday celebration.
Thousands of listeners turned out.

SALES: Schlitz Brewing purchased
a big sportscast package on KITX-
TV, Los Angeles, negro uhf outlet,
consisting of total sponsorship of
the Dick Bass-Pervis Atkins sports
summary at 6:45-7 pm. and a five:
minute wrap-up at 10:25 p.m., both
Monday through Friday. Bass and
Atkins, pro football stars, will make
personal appearances in behalf ol
Schlitz” southern California deal
ers. Burnett is the agency
WDTM (FM), Detroit, launched &
new, daily program called Turning
Leaves which features readings {ron
newly released books. Doubleda
Book Shops of Detroit in coopera
tion with Doubleday Publishing i
sponsoring . . . Bayvuk Cigars (Wer
men & Schorr) and Fels (S. E. Zi
brow) will sponsor the 9 July reru
of The Most Powerful Woman ¢
the Century. a profile of the layg
Eva Peron, on WPIX (TV), Ne
York . . . Al of last season’s spoi
sors have again signed for il
UCLA football-baskethall packag
on KMPC, Los .Angeles, for tl
196364 season. "Thev are Allsta
Insurance (Burnett) ; Farmer Jol
Packing (GBRB): Ford (JWT
Kent (L&N): Canada D1
(Mathes) ; Bonanza Airlines (Ste
bins); and Maytag (direct).

EXPANDING: KSLO. Opclous:
La.. increased daytime power

SPONSOR /1 juLy 19



1 hw trom 250 wats .. . WRRKD,
E RockLand, Me., npped it davtime
| power 1o L Rw, abo lrom 250 watts
. KXOA, Sactamento, wlhich vee
fcently expanded, 1a tull-iime oper
wion, 1y andergoing extensive e
modeling,  estimated 10 he over
520,000,

INEW STATIONS: 1he Monterey
Cal., Peninsula's only Country annd
Western music station, KRSA, Sa.
linas, goes on the an 1oday, owned
and operated by Robert McVay,
who also owns KRKC of King City.
Station is a 250-wane daytimer on
1570 ke McVay will be general
wanager and Ry Morris, for ses
cn vears with another CRAW sanon,
KELN of San Jose, will be program
manager. National representative
ix The Sandeberg Co. McVay, a
veteran of Calitornia radio circles,
wis formerly general manager of
KWG, Stockton, and a partner in
KCGEN, Tulare. Hle was also asso-
dated  with KYOS, Merced, and
KF |1, Klamath Falls, Ore. KRSA's
whdress s P.O. Box 2138, Phone:
1201128,

)

NEW QUARTERS: RKO General
Broadcasting executive ofhices now
ocated a1 1290 Avenue of the
\mericas, Sperry Rand Building,
New York 19 .. . Headquarters ol
he Society of Motion Picture and
Television Engincers will be moved
I July to 9 East 41st Street, New
York 17. Floor spuace will be more
han doubled in the new olfices,
ivhich will feature a new test film
srojection and editing room, along
“®vith o committee conference room.

{PUBLIC SERVICE: For the third
onsecutive year, WAST-TV, Al
8y, has published “A History of
ommuniiy Service.” Book consists
ntirely of comments from the con-
pumer and trade press on the sia.
10N's service activities.

B
PROGRAM NOTES: T'wo new ra
Hio series produced by Group W
| Westinghouse Blm(l(dsung) for its

wn seations are Challenge for De-

nocracy, 19 programs done in co-

Dperation with the Fund for the

Republic Center for the Study of
Jemocratic Insticutions, and ESP

. The Way Out Frontier, 13 half.
10Ur programs on questions relat-
ng 1o parapsychology. or the study
[ extrasensory perception

Al
et}
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Respite from Mad. Ave.for day at the races

