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POP. 201,500 TV HOMES
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IS THIS MARKET ON YOUR CHART?

The 817,000* prosperous consumers in this 20** county
area spent $824,428,000* in Retail Sales in 1962
*SM “Survey of Buying Power” ..

L 3 ARB Janual.y _Febl.ual.y ’63 ~J‘ PETERS, GRIFFIN, WDODWARD

KFDM-1V

BEAUMONT / CBS |




the greatest idea in radio since Marconi started fo play around!

WPEN LUGKY (,’.,'.;‘.f;-‘,-',’.i.",,’;,‘“;i;,’ii',-,f_f,";:f:".:i’.;,-‘.L:’;f:" )
CALENDAR - '
- SWEEPSTAKES L l.s"t.t.,g.t n over 300000 homes plus th

\ 1964 LUCKY CALENDAR PARTICIPATION NOW
P AVAILABLE! CALL YOUR AM SALES COMPANY
(  REPRESENTATIVE or Erv Rosner at LOcust 4-6000.

MPEY *
rluh 0 9.3 A ,,,
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1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation:

900,000 plus

2. Average yearly income:
$800,000,000

3. For automotive products:
$72,540,000 annually

4. For food products:
$434,700,000 annually

YOU CAN HAVE YOUR SHARE!
72 National Advertisers on

Spanish-language KWKW |

reach approximately 277,880
Latin-American homes per
week at a CPM of $0.72.
KWKW's 5000 watts speak the
language convincingly to a
loyal audience. KWKW has 20
years' proof waiting for you!

KWKW

5000 WATTS |

Representatives:
N.Y.—National Time Sales
S.F.—Theo. B. Hall
Chicago—National Time Sales
Los Angeles —HO 5-6171
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Key Stories
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“IF | WERE RUNNING THE NETWORK AGAIN . . .”
Sylvester L. “Pat” Weaver, in tape-recorded inter-
view, comments on growth and future of tv

DALLAS MARKET FACTS STIR N. Y. ADMEN
New radio sales slant of KVIL emphasizes qualitative
approach which pinpoints audience

TV NIGHT VIEWING VARIES REGIONALLY

Yet, says ARB’s Dr. Thayer, a careful analysis shows
amazing similarity between likes and dislikes

LOCAL RETAILERS SCORE IN PRIME TIME

Omaha tv station finds way to get its smaller customers
tnto strong time period via local live production

RORABAUGH MAPS STRATEGY FOR SPOT TELEVISION

New and expanded reporting service due on 1 January
will analyze and itemize station’s share-of-market

Sponsor-Week

Top of the News 48  Radio Networks
Advertisers & Agencies 48  Tv Networks
Stations & Syndication 54  Representatives

Washington Week—broadcast media news from nation's capital

Sponsor-Scope

Behind-the-news reports and comments for executives

Departments F
Calendar 7  Publisher's Report

Commercial Critique 62  Sponsor Masthead

Data Digest 62  Spot Scope

555 Fifth 38 Timebuyer's Corner

Newsmakers 61 Viewpoint
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Commemorative stamp— 198§
Chatles Willson Peale (1741.1427)

\%'/‘\s‘f /]
7)/.)///1{/(’//#//'//

Philadelphia’s Charles Willson
Peale —politician, naturahist, taxi-
dernust, denuse, father of 11,
and author of “Building Wooden
Brdges'™ (1797), and “*Domesuc
Happiness' (1816), 1s remembered
best as a portrait painter of the
young nation's greats. Washing-
ton, it s said, granted fourteen

‘“‘toinvigorate the talents of our countrymen’’

UBHIB I GIA MG 111

sittings.

In 1805, after 14 trving years,
Peale’s efforts to form an art
academy culmmated in the found-
ing of the Pennsylvania Academy
of Fine Arts...the oldest fine
arts institution in America today.

s LTI

I

Encouragement of talent in the
arts i1s a Philadelphia tradition.
Another tradition . . . WIBG's
dominance of this great city's

PTG B s34 mmnimmfmimmmmmuhmn

BRIV (R

radio audience. Radio 99 . . . for
over 5 years...a commanding
First in Listenership* in the City
of Firsts.

*Pulse. 1 o NES

FIRST BUILDING
from the collection
of the Academy

W — sra s o o B
STORER | os ancetes | cueveano MIAMI TOLEDD DETROIT
BSMDCASTING COVAINY NGBS nin HGES mwsen JEA
NEW YORK MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT
HN wrr:-Tr nwijn.tr HWAGA-TI nwsep.Tr WJiBK-TI
3
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“PORTRAIT
OF A MAN”’

Diego 1 élasques is a
amous. cliaracter study o
a Spawsh nobleman in the
ourt of PMulip 117, Nowable
catares are its fluid tech-

¢ citved soft

Tl

Courtesy of The Detroit Institute of Arts

inaclass by itself

Masterpiece — exceptional skill, far-reaching values. This is the quality
of W\W]J radio-television service—in entertainment, news, sports, information,

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

and community stature, and in -y 1 TY\T T\\7T rmyr
sales impact for the advertiser \\ \\ nl ;][](I \\ \\ n] - I \

on WW] Radio and Television. THE NEWS STATIONS

Detroit News « Afliliated with NBC + National Represertatives: Pclers, Griffin, Woodward, Inc.
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"PUBLISHER’S | orc v e

significant happenings in

R EPO RT broadcast advertising

Promotion managers aren’t what they used to be

o Tost, who believe in the law of averages, the way to hecome o
F~l.|l|'nn manger is first to he elected president of the Broadeasters
Promotion Associalion.

Wath the news that BPA Preesident Dan E. Belhes of Toanscontnent
i~ Liking over as general manager of WDOK, Clevelawd. the curvent
score is three ont of threeo A vear ago his predecessor Don Coeran of
\BC Radio was made head of KGO,
president. A vear before that (afier his presidenes tennre) John F.
Huvlbont deft the WEBM Stations, hndianapolis. o by and
WANMC M Carmel THL

Fm not surprised. Sinee those fong ago dasv< when | was promotion

san Francisco ad i< now o viee

inanager of WLS. Chicago, nnder Glenn Snvder. the calibre and <tatn-
of the promotion man has been going np aud npe ACmany stations the
promotion man is sceond ininportance anly to the manager and <ales
Manager.

There ave good reasons for this. Not the least i the <strong emphasis
placed on promotion  both audience and sales at most <tations, 1t
a vave outlet intevested i national and regional sales that doesn’t have
a good solid promotion man these davs. You can spot him readily.
He's generally the feHow swith ten hands aud buzzing telephone whose
projects tlow over from the desktop to the chairs to the extva table and
sometimes onto the floor,

The BPA has helped him pml\-“immlin- hi~ job. When the newt
annial convention is held in San Franeiseo 18:20 November a recond
number will be on hand. evidenee of the stoek that geneval managers
take in having their promo men take advantage of these onee-asyear
\\'l)l’l\illg VLN TIY] IS

In ease you're wondering why P <howering this applau<e on the
promotion man (who i< alway s ready and able to <peak for him<elf)
let me assnve you it's not nostalgia,

I vou're a tnvoor radio advertiser T want vou to know this man, The
salesman or rep may get von on the air. Stay elose to the promotion
man e he'll |u|p heep vou on suecessfullv, Sinee he's terriby
busy don’t innndate ki with merchandising ehores. But post him on
vour campaign or commmercial, Tone hing inon it objectives, Seek hi-
advice and help when needed. .

I vou've a general manager make suve that yvonr concept of the
promotion man’s vole i~ keeping pace with the indnstev, When |
worked for WLS the promotion man was low on the totem pole tand
Glenn Snvder will tell yvon that T was lowest of the fow ). Times have
changed. These fe How~ are important. Some of them are becomin s
managers. And others are twening down the opportunin.

0

; (W,/ S
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WPTR : WRUL

ALBANY-TROY New York
SCHENECTADY N Y
N.Y.

DIFFERENT?

COVERAGE -‘iawraily wPIR
different  We don't beam our signal out o'
the U.S) But 50.000 watt power can do
wonders, and | ke YRUL, we too ha.e re
ce ved correspondence from italy Greece
and the Azore Islands. Day to day listene
reaction comes from al over ‘iew Yore
Massachusetts. Vermont. hew Hampshre
Connecticut Maryland and Canada

EFFECT The people aho =now the
market—brokers, distributors. et al e
us the Capitol District 1s an 18-county arge
market You can buy 18 separate dals
newspapers to eftect uniuplicated circu a-
tion in the Capitol District of
50.000 watts of the most penetrating Radio
to be had—WPTR.

RATINGS —Check the costs * er
examine N elsen Coverage Service #3 fo
cred ted county coverage

WPTR  STATION X STATIONY STATION!Z
30° 26% 13% 12%

Your £ast man will ay 1t out for you «n
clud ng a compar son of surro nd« € .
Pulse reports

YES: WPIR

Albany-Troy-Schenectody

VP & GEN MGR: Perry S. Samuels

robert e.eastman &« CO., u.

representing mojor rodio stotions




the more
important
judgment becomes
in timebuying
decisions,
the more important
SPONSOR becomes...

“*addys 0

... because SPONSOR provides
the basis of good judgment...
because SPONSOR is where the
buyers are in broadcast
advertising

f

RS-
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¥ The reappraisal has been agonizing. Formulas are thoroughly shaken. Buying is now seen as the complicated

. broadcast trade press I

process it has always been. It involves intensive probing under, around,and beyond the numbers, for the dif-

ferences befween stations—some subtle, some not so subtle. These are indeed days of judgment, for which the

(and your advertising in if) is the fastest, surest, most economical I

has the frade press been more vital fo buyer or seller.

means of profection. Never
Buf which frade magazine! Today more than ever the answer is SPONSOR, because SPONSOR concentrates
on one mission alone: fo feed buyers of broadcast advertising with information and illumination. SPONSOR

spotlights what's being bought and what isn’t . . . what's working and what isn't. SPONSOR points up changes,

* frends, techniques,and direction. In the process, SPONSOR has become more vital than ever in buying decision.

Don't take our word for it. Ask to hear the frank, unbiased tape recordings on trade paper values as given by

spokesmen from 20 key broadcast buying agencies. These are days of judgment in trade paper buying, too.

* The fimes call for probing behind the kinds and sizes of numerical claims, fo determine how many are relevant

and how many are nof. When you do, you'll find that SPONSOR gives you the inside track on the judgments

! spo Ns 0 R of the “few who do the choosing”.
' HAPPY MEDIUM BETWEEN BUYER AND SELLER

L

SPONSOR 26 vt tst 1963



"I've a ~ "Don't |
good mind lose
to spill your
everything!" head!"

R
|~ "
:' R hi: |

WJIXT television spills over into the entire North Florida/South Represented by TvAR
Georgia regional market . . . capping a lead of 179, more television WJIXT

goan‘;s inside Jacksonville itself, with a rollicking run-away lead of b o
2509, outside the metro area! With 48 out of the top 50 breaks, R
WJIXT is the most efficient regional buy. Count heads. You can R s it

A 3 STATIONS 4 civisionor
count on WJXT to reach the biggest audience. THE WASHINGTON POST COMPANY

-

A'l.arch 1963 NS/, Mon.-Sun., 9 A.M. to Midnight




Top of the news

"SPONSOR-WEEK| ;22 %~
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Discrimination at agencies? \.Y.(.. Com-
misston on Homan Rights plans to ivestigate
ractal diserimination in the advertising in-
dustry when it has the persomel that we
Ilnp(' itowill hine™ 1o pl'np('l'l\ handle the
matter, ~avs chairman Stanley Lowell. He
stressed that “welve not talkhing abont quotas
or preferences, bt about the fact that some
people exist who can doa job in o parcticalar
mdnstry (advertising) and they just can’t
break through.”™ Lowell <aid the Urhan
Leagne “tried for two to theee vears 1o break
throngh talleged vacial harriers) with some
of the major ad agencies in NOY0 0 D eving
to place qualified Negroes and Puerto Ricans
in positions. . . . But tthe Leagne) foand the
door shonmed in it face, T finally gave up

. cand sent the report to =" Ile revealed
the probe plans a New York broadeast with
WNMCAs Barry Gray.

Radio polishes numbers: Speaking hefore
the Okla. Broadeasters Assu. at weekend.
RAB presidenmt Ed Bunker reported that the
Bureau’s new project to colleet fignres on dol-
Lar expenditures in radio was receiving “vire
taally 1007, cooperation™ in a New York
plot test. Bunker. who<e gronp has heen
working with SRAL sees the pilot study as
providing “as thorongh a report on who nses
radio and how mueh they spend as anmy
Bunker also feels

advertisers and agencies will iy more radio

medium now  provides.”™

“and buy with more confidence™ if there i~
hetter “technical proof of the <olidity of our
andience measurements.”

Elgin buys Helbros: Elgin National Wateh
has purchased Helbros, Elgin president and
hoavd chairman Henry M. Margolis reports
purchase will expand  Elgin  distribution,
broaden produet lines.and henefit vetail jew-
elers Privately held until acquisition by
Elgin. Helbros will continue under it previe

ol ManagImng parters,

Folk-music “sleeper”: \BC'I\ '~ lootenanny
i~ pln\illg i=~clf one of the ~l|l'|||‘i~¢' hats of
the tvvear, Having scored @ 32,38 shave incthe
~econd of Nielsen™s Jnlv national<s ABC -
now pointing with pride to the show’s <harve
38, Hooten-
anny also has a 12 Q-<eore in TVAQ Bisting-,

CTedse SsTnee Hs \pl'il delint

ranking it sixth in popularity among all even.
ing programs imong voung (1831 adohs,
\l<o in the work<: a new folkamnsie naga.
zine. beaving the <how’s title and poblished
independently s dne this fall.

Lower to upper berth: Formerlv vop. and
general namager of NBC Newso Elmer W,
Lower has heen B
named president of
\BC News, Special
Exents and Pablie AT
fairs. Lower. whao
joined \NBC News in
1959, <upervised
news filme opervations
and news boreans in

LOWER

Waslhington. Chica-
go and Los Angelessand NBC'S News Svndie
cation <erviee, He was with CBS News for <ix
vears previonshve and between news assign.
ments, served with two Lo S0 information
ageneies, Tis suceessor at NBE News has not

heen named,

FCC amendments opposed: Board of diree.
tors of the Texas \ssn. of Broadeasters voted
a resolution opposing the adoption of uew
amendments to part three of FCC wles on
contmereial content, and dechored they would
“fight the wmendment with fegal action.”
TAR president Jack Roth chavged: = Theve
i~ no legal precedent for this government an-
terference i onr free enterprise svstem ..
the amendment would work o true havd<hip
on the vast majority of stations who cannot
existat allo el less provide publie sevice
programing under sueh vegnlation<”

SPONSOR-WEEK continues on page 12
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Shaw agency loses another: Second major
account loss it month’s time for John W,
Shaw Advertising Chicago, i pull-ont by
Johur Morrell & Co., fourth largest meat
packer i U.S.. of its Red Heart Pet Food
diviston. which bills from $1-1.5 million. ef-
fective 1 November. In Julv. E. J. Brach &
Sons, candy mfr.. said tts $1 willion account
would be taken from Shaw in September.
Morrell’s move is to consolidate its Grocery
Products diviston at Gever. Morey. Ballard,
which now handles its Broadeast Canned
Meat division. billing some $500,000. Shaw.
whose estimated billing for 1962 wax $9 mil-
lion, will continue to handle Morrell’s na-
tional advertising for Morvell Pride fresh.
smoked, and canned meats. plus several re-
gtonal camnpaigns on the brands.

DDB proving training ground: Second
group of creative execs have left Doyle Dane
Bernbach to form own agency called Jacobs
Gibson Vogel (first group helped form Papert
Koenig Lots three vears ago). Prinetpals arve
Cay Gibson and Murray Jacobs. copy and art
heads of DDB’s sales promo dept. for eight
years, and H. A. Vogel. former DDB uc-
connt exee. With hgs. at 1 E. 42nd St. in
N. Y.L JGV starts operations with Frank Lid.,
Holand House Tobacco. Durban’s Denicotin
Toothpaste. Weber Briav Pipes. and Tlattie
Carncgie Perfuimes. New agency won’t woo
to take in other present DDB decounts. JGV
is atming at companies that feel they're too
sniall for the top creative ageneies, promising
“to bring fresh creative thinking to accounts
in the $100.000-8500.000 range. where itU's
heen hard to buy.”

Moore joins Standard Oil: Ellis O. Moore,
formerly v.p. it charge of press and publicity
for NBC, will join the public relations depart-
ment of Standard Oil (New Jersey) m a
seiior position in the ereative services gdivi-
ston on 3 Septeniber.

Top of the news

in tv/radio advertising -
{continued) ’

Desilu star rising again: After a few years
of doldrums, Desiln seems headed toward
heights of its early success. when it was busi-
est production house in tv. Company has li-
quidated all bank indebtedness since end of
last fiscal year and is br strongest financial
position in its Instory: based on anticipated
results of Desilu-owned network shows and
of sales in field of domestic and foreign syn-
dication, company feels operating profits for
full year represent beginning of its best vear
to date. During cwrrent fiscal year Desilu
will have three of own series on webs—
Glynis and Lucy Shoiw on CBS, and full-hour
Greatest Show on Earth on ABC— and has
already set firm deals for five half-hour pilot
sertes aimed at 1963-°64, all to be financed
by sponsors and networks. Lever Bros.. via
J. Walter Thompson. and General Foods, via
Young & Rubicam, will cach finance two pi-
lots, and ABC will finance pilot for projected
Joe Sent Me skein. Destilu is also close to con-
cluding deals for at least one other sponsor-
financed half-hour pilot plus two of same
length financed by networks, and is develop-
ing two of same length finunced by webs.
Also on boards is two one-hour projects which
may become web skeins without pilot produe-
tion. “due to talent involved.”

New posts at Dow Corning: Promotees in
the silicone company’s advertising depart-
ment arve Robert S. Bloor, who becomes man-
ager of electronic produets advertising;
Charles J. Lenz, who will serve as manager
of chemical products advertising: and Mau-
rice C. Hommel, who fills the new post of
manager of advertising stafl services. Bloor
joined Dow Corning in 1957, was previously
associated with Allis Chalmers. Lenz came
to the firm in 1953 as a market researcher,
joined the ad department as account super-
visor in 1959. Hommel has been a member
of that department since 1951, first as tech-
nical writer, then as account supervisor.

SPONSOR-WEEK continues on page 14
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Carol Johnson
WOMEN

Ed surphy S It pocks o friendly punch. Stroll down the street
" with Fred Hillegos or Carol Johnson or Deocon
Fred Hillegos Doubledoy. Wotch the smiles light up peoples’ foces;
NEWS

heor the known-you-oll-my-life greetings from totol

strangers.

This friendly attitude is for you, too, when these personalities

Joel

eceinics are selling for yau. And, that's why WSYR Radio is the

greatest sales medium in Central New Yark.
3 So you see what happens:
Personality Power = Sales Power far you in the
18-caunty Central New Yark area

Instant friends for what you have to sell.

Eiliot Gov

TIMEKEEPER N

“
>

!
’._3 Dannell

SPORTS

Richord Hoffmann
BUSINESS NEWS

~

Deacan Daubleday

FARM

Represented Nationolly by Alan Miloir
MUSIC John Groy

MUSsIC

b}

THE HENRY I. CHRISTAL CO,, INC

NEW YORK BOSTON CHICAGO
DETROIT * SAN FRANCISCO

g T Or I e m’l&"“‘- i i »
. o™ 2 A

e nr l”"— ; m' %3 't'-‘f" 9 .— 2 4 i )
5 KW - SYRACUSE,N.Y. - 570 KC

NBC in Central New York

SPONSOR 26 wtci'st 1963
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More integration in spots: Latest converls
are Ponds. Anacin, and Chock Full O Nnts.
which have integrated commercials in. or

completing. production. But with Lever Bros.
cooperating on Wisk and All detergents. aud
and with more to come. the giant step has
been made. Colgate makes no comment but
action ix laking place at Ted Bates, agency
for Colgate’s Palmolive Rapid Shave. Fal.
and other toiletries. One Palmolive commer-
clal uses a Negra in scene ou ship. Integrated
Fab spots are in storyhoard stages. Rhein-
gold. which has been focus of attention for
integriated sovial scene, savs iUs re-evalnating
its use of Negroes in all media. Many adver-
tisers are integrating print ads. Sterns, Rob-
ert Hall and others are daing it for the first
e, Negro model agencies report business
up. expect it to continue at fast pace. Book-
iigs are frequently Jor general vonsumer adl-
vertising and not just for Negro products or
publications as hefore,

Girl Talk chats on: ABC Films’ svndicated ny
series featuring catdlyvst Virgima Gralham
and a loquacious female panel will start tap-
ing shows for its second year on 27 Augnst.
\ceording to Henry Phu, ABC Fihs presi-
dent. Girl Talk is the first syndicated daytime
strip known to make it into a second year.
The first 20 weeks of new shows have heen
~old to the CBC to be aired on the full Cana-
dian line-up this fall; 17 UL S, stations have
alro signed np even hefore the ofhicial an-
nonncement of the show’s continuance. The
show featnres an ever-changing  panel of
prominent women discussing subjects of par-
ticular tnterest to females—and takes delight
i putting diametrically opposed women to-
gether without prior warning for resulting
flving fnre and feathers,

Big British sale: Despite tight (10-119, )

quotas on U.S. and other non-British film

in tv/radio advertising
{continued) 2

Top of the news

shows, L .S, distributors vontinue to score m-
portant United Kingdom sales. Among the
latest: Fonr Stae Ty International’s sale of
Burke’'s Law, an hour-long detective <how
starring Gene Barry. to three of Britain's top
v contractors (Granada. A-R. ATV). The
serjes )s due to premiere i Britain only two
weeks after its U.S. start on ABC TV 20 Sep-
tember. will be seen u all ke British com-
nereial v areas.