Enjoying ocean breezes on the way to Monmouth Race Track wit NN
stations, New York, are Betty McCauley, BBDO: Bob Am1e: A k
SSC&B. This was 9th annual boat ride and rac ted t 3C Flagship station

birt= ., 148

o
[ 4

Twin anniversaries call for Savinos Jamboree at WVEC-TV and radio

To celebrate the 15th anniversary of WVEC radio and the 10th of WVEC-TV N
Hampton, the statior t

suppiements in w

$10,000 contest w o

A. Brauer, Jr. t p. ] Troy Davis. T the N




KUDQO: KMONX, St. Louis, present-
ed the Gold Bell Awird ol the Na.
tonal Catholic Broadcaster’s Assn.
as the “outstanding radio station
in the nation.” This is the hith
tinte the station has been hanored
by NCBA.

MOVING: Amold Seidner [rom
sales executive with KLOK, Saut
Jose, to similar post at KRBTV, Den-
ver.

Virgil Clemons promoted to sta-
tion manager of KFMB (AM &
M), San Diego.

Diane A. Halbert to WNEW, New
York, as assistant 1o publicity direc-
tor Frank Young.

Richard Stern to general sales man-
ager of WAILLTYV, Atlanta.

Sidney A. Abel 1o the sales stafl
of WRC, Washington, D. C.

Phil Brestofl to vice president and
general sales manager for KBLA,
Los Angeles.

Aubrey Morris to public affairs edi-
tor of WSB, Atlanta, a new post.
Johne Pearson to account executive
with KMBC, Kansas City.

David A. Moss, presently assistant
general manager of \WKDN, Cam-
den, 10 station and sales wnanager
ol WHWII, Princeton, new station
which is expected to start broadceast-
iug the last week in August.

John Crowley to station manager
lor radio, Gene Spry to v station
manager, Lou Reker to sales man-
ager, Larry Burroughs to assistant
station manager, and Sanford Gib-
bons to program director, KPHO-
'V and radio, Phoenix.

O. P. Bobbitt, vice president of
sales for tv and radio for KTBC,
\ustin, named manager of the ra
chio stations, and Charles L. Howell,
sales manager lor v, named man-
ager of KTBC-TV.

Doug Thompson to station man-
ager of KBMT-TV, Beaumont, suc-
ceeding John Fugate, resigned.

E. Boyd Scghers, Jr., to sales pro-
motion  supervisor, WGN, Iac,
Chicago.

John W. Doscher to national sales
manager of WLBW. TV, Miani.
Bill McCreary o night program
manager of WWRL, New York.
dernie Carey 1o the new post of
production supervisor at KIRO-
TV, Seattle.
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Newsmakers in
mmuluuluulumm_tv,{lradio advertiSing

Chester R. Simmons

Formerly v.p. of Sports 'Programs, Inc.,
(AB-PT subsidiary handling sports for
ABC-TV), Simmons has been appointed
v.p. and general manager. Roone Arledge
was named v.p. and executive producer
for Sports Programs. Simmons, who has
been with the company since 1957, will
supervise all ABC-TV sports and sports
production personnel.

Leonard Tarcher

Tarcher has been appointed v.p. and
media director of Morse International.
He had been v.p. in charge of media and
marketing for Sackel-Jackson agency
and formerly associate media director
at Lennen & Newell. He also held posts
with Biow-Beirn-Toigo, Cecil & Presbrey,
and J. D. Tarcher & Co. Morse accounts
include Vicks, Clearasil, Lavoris,

Stanley F. Nelson

A v.p. of Jack T. Holmes & Associates,
Nelson hds been named creative director
for the marketing, advertising and public-
relations firm. Nelson, who is director
of Research Assoc., a division of the
Holmes firm, has been plans and copy
chief for the agency since 1958. Jack
T. Holmes, president of the company,
made the announcement.

Robert L. Edens, Jr.

Elected to the board of Leo Burnett, Chi-
cago, were Robert Edens, Jr., Cleo Hovel
and Dewitt Jones. Edens and Hovel are
v.p.'s and creative directors, Jones is a
v.p. in charge of client service. Edens
came to Burnett as v.p. and assoc. copy
director; Hovel joined as v.p. and asst.
to tv dept. head; Jones started as acct.
exec. and later promoted to acct. supv.