Ars gratia artis: AMany top tv personalities
are also anatenr painters, and a special show-
ing of such works will oon he available to
New Yorkers, With Goodsoir-Todman spon-
soring the event, an exhibit of talent paintings
ix due to open [0 September at the Down-
towir Gallery. with a special henefit preview
on 9 September, Included in the show: works
by Arlene Franeis, Steve Allen. George Ma-
haris. Jack Paar. Orson Bean. Fred Gwyie.

Hollywood remodels: Just ax many New
York legit houses were tahenover by v in the
carliest (|;|)‘.< ol hve telecasts, |'|n||_\\\nm]'s.
theatres are ulso getting a v look. Latest
to change s the El Capitan Theatre, whieh is
being remodeled ax “The Jerey Lewis Thea-
ter.” hhas been used, on and off. as a i
showease sinee the 1950~ bt the new over-
haul represents a complete face-lift for the

1903-61 ABC TV series with Lewis,

New Nielsen partner: Late last week. Es
gnire. magazine publisher and edocational
(ilm producer, and A C. Nielsen annonieed
a joining ol forces i a new electronie data
processing conipainy  serving the magazine
pubhshing indnstey, 1o be known as Neadata
Services, The new compamy’s facilities. for-
merhy operated as an Esquire division. will
remain in Boulder Civ. Colo. Ters of the
Ll':ms;n'liuu were nol annonneed.

SPONSOR-WEEK continues on page 43
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GROUP W MEANS HISTORIC PRECEDENT

A BROADWAY
OPENING
ON
TELEVISION

This fall television audiences in Boston, Baltimore, Cleveland,
Pittsburgh and San Francisco will share with the opening night
theatre audience in New York an unprecedented excitement. On
opening night, all five stations of Group W—Westinghouse Broad-
casting Company —will present a telecast of the William Hammer-
stein-Michael Ellis production of “The Advocate.” a new play by
Robert Noah. starring James Daly. "The Advocate' has been
selected by the American National Theatre & Academy for presen-
tation this October at the ANTA Playhouse. m For the first time a
telecast will coincide with the actual opening of a play on Broadway.
m Here is an event of major significance to the theatre and to tele-
vision. It is the result of a joint -
venture without precede]nt in GRUL"J e
broadcast and theatrical history. v s0a ene
For Group W particularly, it is a

journey into an exciting area...

onethatrepresents a new source

of programming for television. wsm




(OWARDLY PARENTS
SWEEP SEX TRUTHS
UNDER THE RUG

Parents are aware their child
is going to learn the “facts of
life” somehow. Parents also know
that it is far better for the child
to learn about sex in the right
way than the wrong way. The
wrong way can shock and harm
the child for the rest of its life.

Yet because of its delicate and
sensitive nature, many parents
behave in a cowardly way about
giving their child this vital infor-
mation, telling themselves they
will do it some day. But this day
never comes, and the result often
is that the child grows up with a
guilt complex, thinking sex is an
evil thing.

PARENTS: sex truths need no
longer be “swept under the rug.”
The new book for children WHY
AND HOW | WAS BORN tells
the facts frankly, surrounding
them in the atmosphere of God,
Love and Family Life, THE READ-
ER’S DIGEST writes:

“The approach of WHY AND

HOW | WAS BORN to this
difficult problem is most im+
pressive, combining as it does
straightforward, unevasive
information and a larger
frame of reference which
makes sense to children.”

Thousands of parents have ex-
pressed their thanks for the nat-
ural way children accept without
shock or embarrassment the sex
truths in WHY AND HOW | WAS
BORN. As a result of reading the
book, children have greater love
and respect for their parents.

PARENTS: the most importont thing
youv con do for your child is to settle
its mind NOW on this vital mafter. De-
loy moy be dongerous to your child
ond to you. Nor ore stroight biolagical
focfs by themselves enaugh; indeed
they moy prove hormful. WHY AND
HOW |1 WAS BORN inspires ond up-
lifts while it informs. To get o copy,
send $2.75 with your nome ond od-
dress to The Partnership Foundotion,
Capoan Springs, W. Va. Return privilege
guaronteed.

> Basic facts and figures
DATA DIGEST on television and radie

Ratings still are competitive weapon

Despite rumblings in Washington DC. and a public mea culpa by
some of the services, ratings still are potent weapon in the eyes of v
network sales offices. The latest research bulletin from CBS, for ex-
ample, breaks out the current Nielson report to show that guess-who
has the domiaut position in daytime network tv programs. By count,
CBS has 14 of the top 20 prograwms, with a ratings-span of from 7.2 10
4.4, Al of the top five shows are from Columbia:

Rank Program Rating
1 As the World Turns 14.4
2 Password 12.6
3 Houseparty 11.8
3 To Tell The Truth 10.3
5 Guiding Light 9.8

However. despite CBS™ boast, rival NBC is spurring its salesmen
with figures gleaned. via ARB. front some of that same CBS program-
ing. 1’s the NBC contention that only 257 of the CBS Morning Plan
audience are women: the four shows in the Plan are Calendar (not in
top 20); I Love Lucy, (15th), The McCoys, (14th). and Pete and
Gladys, (11th). NBC claims it has a 567 advantage in reaching
women viewers, and that CBS™ edge in homes delivered is solely due
to the traditional twflux of vacationing children to the morning au-
dience.

Here's

low the NBC figures are derived:

NBC DAYTIME PROGRAMS

Program 000 homes 000 women
Say When 2,690 1,800
Play Your Hunch 1,990 1,370
Price Is Right 3,140 2,730
Concentration 3,740 3,250
Average of
four shows ............... 2,890 2,290
Av. of four
CBS' 'ShOWS' e:pmmt imepan: s=a 3,340 1,470
NBC relative
to CBS .. .. =13% plus 56%

16
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»555 FIFTH|

BONANZA IS STILL NBC-TV'S OWN

Re page 31 of srosson issne 12
Anensl 63, dida't vealize Bonanza
went that-aswav. Wonder what the

Ceneral will say?
Tom Parrington,
WKY.-TV Oklahoma City

» Dogeone it! W should have
knowen that Bonanza was on NBC-
TV and not CES- TV

AUGUST
Flaherty Filn Seminar, 9th annual
seminar, Sandanona, Vermont (2:4-3
September)
Television  Affiliates  Corporation,
programing conference, llilton Inn,
S.an Francisco (26-27)
Board of Broadcast Govermors, heare
ing, Ottawa, Canada (27)

SEPTEMBER
Woest Virginia Broadcasters Assn,
annual fall meeting, The Greenbricr,
White Sulphur Springs (5-8)
Arkansas  Broadeasters  Assn,, fall
meeting, Holiday Inn, Neorth Little
Rock (6-7)
American \Women in Radio and Telc-
vision, educational foundation, board
of trustees mecting, New York (7)
Western Assn. of Broadcasters, an-
mial mecting, Jasper Park Lodge,
Alberta, Canada (8-11)
ABC Radio, regional affiliates meet-
ing, Pairmoant Hotel, 8.8 (9, Sher-
aton-Chiciago Hotel, Chicago (1),
Fontaineblean Motel, New Orleans
(13), St. Redis [otel, New York (17)
Radio Advertisine Bureau, manage-
ment conferences, The Homestead,
Hot Springs, Va. (9-10); The Hilton
Inn, airport, Atlanta (12-13); The
Holiday Inn-Central, Dallas (18-17);
Gideon - Putnam, Saratoga Springs,
N. Y. (23-29); O’llare Inn, airport,
Chicago (30-1 October); Rickey's

Hyatt Housc Hotel, Palo Alto, Calif.
(3-); Town House Motor Hotel,
Omaha (7-8); The Executive Inn.
Detroit (14-13)

Elcetronic Industries Assin, fall meet-
ing, Biltmore lotel, Nes York (10-
{.21)

Michigain Assin. of Broadeasters, 15t
amnmual fall convention, 1lidden Val-
ley, Gaslord (11-1.D

Radio-Television News Dircetors
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Letters to the Editor
and Calendar
of Radio/Tv Events

BROADCAST VS. PRINT WAR

Al of vour readers, incladimg
ToB, vst appland you lor expos
ing print media’s “anti-adyertising”
Auensl article
news-

campaigin. Yonr 5
disenssing mavazines” and
papers’ “hate” campaien agaimst
radia and television is exeellent. |
am sure it will get throngeh to yonr
advertiser and ageney readers ad
mahe them avware of many of the

-

Assn., 18th international conference,
Radisson llotel, Minncapolis (11-14)
t'CC Bar Assn., huneheon mecting,
National Press Clah, W.ashington,
D, C (12

National Academy of Telesision Arts
and Sciences, board of testees, Bes-
ety Wilshire tlotel, Beverly Tlls
(13-13)

American Women in Radio and Tele-
vision, southwest area conference,
Houston, Texas (13-15)

Nesw York State AP Broadceasters
Assn., banquet and business sessions,
Cran-View Motel, Ogdensburg (15-
16)

Louisiana Assn. of Broadcasters, con-
vention, Sheraton Charles  llotel,
New Orleans (15-171

Rollins Broadcasting Co., stockhold-
ers meeting, Bank of Delaware Build-
ing, Wilmington, Delaware (17)
American Assn, of Advertising Agen-
cies, \Western region convention,
Mark Hopkins Hotel, San Francisco
(17-19)

Advertising Fedcration of Amenica,
10th district convention, Commo-
gl(l))rc Perry lotel. Austin, Tevis (19-
American Women in Radio and Tele-
vision, southern area conference, Co-
lumbns, Ga. (20.22)

Florida Assn, of 8roadeasters, fall
conference and hoard meeting, Grand
Balhama land 21

Nevada Broadcasters Assn.. tst an
mitl convention, llotel Sahara, luas
Vegas (23-25

Assn. of National Advertisers, work-
shop, Nassau lnn, Princeton (26-27)
New Jersey Broadcasters Assiv, 15th
annnal  convention, Colony  Motel
Atlantic Cits, N. J (30-1 October
Georgia Aswsa. of Broadeasters, re-
gional  mectings,  Athens,  Rome
Thomaston, Abans, Statesboro «30)-
4 October
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Presantanons
dhont the

fallacies
hemye thrown al
broadeast media

Pt
the e

\s onge as tie agenaes and ad
thewr  research
the clfects of

verhisers  annvest
mones la mcasare
Hieiv advertising canpaigns on the
consnmier, they wall continne ta
I hieavils hroadast

media

npon the

Harry Spiegel,
Vice President
Television Bureau of Advertising
Research
New York

-

NEGRD BREAKTHROUGH IN SPORTS

KDIA of the San Francisca-Oak
land Bay arci has scored another
“first” as the first Negro-programed
station in the canntry to broadeast
a major sports series. This season,
we are carrving the entire plav-by -
pliny scheduale of the Oaklad Raid-
ers of the American profissional
foathall leacue.

With Bob Blomn of the KDIA
stafl at the microphone, KDIA
startedd the foothall sehedule with
Boston at Oakland 4 Ane., Denver
at Oakld 11 Ang; Oaklond s
Kansas Citv at Seattle, 17 \ng;
Ouklind vs. New York at Mobile,
A, 23 Ane: and Oakland at San
Dicgo, 31 Ang.

Other cames to bhe hroadeast are:
T Sept., Oaklind at Hooston, 13
Sept.. Boflalo at Oakland. 25 Sept.
Oukland at New York: 53 Oct., Oak-
Lnd at Boflalo; 1T Oct., Oakland ot
Boston: 20 Oct., New York at Oak-
Lind: 27 Oct,, Oakland at San
Dicvo: 3 Nov., Kansas City at Oak-
Lind; S Nov., Oakland at Koansas
Citv: 21 Nov., Oakland at Denver
1 Dece, San Dicgo at Oakland, S
Pec., Houston at Oakland: 13 Dec.,
Denver at Oakland

The Raiders promise 1a he ong
of the feaune’s top-flight teams ths
season with the addition of a new
coach, AL Davis and plaser person
nel such as Art Powell. ane of th
top affensive ends i pra foothall
and Proverh Jacobs, M- American
from the Universits of Cahfornia
Season ticket sales already are more
thau 3 above Last season

tgmont Soaderling.
President
KDIA-TV
Oakland

) Sce Spowsor’s 1963 N ezro Market
section, ths issue for nows from
other Nezro-omented stations



look South ... and you'll see 7}3

the land of

PLUS. .

Consistently High

Industrial Employment
and

Military Payrolls!

Year-in, year-out, TV-3 continues its growth with the
audience and the advertiser. In fact, no other media penetrates
the 66 counties in TV-3 land like TV-3. No wonder it’s the
“first choice” of local and national advertisers. People believe
in us, have confidence in us and depend on us. So can you.

WRBL-TV

Columbus, Georgia

CBS
TELECASTING FROM THE
WORLD’S TALLEST TOWER NBC
“1749 feet above ground”
J. W. Woodruft, Jr., Pres. and Gen. Manager
Ridley Bell, Station Manager REPRESENTED BY
George (Red) Jenkins, Dir. National Sales GEORGE P. HOLLINGBERY COMPANY
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' Interpretation and commentary
Y on most significant tv/radlo
and marketing news of the week

26 AUGUST 1863

New era of slick sophistication seems to be developing on radioc commercial front.

Purt of it stems from radio’s ability to reach specialized, rather than merely

mass, audiences. Part of it is due to the rising sophistication of US. audiences
N generally, reflected in today’s movies and some tv shows.,

In any event, niany new radio commercials are a treat to creative cars, Typical
are those of Sterling Forest Gavdens, a near-to-New York excursion arca. whose
commercials feature a tv-orviented “Preston Peacock™ who refers to NBC's multi-
colored oruithological trademark a~ “that imposter . . . he's just a black and white
bred.™

Some others: the minute nidio spots for Hebrew National's Hungarian-ty pe
food products (stuffed eabbage, ete.). which feature an actress whose voice is a
vocil double for Zsa Zsa: the summer-months spots for Cinzano Vermonth, which
feature boy-girl dialogues done in the manner of “Tom Swifties” (i.c.. “I prefer
Cinzano White Vermonth,” he said drvly).

v
Hollywood's great days continue to provide the basis for upcoming tv specials.

Having dipped into the footage of such sereen personalities and prodneers as

Greta Garbo, Rudolph Valentino and Darryl F. Zanuek—none of whom gave a
t thought to tv while making their movies— tv will spotlight the movie career of Cecil
B. De Mille on 1 December.

MGM will produce the show (with an assist from Paramount, which released
most of De Mille's films) as a 90-minute eolor special for NBC TV, Eastman Kodak
will sponsor, via J. Walter Thompson.

Two interesting sidelights: one of the film elips to be used will show De Mille
as an actor (in “Sunset Bonlevard.”™ which Billy Wilder produced): movies made
by De Mille during nearly half a century in Hollywood are estimated to have drawn
over four hillion paid admissions.

4
Color television is stirring up new interest among retailers in major markets.

As a result, National Retail Merchants Association is planning a special color
tv session at its major Jamary get-together. Working with the Television Bureau.
NRMA's Edward Engle. sales promotion manager, has Iined np Julia Lee of Wash-
ingtow’s Woodward & Lothrop to tell about the <tore’s use of color in commereials,

- e
The empire-building practiced by General Artists Corp. has hit some selling snags.

In the wake of the dissolution of MCA as a power in the talent-peddling field,
GAC snapped up n nuaber of MCA clieuts and MCA agents. Among other things.
GAC set out to become one of the major agencies in the tv-movie-hook-magazine
literary fields, and to become s power in tv packaging.

It didn’t work out quite as GAC had hoped. GAC's track record in selling
packages put together by clients has not been overly impressive. And. this month.
GAC began pink-slipping sowe of its key literary agents.

/20 atcust 1963 19




'SP ONSOR'SCOPE l (CONTINUED) .
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“Shades of loyalty oaths”"—ABC TV is keeping a tight reign on its new 100 Grand show.

With Section 509 of the 1934 Communications Act having been made law in
the fall of 1960, it’s now a crime to rig a quiz show. So ABC and Larry-Thomas
Productions, packagers of the new nighttime game series which debuts 15 September
are taking no chances.

All members of the production firm involved with thc show have signed afh-
davits ccrtifying they are familiar with Section 509. Additionally, contestants will
also sign a similar affidavit of familiarity with the law and stating that they have not
“engaged in or conspired with anyone else to violate the program’s integrity.”

'
Seven Arts’ source of feature films from Warner Bros. may not be closed off.

Warner Bros. is currently syndicating the first of its own packages of post-
1948 feature films, and there’s been much talk that it spells an end to more WB
product for Seven Arts, which has hitherto been distributor.

Seven Arts, however, is quick to point out two important facts: (1) Warner
Bros. and Seven Arts have a continuing relationship in theatrical films, with WB
distributing SA’s “Whatever Happened To Baby Jane” and involved in foreign
picture deals; (2) Seven Arts is rolling along smoothly in new package releases,
with “Volume VIII” planned for October release and built around some 35 titles
from 20th Century-Fox.

Said a Seven Arts source: “It all depends on how well Warner Bros. does with
its own packagc and how well we do with our new ones. If our success is notably
better than their’s, we may be back in the tv business together again.”

v
Special feature article on top tv commercial personalities can be read this week.

It’s in the 24-31 August issue of The Saturday Evening Post.

Article sets out to reveal that “some of the unknown faces and voices of actors
and actresses who work telcvision commercials earn upwards of $200,000 annually.
Also, there are nearly 75 relatively unknown performers who earn $100,000 doing
commercials.”

Situation which the Post pinpoints has stirred up another trend: with this kind
of money to be made in tv commercials, a number of big-name (or former big-
name) personalities—Claudette Colbert, Richard Denmning, Jane Withers, Zero
Mostel et al.—are currently to be seen as sales pcrsonalities.

With a day’s work in a tv commercial bringing as much (including residuals)
as $20-25,000 you’d be surprised how the I’ll-never-make-commecreials scruples of
a major star can evaporate.

\ 4
There's been a realignment of top promotion personnel at the WOR, N. Y. stations.

Now hcading all advertising, rescarch, sales promotion and p.r. for thc RKO
Genceral-owned am-fm-tv opcration in New York is Robert B. Beusse, who succeeds
Martin S. Flicsler, recently named v.p.-gencral manager of KHJ, Los Angeles.

Richard A. Fcleppa has been named sales promotion manager for WOR, and
David Krutchik has been appointed audience pramotion manager.
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New research service, Brand Rating Index, is being used by NBC TV as sales ammunition.
The service--subseribers to which include Bristol-Myers, General Foods, Ted
Bates, Y & R. among others —compares product usage among viewers and non.

viewers.

For example, BRI comes up with these instances forv International Showtime::
In viewing homes. 63.47 use salad or eooking oil three or more times per week:
non-viewers use salad or cooking oil 51.57

e
Post-war products are extremely important to Procter & Gamble, but. . . .

The company doesn’t forget the old ones. Latest annual report from P & 6
notes the role new products play in the company’s continued success.

At the same time, P & G says: “The pace of Procter & Gamble’s future progres«
will depend upon our continuing ability to improve our establizhed pronets and
to create new ones 1o serve homes and industry more effectively.”