LTI

Robert M. Weitman

Metro-Goldwyn-Mayer has announced the
election of Weitman to the board of di-
rectors. Weitman, who has been v.p. in
charge of production at MGM’s Culver
City studio since 1962, joined the com-
pany in 1960 as v.p. in charge of televi-
sion operations. Weitman’s election to
the board followed the resignation of
Joseph R. Vogel.
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Lany K. Justice to production di-
rector at WIBG, Philadelplii,
Wianne Keith to exeoutinve seare-
tany ol the Institute ol Broadeast
fg Poacial Management,
Edw:nd M. Foaly, W1/, Boston,
news director, to the smne job at
WBZV e’ he replaced by
Roumald L. Mues,

Dick Richmond to director ol news
ot WOAD TV Davenport
Tommy R, Stillwagon to new post
)l assistant o the general numagen
b rge ol radios operations at
WEBG, Altoona.

SYNDICATION

s ALES: NTA has sold op Rank,
ts package of post-1918 leatare
slms, in 68 markets o date . .
\What's Going on Here?, the satire
wiginally prcscn((‘(l on \WNE\W-
V, New York, sold by Metropoli-
an Broadeasting Tv 1o Associated
cdillusion lor showing in Lng-
ind.

CONOMEE TAKES OVER: As
nited Artists Television's Ripcord
iers ity thind year ol syndication,
1e 76-cpisode, hall-hour adventure
fries will move over to UATVs
iconomee Television Programs di-
ision.  The program, duving its
st two vears on the syndication
reuwit, has been programed by
Bore than 100 stations.

IOVING: Muray Oken o na-
onal sales manager of Trans-Lux
clevision Corp. He was lormerly
astern division nianager.

lami to get a tv taste of Kentﬁcky Fried Chicken

Adman makes big splash at Crown stations promotional party

Hoping to get to the bottom of things, ). Walter Thompson's Dennis DeSousa div 1o Mot
City's swimming pool to join Norman, Craig & Kummel's Ed Finley in a <ea t
clues. This was a major point in the New York Treasure Hunt staged by W

week for agency people. Similar hunt was held in Chicago and is planned for LA SF

Sumley R, Jaffe w0 the newly
creatcd position ol executive assist
ant to Thomas D. Tannenbaum,
Seven Arts vice president in charge
of television production and pack-
aging.

Leonird Freemam, producer-writer,
signed by MGM-TV o develop
properties for v, create liis own
show, and write lor finm's current
\CriCs.

Robert O'Brian to the sales staff
of 11TC, headynantered in Chicago.

Lcussing the debut of a tv campaign on WLBW-TV are Kentucky Fried Chicken officers
P-garet Sanders Simmons, pres., and John Wurster, v.p. {c); franchisees Don Solomon and
Bb Marant (I); Barclay Powers, WLBW.TV prom. mgr; and stn. sales mgr. Charlie Mathew:
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Daniel Eady and john Hente, |
ducers ol sports films, to Tel R,
Productions.

Richard Bermni to Screen Gems
as administrator ol
Operations.

mterianon.l

REPRESENTATIVES
APPOINTMENTS: WNILHIC, I'n
angle station i New Thnven,
Mort Bussett X Co. KRSON
San Diego, 1o J. A, Lindas
WSLS, Roauoke, sind WLOD, It
Lauderdale. to Roger O'Connon,
from Broadcast 'ime Sales and
Spot Tine Sales respectivehs

EXPANDING: O'Connm
Inc.. whichh just opened a west
coist ofice under the helin of Ro
Land Kav at 105 Montgomery St
San Fuanaisco, s branching ont n
other areas. Added o olhces

Roger

New Yok, Ch d San |
cineo, will be Feltis Dove Cannon
tS le (1 ¢ Bu

othce m the Morgan Building
Portlind, Orve; and Dob 1
in Denvar ) ‘ 1

MOVING: Mintin Colby B
[HE AN

sal speaialist, fro

Ielevision, Division, a



COMMERCIAL CRITIQUE
(Comtinued from page 42)

advarlising budget into  tv—pro-
dnces all ol 1s commercials on tape.