P&C rarely drops a product, and only after broadcasting can no longer mov.
it. (Remember a liguid dentrifice called Teel?)

-

Filmex is making gains with its plans for European-based commercial shooting.

Deal has been signed by Filmex and Gamma Productions of Milan, Italy. Un-
der the arrangement, Gamma—a leader in theatrical film commercials in Europe
for Stock Brandy and other clients—will produce animated commercials for U.S.
advertisers and agencies in Italy, under the supervision of Filmex’ European pro-
duction chief, Everett Hart, ex-BBDO producer.

Gamma's work is not unknown to U.S. tv viewers; the Italian film firm produced
a series of animated commercials for Carling<’ Black Label Beer.

v
Don't just say ‘Hunt"—say “Hunt Foods and Industries,” asks the food processor.

Problem has arisen, says p.r. director John D. Kemp. because * ‘Hunt" is a
rather widely used name.” with “many individuals and other companies™ having
the word in their corporate titles.

Typical situation: H. I.. Hunt of Dallas markets food produets. but sell< them
nnder the Parade label and calls his company HILLH Prodnets.

More than one rep and station traffic department has had to check closely
when the name “Hunt” came up in spot campaigns.

\ 4
Interest in Broadway at American Broadcasting isn't limited to the company itself.

ABC TV director of program planning Douglas Cramer is author of a comedy.
“Whose Baby Are Youn,” now being performed at the Pionecr Playhouse in Dauville.
Ky.

Cramer has his eyes on Broadway for the show, perhaps even in the new season.
AB-PT, in plans announced a few weeks ago, is backing a number of Broadwav
productions.

/26 Aucust 1963
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Time, as well as the trend to self-service retailing, has outmoded many trademarks.

Television, with its’ emphasis on simple, striking packaging, has also made a
number of trademarks obsolete.

Meanwhile, trademarks continue to flood in to Washington for registration at
the rate of some 20,000 each year, according to a recent checkup by Mutual Broad-
casting System.

Says MBS of trademarks: “Each must be protected because the law states that
the owner of a trademark must exercise ‘due diligence’ in preventing it from evolving
by usage into a generic word or symbol.

One of the most diligent: Coca-Cola, in protecting “Coke.”

v
Russian-American rivalries recently caused a close ratings race in Japanese tv.

In the Kanto tv area (which centers on Tokyo, but whose total is 37 times that
of Tokyo’s 23 wards), A. C. Nielsen’s ratings for the week ending 28 July showed
the top-rated show to be a one-shot telecast of the famed Russian Bolshoi Circus (40.5
rating, reaching 1,769,000 homes), and the runner-up to be an overseas version of
Walt Disney’s hour-long NBC TV series (40.0 rating, 1,748,000 homes).

Programs in the 4th, Sth, 8th, 9th, 10th, 11th and 12th rankings were — and
this will be no surprise to those familiar with Japan’s fondness for U.S.-style sports—
professional baseball sportscasts.

\ 4
Do you know what the largest non-music segment of Negro-appeal radio programing is?

It’s religious programing.

A typical case: WMOZ, Mobile, Ala.

At this Edwin H. Estes-owned station, which operates from 5:00 a.m. to
6:30 p.m., there are presently 10414 hours weekly of Negro-slanted programing
in a market where 459 of the population is non-white.

Of this program total, 6014 hours is classed as music programing, and 35
hours weekly is religious in nature. The remainder includes news, public service.
and other program elements.

For further details of the multi-billion-dollar U. S. Negro market, and the air

media which serves it, see special supplement to this issue.
| 4
Market researchers in Britain are literally looking into garbage cans and refuse heaps.

It’s not as wild as it sounds. Associated Tele-Vision, a Midlands tv contractor.
has commissioned A.G.B. Research Ltd. to conduct a weekly “audit” of 1.000 British
garbage cans to sce what the typical housewife is buying.

A.G.B. Research is encouraging panel households to put discarded tins, packets
and wrappers in a special container provided for the purpose. From these. research-
ers will build a picturc of housewife buying preferences.

This information will be passed to British advertisers and agencies buying
time on British commercial tv, and can serve as a spot check on tv-created sales
resnlts,
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GREATER *

Wheeling-Steubenville l
Ohio Valley Market .

X GREATER
because WTRF-TV's
NEW TALLER TOWER
has replaced our
old smaller tower
Note these
impressive NEW
WTRF-TV market
area figures .

529,300 0
TV HOMES

$5,369,000,000
TOTAL SALES

It all adds up
to profitable

results for 1 ;
advertisers. ! { :’
For WTRF.TV I
availabilities, { )

call VP Bob

Ferguson or SM

Cy Ackermann, l {

B Area Code 304, { 4__\
. 32-7777. [l
National Rep., t \

‘;Ceorge P. A
t‘:!"‘w_ﬁollmgbery Co. /‘\

Equipped for network color

WHEELING, WEST VIRGI
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MAXIMUM RESPONSE

—that’s advertising efficiency. J

WBALTV.-BALTIMORE

“MARYLAND’'S NUMBER ONE CHANNEL OF COMMUNICATION'
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W

I I swere

running the

network again...

A commentary on

the birth, growth
and future of
television,
collected via a
tape-recorded
interview with
Sylvester L.
“Pat” Weaver
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F oAy ohe man cin embody the

husiness of television, that nun
is Svlvester L. "Pat”™ Weaver.

Currently head of the MeCanne-
Erickson outside-the-U. S, advertis-
ing empire, Pat Weaver looks at
today’s tv with a elear, eritical hut
hopeful eve.

In a recent tape-recorded inter-
view — presented here in largely
unedited form — Weaver talks
franklv ahout success and failore
at the network poliey level. From
unrivalled experience, he analy zes
the role of aveney and client, and
suguests where the most profitable
futire uses of the medinm may hie
The guestions and answer .

Q: You're one of the few peo-
ple who’ve held mnjor positions
al nzenry. clirnt aml neticork
Irvel. Do yon bhelivee there's any
common  gronnd where  these
three interests ran meet withont
rinshing riolently?

A: The interests of all three mnst

SPONSOR | 5 15t
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he operated with prof ,
knowledge of the three ficlds, In
fact, I've aly given eredit for tl

sieeess | had at NBC daring eiglt
program seasons to the fact that |
had been a client for nine vears
rimning one of the hiveest \

nies in the 1
vertising needs, and I had bee
h f a ageney twice, over
veriod of vears, runnime rado and
television  programing  tor 5
who had swider needs, as against th
period when 1 was a client
American Tobaceo Company . Then,
onr necds were not comparabl

the needs of the total industry |
- f N :
bout that
Q: Do you feel adrertising ex-
coeutives resist new tdens?
\: | started ont in radio, as
writer, n W het .



ON: HOW TO BE A TOP PERSON

“In programing and

management
start with what's good for the buyer:
knowing this has been iny seeret weapon®™

“*The trouble

you

ON: THE TROUBLE WITH PEOPLE

with most people in our

business is that they believe only one
way works and that the other does not”

“Tv has far from exhansted its advertising usefulne:

WEAVER continued

and so 1 knew what we had tried
out, what we needed. what we must
have. 1 had professional knowledge
from top management positions in
all of these ficlds to guide me in de-
ciding what could be done to help
business more usefully, which, after
all is the only place you're getting
any revenue.

If vou don’t know how to serve
the business interests—and most of
the inmovations 1 got started, 1
started by knowing what would be
cltective for advertisers, in spite of
the fact that many of them and
their agencies didn’t helieve they'd
work, but this is a matter of con-
flict of opinion in problem-solving
that goes on all the time. There's
hways a Aght going on between
those who want to go on doing it
the way they've heen doing it, and
those wha want to do it in a new

1y and the new way usually wins.

Q: There were, at the time you
were making your innovations.
those who protested that—for ex-
ample—you could’t put on a tv
Sh(n(’ at 7 a.n. I’l’c(llls(’ no one
would look. But easa’t there also
a major difference — and won’t
there alicays be this division —
beticeen clieuts who believe they
must retain control, and the net-
works?

A: No, I don't believe so. The
basic needs of advertisers vary
areatly. Some of them have great
need for program-association
values. Take somecone | worked
with, really from the beginning, at
Y&R—Jack Benny. Jack's success
as a salesman, in moving goods, first
for General Foods and then Amer-
ican Tobacco, was absolutely in-
credible.

When vou go to the magazine
concept, which is also extremely
valuable to many clients. vou lose
this. There should also be available

to big trademark advertisers. whe
have exploitation and promotio
nceds, program-association value
that have this explosive kind of sell
ing. And I think there always wi
be a need for that. Now there's n
conflict between that. and wme
chandising on a scatter-plan wher
voure getting circulation an
reach: vou're not having someon
associated with vour product.

These are different wavs of sel
ing but thev’re not mutually exch
sive. The trouble with people in ot
business is that they believe onl
one way works and the other dot
nof.

Q: Do you belicve there ai
many different wcays of selling o
television?

A: All the suecess T've had. an
certainly the first thing I'd do if
were back wholly and complete
in the programing business, wou
be 1o determine how close to utili
ing the full range of usefulness ¢
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ot not enongh is being done (o devise new forms ...

ON: WHY THE SPARKLE GOES FLAT

“What happeus is many people get canght
in the wmill and wind up not having the
Lind of job they probably rate on merit™

the medime advertisers were, and
what forms with new productivity
they could support. We then would
have increasing use and ncereasing
financial support for the medivm
from new sources hecause of new
uses Iy the advertisers, which would
enable the programing people to do
wore innovations, to do more cre

tive work.

This has alwavs worked this wan
m radio and tv, its alwavs a fight,
but the real problem s that the
present numagements of the net-
works are not advertising-oriented.,
whereas nyv management at NBC
was made up of cight or nine men
all of whom had nm the hig agen-
cies and had dane the programing
business i radio. \We knew our pro-
grams liad to make sense for the
wan who paid the bill. Our plans
were hased on serving the client.

Q: Was that alicavs in the best
interests of the netiwork. its af-
fiiates, and viewers?

SPONSOR 93
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\: There's no conflict hetween
what the client needs, what the
public needs, what  the
needs, what the nation needs. Man
aeement has to evaluate what the
various needs are, incliudmye the
needs of the ereative community
they ave needs, too.

But vou start witle the adyertisg
because that's where your money
mes from. They Y
theyre secondary, hecans
mn the thing—if vou're manage
ment—you're i the position of the
nu, Ochs or Sulzberger at the New
York Tunes., who said “We'll run a
great newspaper, and if we do,we'll
be supported by advertise

Of conrse, thes were ina

station

T &
| S Y

"t
tional bhosiness: in televisi

to Keep tryving to open ap mmew
tormis. And there are muany thines
which advertisers could have work-
ing for them which are not pre

entlv available, but which will be

ON: TYPES OF TYCOONS

“I°s always a fight, but the real prob-
lew is that the present management of
arcu’t

advertising-oriented™

Q: Can you elaborate on that
tast porne?

\: Well, tor anstanee
by air bhillboards. We swent into

voi cant
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Radio outlet’'s new sales slant:

Dallas pitch stirs N. Y. admen

with market facts

A NEw radio market presentation

is drawing more than usual at-
tention from Madison Avenue, Un-
veiled for the first time to both
agencies and advertisers in the past
ten davs, “Dallas, the anatomy of
a market,” has drawn such com-
ments sueh as:

“This is one of the most outstand-
ing presentations of its Kind ever
made. T am particularly impressed
with its qualitative approach which
really pinpoints audience. Research
matter mav not be absolute, but
neither is that from Nielsen, Pulse
or ARB. and it’s every bit as re-
liable as theirs. The manner of pre-
sentation is new and unusual, in
that it tries to mterpret data in

Sparking new presentation

Guiding spirit of new Dallas market pre-
sentation is that of KVIL's Esther Rauch

terms a potential buyer would be
interested in,” savs Douglas Burch,
media director of P. Lorillard.

From Dick Shepard, media
broadcast supervisor at MeManus,
John and Adams. “A presentation
that that will he of great value
both to sponsors and to agencymen.
It scemns to be a sincere attempt at
defining a market which clearly
necds definition. Ratings often fail
to show that a stationr can and is
reaching  important,  specialized
segments of the public; this kind
of market research brings to light,
what ratings ignore. They've done
a wonderful job of it.”

Created by Esther Rauch, sales
development  director at KVIL,
Dallas, for the station, the presenta-
tion includes data on five areas:
popnlation, economic growth, social
data, marketing, and audience re-
search. A sixth part tells about
KVIL, its programing, production,
commercial policy and results.

In dcfining the Dallas area, two
different means have been used.
They are the eight geographic di-
visions used by the Dallas Power
and Light Company and the Postal
Zone Guide which is used for re-
finement of demographic data.

Utilizing the 1960 Census figures,
the market study gives detailed
breakdown of growth in ecach area.
With this as a starter. full details
of new dwellings constructed  as
compiled by the University of Texas
Bureau of Business Research, in-
cluding the average cost per dwell-
ing unit, show growth since 1960.

Income analysis is based on the
Dallas Power & Light districts. and
then for cach of the Dallas postal
zones. the average number of fam-
ilies and average income are re-
p()rt(‘d.

To relate growth to other popu-
lation characteristies, medianschools

vears for each of the counties is
added, together with breakdowns of
various ethic groups.

Further, data is provided on car I
ownership in the Dallas market, in
addition to the number of grocery
outlets of four major chains in each
of the postal zones.

With a composite picturc of the
various areas. the KVIL study then
notes a number of audience studies
it has prepared coinciding with the
previous information shown. Two
of the studies were conducted by
the Merchants Retail Credit As-
sociation among differing income
groups: $35,000 and over and
among the $4,000 to $8,000 income
familics. The third study covers re-
sponse from listeners for a diet
booklet while the fourth study deals
with attitudes and habits of students
on the Southern Methodist Uni-
versity campus.

The purpose of the first study was
to determine relative popularity of
radio stations among thc upper-in-
come group in Dallas and used
2200 named in the top rated “I”
credit classification people general-
Iy 40 to 60 years old. The second
survey by the association was con-
ducted in their “V” classification,
people generally 23 to 30 vears old,
with the $4.000-88,000 income.

The third study on the booklet
response was tabulated directly to
the Postal Zone system, and pin-
pointed KVIL's appeal in particular
income groups. Again, data was
shown for each zone. enabling the
station to provide advertisers and
agencies with information related to
the various other breaks previously
cited.

Through the use of a multi-col-
ored plastic overlav, the advertiser
is able to tell at a quick glance
where the station is strongest or
weakest. by income and other fac-
tors.

The eoncluding section reports
on KVIL’s commercial policy, in-
cluding the number of announce-
wents allowed, its one-rated policy,
cte. The station also expresses its
belief in editorializing. presenting
examples of the tvpe of material
used. Other reports include infor-
mation on news, stock market re-
ports, music. and in conclusion. ad-
vertisers and agencies using KVIL
are cited under a section titled “Re-

sults.” v
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Boy-and-dog formula succeeds

Five-part  Lassic cliffhanger televised in the 1962-63 season boosted  the veteran show's
nation.d ratings, but the regional ratings varied from a 25 to a 43 in special ARB sty

'VIEWING VARIES REGIONALLY

e —

Do favorite program types vary in
diffcrent parts of the conntry® Dr
Jolm R. Thayer of ARB has prepar-
ed an analysis of program prefer-
ences  for sronson by redion.
Among interesting findings: Action
Adventnre shows get bot a 237
andience share in the Northeast
acainst @ 34% share in Fast South
Central States. On the other hand,
Westerns get o 259 share in the
Middle Atlantic States, in eompari-
son with a 0% share in the West
South Central arca (sce map p. 32

SPONSBR 26 stcrst fand

By DR. JOHN R. THAYER
T'echnieal director of Market Reports and
Spectal Tabulations, ARB

\ critical apalvsis of all nighttime
program types shows an anaving
sintilarity between likes and  dis
likes of TV viewers from one section
of the coonmtry to another. Tastes
are similar—hnt not alwavs.

L an attempt to develap a na
toual “profile” of progrim tyvpes
all mighttime network TV programs

G:00 P\ to 11:15 ML New York
time)  telecast during the ARB
February-NMareh surves period were
analyzed and  classified  according
to content. While a very small nnm-
ber of provrams defied classifica-
tion, all of those analvzed (99) fell
casilv into one of the following
categories. The few “specials™ and
Snclassifiables™ were  disregarded
for purposes of this stady since
their total mimber was of no great
consegnence. The progran ty pes

the

mimber

within  each

developed  and
shows  falling
were

Action Adventire

A

L

( “;IIII’PH s Drama
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VIEWING VARIES

continued

U. S. Burcau of the Census. Within
cach of these regions, three markets
were chosen, cach containing three
commmereial  stations  representing
the three networks (See Figure 1).
Only “3-station” markets were con-
sidered; therefore, Alaska and Ha-
waii were climinated since there
are no 3-station markets in either
state. In each of the nine regions,

For example, let’s say that at 8
PAl in the Market “X” metro arca.

60,000 of the 100,000 TV homnes,

have their sets tuned to one station
or another, and that 30,000 of these
are viewing Station “A.” This means
that (1) 60% of all homes have
their sets in use, (2) 30% of all
homes [rating] are tuned to Sta-
tion “A.” and (3) 30% of all viewing
homes {share] are tuned to Station
AT

At 11 PNL however, let's say that

Dr. John Thayer

A technical direetor of market reports and
special tabulations for the American

thetieal average within some of the
markets. However, the overall aver-
age for “all types combined” for
the total U. S. was very close to the
33i5% average (See Figure 2).

Still thinking in terms of the
entire U. S, and using “20” as the
average rating, and “33” as the
average share, it is very easy to
determine those program types
where the viewing audience was
“above average” and “below aver-
age.” In relation to ratings, this is
the rundown for the 19 types in
(uestion:

Aboce atverage

Audience Participation
Cartoon Comedy

Children’s Drama
Comedy Variety
Feature Films

Game Panel

Ceneral Drama—honr
General Variety
Music Variety
Situation Comedy
Westerns

Research Bureau since 1960, Dr, Thayer
was previously a produecer-writer with
Comstock & Company in Buffalo, New York.
While working toward his doetorate in
television and radio, he taught speech at
Ohio State University from 1956 to 1939.
and was with WCSH-TV, Portland, M:ine
from 1934 to 1956. Dr. Thayer is married
and the father of two children. 1e is an
amateur photographer and hi-f buff. ITis

the markets were chosen (1) as
far apart geographically as possible,
and (2) with the least possible
amount of competition from neigh-
boring  markets  which  “share”
metro viewing in the areas under
study. In three regions (New Eng-
land, East South Central and Paci-
fic), all existing 3-station markets
were studied sinee there were only
three such markets in cach case.

Because of apparent scheduling
probleins, programs were sometimes
not telecast at the same time from
market to market. This mayv have
cansed an overall increase or de-
crease inoa given program’s audi-
ence had it been telecast as sched-
uled in the original network lineup.

For purposes of this analysis.
hoth rating and sharve of andience
data were compiled. While rating
dita are extremely valuable tools
i determining  competitive  pro-
graming trends, they do not tell the
complete story, the reason being
that a rating is alieavs caleulated
using the same “base”—total wmetvo
TV homes. A share, on the other
hand, has o constantly  changing
base—total metro TV sets in use at
the specified time in question.

30

favorite television program: “Bonanza.”

the sets-in-use figure has dropped to
40,000 (40%). At the same time. the
viewing audience to Station “A” has
dropped to 20,000 (20%). \While
the rating, then, has dropped from
a 30 to a 20, the share has remained
the same—30%—sinec 20,000 of the
40,000 viewing homes are  still
watching Station “A.”

An  examination of Figures 2
through 11 shows that the average
rating for cach program type is also
accompanied by the corresponding
share which that rating represents
1o the whole (total viewing audi-
ence).

All things being cyual, the aver-
age share for all program types
combined within cach Census Re-
gion hypothetically  would  have
been 33%% sinee 3-station markets
were used in all cases. However
sinee (1) there was a small amount
of viewing to “outside”™ stations
within some of the markets, (2)
some of the programs were not
shown at their regularly scheduled
time, and (3) a small number of
“speeials™ and unclassifiables™ were
not included, it will be noted in
Figures 3 through 11 that there was
a slight variation from this hypo-

Below average
Action Adventure
Crime Detective
Documentary
General Drama—half-hour
News
Public Affairs
Sports Events
Suspense Drama

The same general trends oceur-
red in the case of share of andience
data, with three exeeptions—Car-
toon Comedy, Music Variety and
Situation Comedy. The average
shares for these tvpes either equal-
led or were slightly lower than the
average share for all types com-
bined.