Bakery products ook espec I;l.”)
good on videotape because ol the
greater  comrast range  availabie.
Fhiis tactor, coupled with the speed
potential in production, makes tape
especially snitable tor Arnold.

Fo illastate, Arnold recently in-
toduced a new product, Toasting
Muffins, which achieved quick dis-
tribution m all its markets. De-
cause ol the speed ol tape, we were
on the air m tess than two weeks
with setling commercials that woald
have been tmpossible to produce in
the same time period on film,

Arnold has lound that the A-B
Rell method can be ased with con-
stderable success in s commercials.
\Ithough this is knowrr as the “one-
camera” method, strictly speaking
it isn't. Morve olten than not, a
muluple-cimiera setup is used for
refmements in specific sequences—
and the various picture elements
are then blended elecuronically.

Maradel, (setling Tender Lip
Lipstick and Lile Home Perma-
nent) was among the first advertis-
ers to employ the new Gemini sys-
tent, whereby hoth videotape and
flm are recorded simultaneously
through the same camera lens. This
allows Tor top quality on networks
and selected  individual stations—
and at the same time permits the
cconomical manufacture of quanii-
ty prints for DBs and other film
projected situations.

Kiwi Shoe Polish went on loca-
tion with tape—shooung on the
bustling streets of White Phains—
with gratifying vesults. Shoes were
never shiner.

In the Kiwi shobting, picture
control was a critical factor, The
wstant playback ol 1ape provided
a valuable advantage.

We wried instant animation, pro-
ducing the first Aniform conmmer-
cials ever made. And we have even
ventured into the field to use the
tape facilities ol a number of local
stations, including color tape at
WEIDI in supposedly staid Boston,
You should have seen those Arnold
Buter Rolls o living colorl

beall adds wp 10 the fact tha
videotape—or any other technical
development  that  allows  for u

60

bhoader scope 1 the handling ol
advertised  products—should — be
thoroughly explored and utilized
by the agencies for their clients’
benefi. Keeping up with 1echaical
progress—or shghtly ahead, il pos-
sible—would scem. to be an in-
herent agency responsibility.

So hiteh your creative sights and
cowe on in. The taping's finel ¢

STEREQ OUTLET
(Continued [rom page 29)
cast medium.”

KPEN also presents news, sports,
weather, and stock market reports.
Lately it has been increasing its
live, remote pickups of public serv-
ice and special events broadcast in
multiplex stereo.

The young owners claim that
KPEN with 1ts 120,000 watts maxi-
muim power is western America’s
most powerful fm station.  But,
most significantly, they assert that
their station alone accounts for
559, ot the gross revenmues of all fin
stations in the San Francisco-Oak-
Land area.

The sage of KPEN-FM’s rise was
so ouwtstanding that early this year
Gabbert and Gielow were head-
liners at a special meeting in Wash-
ington called by the electronic in-
dustries association. Even members
of the FCC were invited to hear
the story of KPEN's successtul op-
eration. v

“COMPUTERIZED” BUYING
(Continned from page 39)

The D'Arcy shop alrcady has a
good deal of equipment in its St.
Louis central ofhce, where the ob-
jective is to first automate the agen-
cy's accounting systems, FCXB sim-
ilarly lhandles 1ts accounting on
ADP  equipment  from  Chicago.
while the New York office is work-
ing out further applications with
Remmgton Rand.

DD and EWRKR both are
currently investigating the most
Iruitful media applications, and dis-
caassions are being held ar FS&R
and Grey.

J]. Walter Thompson has no
doubt of its ability to master the
new RCA 301; the agency plans 10
cover all its media and accounting
requirements with this system.