The one program type which
scemed to shine somewhat brighter
than most others was Children's
Drama, with an average rating for
all 27 markets combined of 33, and
a share of 37% This partcular type
will be discussed in detail in later
paragraphs.

[Editor's Note: During the period
surveyed by Dr. Thayer, Lassie,
the only program included in this
classification, ran a five part series
titled “Journey.” The servies attract-|
ed vnusnally high ratings for the
show. For further information on
the series, see Spousor, 3 June 1963,
page 26.] continued
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- Comparison of nighttime network program types by census regions -« =
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FIGURE 1

TV MARKETS STUDIED BY U. S. CENSUS REGIONS

{\\smuir«
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PACIFIC

SACLAMENTO-STOCK TON

San DIEGO!
°

MOUNTAIN

i

WEST SOUTH CENTRAL

How ARB divides U.S. into viewing regions

Study on which this article is based used nine major U.S. regions, and within each three selected markets to give cross-section of 27

VIEWING VARIES

(continued)

Comedy Variety (Red Skelton,
Jack Benny and Jackie Gleason)
made an exeellent showing, too,
with a 31 rating and a 46 share in
all markets eombined.

General Variety (Garry Moore,
Jack Paar and LEd Sullivan) man-
aged a rating of 26 and a corres-
ponding share of 43. Close on its
heels were feature fibns (Monday
Night at the Movies, Saturday Night
at the Movies and Sunday Night
Movie) which were credited with
a rating and share of 25 and 36
respectively.

The remaining tvpes with “above
average” ratings were very similar
to one another:

Ceneral Drama—hour—(rating,
21; share, 33). tere were ineluded
programs such as Ben Casey, Dr.
Kildare and Dick Powell.

Westerns (rating, 22; share, 34).
The ten programs analyzed here
included the familiar Bonanza,
Cnnsmoke and Rawhide favorites.

Sitnation Comedy (rating, 22;
share, 33). This particular category

32

T

COLOR DO STINGS. PSLO

WEST NORTH CENTRAL

Le
SHREVERCRT

AN ANTONIO
.

elaimed more shows (22) than any
other program type . . . shows like
Andy Griffith, Dick Van Dyke and
Mister Ed.

Cartoon Comedy (rating, 21:
share, 32). The two programs mak-
ing up this type were The Flint-
stones and The Jetsons.

Audience Participation (rating,
23; share, 39). The Price 1s Right
and Passwcord were analvzed here.

Game Panel (rating, 23: sharc,
38). This tvpe included old-timers
such as To Tell the Truth, 've Got
A Seeret and What's My Line.

And finally, Musie Varicty (rat-
ing, 22; share, 33). This type was
made up of Perry Como, Andy Wil-
liams, Sing Along awith Miteh, and
Lawrence Welk.

Going in the other direetion Pub-
lic Affairs reeeived the lowest aver-
age rating in the 27 markets an-
alvzed. Figure 2 shows that its rat-
ing was 8 along with a eorrespond
ingly low share of 16. Meet the
Press, Brinkley's Journal, and CBS
Reports were among the progranis
falling into this ecategory.

Also, “below average”™ programn
tyvpes included:

EAST_NORTH CENTRAL [A\

S
i

GRANG RAPIDS -KALAMAZOO
— =}

CHATTANCOG A

|

EAST SOUTH CENTRAL

® ATLANTA

NEW ENGLAND

PORTAND T, AASHING TON
.__(\ -
BOSTON
A

ALANYSCHNCTADY-TIOY g ROVIDENCE

waofT

%Y

®> PHILADE(PHIA

MIDDLE ATLANTIC

SOUTH ATLANTIC

MIAMI

Documentary (rating, 12; share,
33). Circle Theatre, Winston Cliur-
chill and Twentieth Century were
included here.

Sports Events (rating, 13; share,
26). Making up this type were
Wide World of Sports and Fight
of the Week.

News (rating, 13; share, 32).
This program type enjoved a some-
what higher share than did other
program types with similar ratings.
Represented here were programs
such as IHuntley-Brinkley, CBS
News, and Ron Cochiran.

Ceneral Drama—half-hour (rat-
ing, 14; share, 22). It is interesting
to note a substantial 7 rating-point
differenee between half-hour and
hour versions of General Drama.
Some of the programs falling into
this eategory were Loretta Young,
The Lloyd Bridges Show and G. E.
True.

Crime Deteetice (rating, 18;
share, 29). The hour-long shows
making up this type ineluded Un-
touchables, Naked City and Perry
Mason.

Action Adventure (rating, 19;

(Please turn to page 59)
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Local retailers score big in
' ambitious prime-time revue

Group of shopping-center merchants make
first and full use of Omaha tv
with show saying ‘thanks’ and ‘come on in’

oG retatlers into tvoisn’t casy. anter named Countryside Village Onmaha woma
One reason: the tyvpe anel posi- Ihe vehicle was o one-hour
tion of time that's usnally available I s of O asha tv tal
is hmnited ent. The show went on lhe, (not
However, an unusual prime-time ve-on-tape ), between 9 and 10 (
presentation in Omalia, Neb, shows  pane on a Thorsday night, carly 1
there's still voom for imagination in this month
merchundising at  the local and e produe station swis
redional level. KETV, ABC TV afliliate in Omaha
Clients were a gronp of mer KETV picked up the showcease
chants who make up a shopping idea from a bhesvy ol strong-minded

Hour-long show is test of station's production facilities
Fifty performers were involved in professional showease requirn (Tes Ko T t

P




Everything goes well on “The Night”
Station's decision to bump prime-time net programn was justified hy success. ( Below)
Children’s personality “Crackers” helped to promote amiversary sale for merchants

Local Retailers continued

of the Village Merchants' Associ-
ation who sct up a meeting of all
retailers in the center.

The Villages 10th anniversary
was upcoming, and retailers agreed
to celebrate by cooperative sponsor-
ship of Countryside Capers. In ad-
dition, the hope was that a local tv
spectacular could help broaden the
center’s trading area,

Meanwhile, back at the station,
producer-director Pcter C. Kouris
was putting together a show which
evolved (despite its pastoral title)
into a song-and-dance tour of musi-
cal Broadway.

Carrying the beat along were a
13-piece band, 16 dancers, six sing-
ers and eight assorted performers.
Facilities were stretched on the
night, in a two-studio, four-camera
relay,

Prior to broadcast, the station’s
film crew also was called in to pre-
pare three two-minute commercials.
Cameras went on tour of the Vil-
lage’s stores, giving merchants the
chance to thank their cnstomers for
a decade’s patronage. The KETV-
lensed film spots also got in visual
plugs for some of the center’s assets,
such as easy and plentiful parking
space.

Anmniversary sale included

Tied in with the show was an
anniversary sale, which in part was
promoted by Crackers. the station’s
children’s personality.

How did it all turn out® There
were record crowds at the shopping
center,

More haportantly, in the view of
association  official  Mrs. Donald
Krug. three-quarters of the sale
customers were people from outside
the area

“This is what we want,” she said,
“New faces. All had good cominents
on our show. Of course. because we
all held real sales with genuine bar-
wains, we didn't make money. But
we're thinking ahead to the future.
Manv of these first-time customers,
now that they've bheen introduced to
our informal atmosphere. are bound
to keep coming back.”

KETV reports that, though this
was a first-ont tv venture for the
merchants, prospects are good for
shmilar exploitation in the future. ¥




Data on spot tv expenditures

now more complete, covers more stations

Rorabaugh maps spot strategy

ue battle for research supremacy
Tnn competitive Spot TV adver-
tsing expenditures is getting hotter.
N. C. Rorabaugl recently announe-
ed a new and expanded reporting
service due 1 Januarv—the same
date that Broadeast Advertising Re-
ports expeets to have its new daily
audio tape operation in full swing,
Here's how  the battle
dravwn:

BAR's primary function is to po-
lice tv station performance, to check
on the aceuracy of station affidavits
relating to the broadeasting of spots
by specific dates and times, and to
check on other infringements such
as triple-spotting or adjaceney of
competitive brands. BAR has been
performing this function on a spot-
cheek basis in the past (one week
per month in ungor narkets, sin
ar cight weeks per vear in ather
smaller markets) but now proposes
to monitor 236 stations i the top
7 markets every dayv of the vear
With this store of monitored data,
BAR intends to offer, as a by-pro-
duct service, competitive Spot TV
expenditure data sometime in 1964
It is this Latter area only that BAR
and Rorabaugh will be competitive
neat vear.

Rorabaugh, veteran in the spot
reporting field sinee 1939, depends
on ty stations to cooperate with him
bv reporting their spot schednles.
For abvious reasons, he cannot and
does not engave in policing of sta.
tion performance.

There are many advantages to
stations — cooperating  with - Rora.
haugh, Thev receive a free sub.

lines  are
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seription to the “Station Edition
of Rorabaugh Report which, start-
me in B96L will give them a de-
taited anahvsis of their individual
share of market in terms of the
number of Spots and program,
pliced by each account en each
station. Since cach account can be
quickly translated into the name of
anagency aud a specific time buver
stations can pin point their sales
cfforts where they are most needed
Avencies use Rorabaugh data in
the basie functions of determining
competitive  advertising  weight
media selection, and allocation of
spot_dollars by market. Since ad-
sirtisers Trequently seek to meet
or surpass the efforts of their com-
petitars, ageney use of Rerabaugh
data serves to promote spot tv bill
ings. Abo, Rorabaugh s the e
clusive source of all spot tv figures
used by TvB in their advertiser
sales presentations, and all stories
released by TvB to the trade press
Rorabaugh expects to outshine
BAR in the competitivee Spot TN
data fickd on three counts
P Lxperience: Rorabaugh has heen
producing Spot TV expenditure re-
ports Tor avencies and the Tele
vision: Burean of Advertising s
fanuwary 19536, He  produced  his
first Spat TV reports, wathout ey
penditures, back in 1945 when there
were onlv 19 statioms on the air
He has a long-standing reputation
for keeping promises, not allowing
stativtreported  data to be used
against them, and for getting out
his reports comsistenth on tin

‘\.l

Audrey Heane

PHOTO

Yeteran spot tv researcher
\
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RORABAUGH continued

Part of this reputation is due to the
fact that Rorabaugh has been fully
automated for several years, and
that all of his data processing is
performed by A, C. Nielsen.
» Completeness: Rorabangh pres-
ently covers 330 stations in 220
markets, claims to have just signed
up 10 more stations bringing the
eoverage of his next issuc to some
390 stations in 250 imarkets, and
cxpeets during 1964 to cover all
stations in all markets. In other
words, Rorabaugh expeets to cover
approximatcely 4,000,000 hours of
station time per year.
p Cost: Whereas BAR collects its
data by an expensive procedure of
tape recording the stations, Rora-
baugh gathers his information from
station reports based on copies of
their monthly invoices to the agen-
cies, a far less costly procedure.
This is clearly reflected in the sub-
scription rates of the two services
for agencies. Maximum cost  at
Rorabaugh is $8,000 compared to
about $40,000 at BAR. (Thc indi-
vidual cost to an agency depends on
the size of its total broadcast bill-
ings.)