A Dbalanced comment npon the
buyers and sellers” place in this
revolution  came  recently  from
Anthony DePierro, media director

at Geyer, Morey & Ballard.

His view: “Perhaps in our haste
to idolize this equipment, we scem
to overlook the fact that the com-
puter s now more than 15 yvears
old.

“We do net regard it as a re
placcmient for media  experience
and knowledge ., . the coniputer
doesn’t tunk, it can only help to
improve  your  decision-makiug
ability.

“We also know that what you get
from the computer is governed by
what you put into it. This equip:
ment has proved itself fully cap.
able of handling masses of mathe-
matical data qoickly and accurate-
ly,”" says the GM&B adman. v

I

SHORTWAVE ACTIVITY

(Continued from page 37)
rebroadcast the race. In numerous
instances, local Champion or Chrys.
led dealers sponsored the rebroad:
casts—thus making the internation-
al promotion a local one as well.

In some instances, as for exampl
in Santiago, Chile, the leading lo
cal radio station (Radio Portales)
broadcast a roundup of highlighe
ol the race. This was a 30-minute
program from 5 to 5:30 p.m. loca
time. In Costa Rica, the loa
Champion dealer bought the en
tire rebroadeast on his local station
Radio Monumental. Throughou
Europe, racing car clubs got
gether 1o histen o the account ¢
the sports event.

To sce if it could get a mail pu
from outside the conntry. Chrysle
nrade an oller of some 30 plasi
models of the ofhcial pace car 10
drawn alier the race. More the
750 respouses came cven thoug
postage costs averaged 25 cents. O
week aflter the broadeast, Willia
Scaberg, v.p. of Chrysler Interr
tional. drew the winning names.

“U'ntil Radio New York Wor
wide made possible the merchand
ing approach utilized by Chrys
haternational and Champion Spe
Plugs in this promotion. most
ternational advertisers had to ¥
upon magazines,” Rall Brent, pr
dent of Radio New York Wo
wide, says. “Long distance radi
via short wave—now hecomes a
tal force in bringing to the an
tion of millions ol consumers o
i the products and services
United States manufacturers.”

‘a
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By ANDRE BARUCH

Viee president radio and v
elitzer, Wearing & Wayne, New York, N}

Therve's a reason Heluzer, Wan
1z & Wayne puts abour 90 per cent
[ its clients’ budgets imo televi-
an: v reaches Kids in o dramatic
1wl cllective wav. Bur v has lost
e impact in recent vears as Kids
ave become inured to it suasions.,
hat's why we—adimen with expe-
ence in this youthful market—are
tting more for our elevision dol-
rs as specialists in the advertising
ul marketing of children’s prod-
[s.

The children’s market now num-
ra some 60 million voungsters un-
r 16 and is growing at the rate of
b million every five years. Chil-
en today—through their pavents
ul  themsehes—represent  about
i billion in anuual disposable in-
me, or 3195, ol the consumer mar-
‘. How to reach them and sell
em with television is no casy job.
Ivertisers go tumbling thrvough
tion doors into Kiddie programs,
hting for attention with directly
mpetitive products, and using the
me old devices in the vain hope
peiting results. Here are just a
w ol the many things we keep in
il in putung o new hin on the
I licad of childeen's television.
Gt to the poiut with kids, and
st! Advertising. to children, is
Woa o primitive painting. Use
mal-stroke  obvious  rechniques
d get direaldy o the point,
wther that point is an idea or
cmotion.  There's another big
dason o get the point fast: niny
oducts advertised o children are
sotal, as with toys, games, and
vt Clvistmastime. 11 the o
mmercial doesn’y sell on the firs
W, it dioesn 't sell—period. There's
second chance.

felate action ou the screen di-

ﬁ
:; ‘thy (o samcthing which is famil-
i for the yoaugster. Kids see ihen-
o Bves i any commeraial, and they
o ded 1o identify with something in
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~VIEWPOINT]

ELLING TO KIDS: BEWARE THE PITFALLS

it. kxen though theyvie plaving a
fantasy role —the gl the faiy prin
cess doll and the boy the space-
shooting asnonaut —they need 1o
feel ot howme, Some of the modern
sertings used in commerdials don’t
encourage them to feel relaxed and
at eise, becase the sunroundings
aren’t familiar,

T fails misevably if it's over-
done—if it's phony or nucomfort
able. Kids sense quickly when a sit-
uation is false, and they break into
gales of langhter or snorts of deri-
sion when a litde givl is just too
costatic about her new socks, or &
bov goes into the bluest of funks
over a baseball game. Thisv over-
clation or exaggeriated depression is
an example of what happens when
adnman adults second guess. Onlh
Kids cau judge a commercial dirvect-
c¢d o voungsters, Thar's why we
pre-test every storyboard with our
child experts and a child psvchol-
ogist, and why vough and finished
comerdials are screened before the
Kids themselves.

Tv, aud the product advertised,
can give the child a much-uneeded
sense of authority. Tovs, as well as
art and music, offer an escape for
the child who has been wold all his
life what to do, and how and when
to do it. But the approach mus
change with different age groups.

Humor is extremely effective in
television. But a child’s humor is
a vastly different thing than au
adult’s. Kids love primitive fun—
pies in the face, pratfalls. This Kind
of humor is basic, obvious, un-
sophisticated—and has more than
a shade of cruelty in i, Some ex
aggerated liwmor appeals 1o both
adults and Kids, but this is e and
dithcult to achiese. like the " Hawai-
i Punch—ow!" commercial,

Muoste v a natural with kid.
They love to sing o themselves,
bum tuneless welodies, chant. 'This
pendhiant, as well as dhein native
talevr o mimic and  memorize,
lends dsell 1o the successful use of

A column of comment
on broadcasting/advertising,
by industry observers

jiagles. Hoivs a good pngle, the ad
vertiser has a baly o wathing com
merciale Kids ke adule jingles teo
We like the sty ahout one of om
statter’s Kids who went o a0 st
when his dad wasu't takiug frish
Vit Lines to Hlonston on o bsnress
tip!

Convincing «hild actor mst b
featnred in the tv conmmercal i
rected 1o krds. Once vou'se cast the
right type of person, the bov or gl
Oon screen s very eass to work with
Children learn fast. Hhey take ore
ders well iff vou work with them in
a dem and predise wav. Fhevhe
good at memorizing and fine at pa
ing and ssnchionizing action with
words. TS a0 very rare occasion
when a take is Hulfed because of o
child or a baby,

There's no ares e television
more challenging or more unusnal
than advertising 1o childven. And
there's none that's more fuu, cither!
It makes bhard work, digging o
new approaches and siriving to un-
derstnd vacillations in the comn-
plex children’s marketr verv well

worthwhile. L

ANDRE BARUCH

I long-time professional in
hroadeasting, he hav worked
m o cvery phase of the n
dnstry, anchnding perfornin

(pogaming, and  frirod '

as well av station and ad. e
L age

tration. He lectines

X : ) , y

many U7 S0
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' Significant news,
- trends, buying
I in national spot

TALKING TOTEM TOUTS REALEMON

Rc:n[,(‘nmn Reconstitnted Lemon Juice spot tv campaign currently appear
ing in five midwestern (5t. Louis, Milwankee, Chicago, Detroit, Cleve:
land) and six eastern markets (Pittsburgh, Philadelphia, Boston, New York,
Baltimore, Washington D. C.), Teatures “the world's first live talking totem
pole.” The wnique seven-and-a-half-foot Totem pole talks without benefit
of animation or stop motion: utilizes fomn rubber lips attached to a hand:
operated mechanical device. Filimed spots are appearing on an average of
22 times a week in cach market, and will continue throughout the warm
weather season. ReaLemon’s agency is Lilienfeld (Chicago).

X-24 smiles on tv

Coty campaign for X-24 summer lipstick is now running in prime time on
tv stations in about 20 top markets. Drive started the end of June; will
run for an indefinite tine using minutes and 20-second spots mostly in black
and white, but in color where feasible. Agency is Ellington (New York).

Salems hit 100 +

R. J. Revnolds’ Salem cigarettes sunminer radio campaign is now underway
in 1004 markets, nsing minutes. Harry Martin at Esty (New York) is the
buyer.

TV BUYING ACTIVITY

e Van de Kamp’s Dutch Holland Bakeries’ frozen food line will be intro
duced in the Pacific Northwest late in July using a two-week flight of 5t
spots on KING-TV and KOMO-TV (Seattle), KIMA-TV (Yakima), ant
KVOS-TV, Bellingham. Plan also inchiles a radio schedule of 25 spots o1
KVI, KOL, and XING (all Seattle). Later promotions are expected to fo
low the initial wave. The new products are: Chicken Pie, French Frie
Northern Halibut, Halibut Croquettes, Beef Enchilada Ameircana, an
Chicese Enchilada Americana. The line has beeir marketed in the Los A1
geles area for the past two vears, with some prior test marketing in Sa
Diego and Santa Barbara. William J. Martiir at Lennen & Newell (Lc
Angeles) is acconnt supervisor in charge of the campaign.

e ABC Union Discount stores (Anaheim. Calil.) will spend 5250,000 i
spot during the next vear, starting with a campaign due to get under we
late in July. Stations have not as vet been selected. Stores wre located i
Santa Ana, West Covina, Riverside, Bakersfield, Ventura, and Montclar
Roy Kabat is the account exccutive at J. Allen Trudeau & Associat
(Iollywood).

RADIO BUYING ACTIVITY

o Hebrew National Kosher Foods (Ncw York). which has distribution
11 western states, will introduce three new products in the sonthern Ca
fornia market with a multianedia $90,000 ad campaign. Program inclu
saturation spot schedules on Los Angeles area stations. \gency is Ashe
Could (Los Angeles) ; account supervisor is Hal Asher.

o Bristol-Myers’ Mum deodorant starting a 13-week vrun of minute spots
soon as possible in scattered markets.  Buyer at Grey (New York) is Me
Goldstein,
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Continue
Research

Leadership!

It is a simple and certain fact that any improve-
I°nts in any industry come from the innovator
+ . the developer of new and advanced techniques.
't it more likely then that future refinements in

~ adience research will come from a company who

s consistently contributed these advances for
fre than a decade?

ARB thinks it is . . . and we're set on proving it

I2 quickest review of ARB's contributions will

«i Ficate we were first to use the interview-supervised

HEEnly viewing diary for syndicated television audi

5 *3e measurement . . . to offer instantaneous tele-
fon audience measurement via ARBITRON

p@implement a means within the diary to record
flving by individual members of the family

corovide detailed information on the survey area

to define and survey total market areas . . . to

| What can one company do to improve audience measurement?

.‘.(-’ €
and, to expa

butions.

w
ted

saome

AMERICAN
RESEARCH
BUREAU

INC



) radio
DG salutes Washinoton’s finest

’

Thanks to The National Brewing Company and its president Jerold C.
Hoffberger, the nearby " Chesapeake Bay, Laud of Pleasant Living™ is all the
nearer and dearer to the hearts of Waslingtonians. The Bay Country’s rich
history, gracious traditions, fine foods and good fuun have all been extolled in
the distinctive chytlnn and rhyme radio jingles of National Beer. Tlese
saluration spots have made for pleasaint listening, and thiey’ve gone on to do
their job by makiog pretty music on local cash registers. Our thauks o
National Beer and its agency, W. B. Douer & Co., lor the privilege of playing
a key part in this success over many years, National sells to BLAIR
people—and WWDC is**the station that keeps people in mind.” GROUP

PLAN
Represenled nalionally by John Blair § Company MEMBER