Rorabaugh's recent sales record,
in one month, has been impressive.
About 25 agencies (see list) have

already signed up for his new oper-
ation, including several BAR agen-
cies such as Compton, Benton &
Bowles and SSC&B. Right now the
Rorabaugh firm has about 30 differ-
ent agencies (plus several brand
offices ) using its quarterly expendi-
ture data, but the new system is
so different that agencies have to be
sold all over again. The cost hike
is rather small, according to “Duke”
Rorabaugh, president and founder
of the firm.

The purpose of the new report,
according to Rorabaugh, is to pro-
vide at reasonable cost more com-
plete and more accurate competi-
tive spot tv schedules and expendi-
tures; also to present the data in
such a way as to make the whole
thing simple and cconomical to
cach subscribing agency when fac-
ed with a need to fill the spot tv
informational needs of all his elients
—Dboth present and future.

Rorabaugh claims that usc of the
ncew contents and format will result
in considerable savings of clerical
time, effort and cxpensc at the agen-
cics, rep firms, and stations.

The basic changes represented by
the Rorabaugh report are:

) Data in the report, though still
issued quarterly, will be broken
down by individnal inonths of the
quarter. Rorabaugh maintains that
well over 90% of all competitive

RORABAUGH CUMULATIVE EXPENDITURE SUPPLEMENT

{Issued Quarterly an a Supplement to the Basic Rorabaugh Report)

SPOT Tv EXPENCITURES (2dd DO}
SPOT TYPES TIME CLASSES TOTALS
1 no. no.
PROOUCT CATEGORY { WONTH | STAS, | NATS. a [ 1 (4 o E LR L) QTR | Com,
CLEANERS & CLEANSERS I |
leate-Paloolive | |
|
AJat Inn. ] 2 1.1 1.1 1.1
| Feb. ‘ 3 1.4 0.6 1.1
War. 4 3 L1 1.t L 33 349
Apr ] s 25 2.3 2.%
way 6 s 2.8 1.5 255
| June 6 (3 10 3.0 a0 8.0 |1L3
Practer & Onmble I ' \ |
ur Clean Jan. | 10 9 a0 | 4.0 | w0
Pebd. 10 8 4.0 | 4.0 40
uar 12 12 5.0 5.0 5.0 [13.0 |13.0
AT 12 12 5.0 5.0 5.0
uy (] s 3.0 3.0 3.0
Ete June . - - - - 80 |21d
\/,\/ |
EXPERDITURES
LEGEND A - §0-90 Gee. Announcrmets 0 - Oay Mullnrs shoen are
* B - 2-30 Sec Bresks £ - Early Fve. to pesrest $100
1 - B-10 6rc (/2 N - Prise Mgt Pr evmaple:
P - Prograss L - Late Night

* A new refincacnt nt dats
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2.5 $7.500

expenditure reports prepared by
agencies for their advertiser clients
arc produced either quarterly or
less frequently such as semi- an-
nually or annually.

P Arrangemnents have been made
to spot check the accuracy of sta-
tion reports and to improve brand
identification, via monitoring serv-
ices and verification studies in co-
operation with representatives and
agencies.

p Monthly and quarterly individ-
wal brand schedules and expendi-
tures will be grouped by product
categories, and, for the first time
in the published report, such data
for cach brand will be broken down
by markets and stations (see chart,
page 37).

Many advertisers and agencies
scem skeptical of the feasibility of
BAR’s competitive new research
proposals.

Other points agencies believe
favor Rorabaugh: Although BAR’s
proposal wonld supply much more
data (for the 75 BAR markets),
there is the question of whether
the added knowledge of the broad-
cast time and specific commercial
that appeared, plus the weekly
breakdown, is worth the substantial
cost difference.

Also some agencies feel that they
want to keep alive competition by
sponsoring both. At the same time

A cumulative report

Published separately cach guarter
will be an accumulation of brand
expenditures by individual months
and quarters throughout the
calender year. Expenditures,
broken down by types (announce-
ments, breaks, identifications, and
programs) and classes of programs
(day, carly evening, prime night,
late night), are shown for all
competitive brands, arranged by
over 150 product categories. The
“cume” report will be available to
ageneyv subseribers at a

nominal additional eost.
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one can act as a cheek or a come
plement to the other.

The similar break dates faor the
rescarch services o the two finns
is comeidental, Althoueh BAR an-
nonneed its plans several months
avo, Rorabaueh has bheen workmg
on his new svstem for even longer.

Rorabanel’s clumee of research
deptls and technigue was an ont-
gronth of requests by a number ol
agencies for faster and more com-
prehensive data on wlhat their com-
petition was doing, Those agencies
which expressed current and speci-
fic needs were: BBDO, Ted Bates,
Cumminghamt & Walsh,  FWR&R,
NKemvon & Eckhardt,  NMeGCin-
Erickson, Nornum, Crag & Kum-
mel, and J. Walter Thampson.

An additional serviee under or-
ganization by Rorabaugh would
give agencies fast monthly inforny-
tion on wlat certain campetitive
products are doing i Spat TV
Thir systenn is designed to supply
data on cither new prodoets test-
e Spot TV or established hrinuds
SLITEINY New GHupaigs.,

\cencies knows, from a variety of
sources, when o new product is
being tested or when a new cam-
paign cets underway for an estab-
lished  Dbrand. savs  Rorabangh.
What the agencies generally do not
hknows s the extent of these tests
and pews campaigns—the markets

Detailed analysis

The main part of the report
consists of detailed market and
station analysis of the monthliy
and quarterly spat tv sehedules and
spat tv evpenditures of all
competitive brimds i all prodnet
categones.

In other words, this seetion
(i addition ta providing data on a
monthly and quorterly hasis)
combines three sections of the
present Rorabaugh Report with
individual brand detail reports,
which in the past were sold
separately by individnal categories.

SPONSOR 26 avcusT 1963

- 000

and stations used, and  the actnal
sehedules.

Rorabaugh will atteapt to ol
leet thas type of data from station
representatives, and pas them 924
adday ton the clerical work i olved
Sinee the records ol the station reps
do not identifs products which are
testing or starting e campaigns
A monthly list ol products agencies
checked  will collected
Irom the agencies, They will be
combnred into a single st and sent
to the reps with a reportnne forme

Representatives will be ashed to
send in their reports one week after
the close of cachr reported month,
at which time they will be
sembled by individual prodocts,
quickly reproduced, and delivered
to agencies. Each agenev will re-
ceive and pay for only the bramd
reports wWhich it ordered. The cost
would ron approvimately $10 per
brawed report times the number of
brands the agenev wanted checked
(This cost is based on an actual
test whereby Ted Bates supplied
its list of hrands to be cheched, and
Blair- TV provided the answers on
a Rorabaugh reporting form.)

Subscribers to the  Rorabanel
Report would be able to use this
service only when and if they need
it. It would not he a part of the
recular contract.

(Continued on pace 39)
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MAJOR AGENCTES NOW

SIGNED FOR FAPANDED NEW

ROBRABALGH SPOT 11 PORT

Batten, Barton, [Durstine ¢
(Dhorn, Ine
Ted Bates & Company, Ine
Benton &= Boweles, Ine
Compton Adivertising Tne
Conningham &\ alsh, Ine
John €. Dond, Inc.
Lrimin Wasey, Ruthiraff
Ryan, Ine.
Ceyer, Morey, Ballard, In
Hhaehing Adcertisine
Company, Inc.
Kenyon & Eckharde, Ine
Lennen & Newell, Ine.
Earle Ludgin & Company
Maclarland, Aveyard
& Company
J. M. Mathes, Incorporated
Morse Intcrnational, Inc.

Oeilvy, Benson & Mather, Ine

Papert. Kocnig, Lois, Ine.
!

Fleteher Richards, Colkins &

Holden, Ine.
Street & Finney, Ine.
Sullican, Stavffer. Colu Il
Bayles, Ine.

J. Walter Thompson Company
VanSant Dugdale & Company
Company

Eeward 1. Weise &

Youne & Rubicam, Ine

NEW RORARAUGH REPORT

SCHEDULES &» EXPENDITURES

BY PRODUCT CATEGORIES, BY RRANDS, RY MARKETS b STATIONS
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WDEF-TV cumooa
a much BETTER BUY

NOW than last Fall.

CHECK LATEST ARB and NIELSEN REPORTS

HIGHER RATINGS
MORE HOMES
Greater Popularity

CALL ¥ ADVERTISING TIME SALES. INC.

=1 Now!

........
.,
.

/ SOUTH BEND-

FELKMART IS THE % .
: t Pt
% Tv MARKET/ /¢ X
A1 THEY MUST 3%
{PRACTICE ALOT/}
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o
P

WNDU-TV

e Mot Dlome Stotiom
SOUTH BEND ' ELKHART

“ALL VENARD, TORBET & McCONNELL, iInc.

P
[

= Tl M E BUYE R’S Media people:

what they are doing

CORNER| ™™

Colgreene radio presentation: This was a lulu of a luau, complete with
baby orchid-strewn tables, lei-bedecked agency people, cgg rolls, spare
ribs, Mai Tais, and Hawaiian costumed McGavrin-Guild-ers. The Island
atmosphere was all in keeping with Colgreene’s first Western Division
station, KPOL, and KPOI-FM sterco (Honolulu). Many good words
were included also for sister California stations KMEN (San Bernar-
dino-Riverside) and KMAK (Fresno). Key factor in stations program-
ing is an emphasis on public service.

CKLW.-TV (Dctroit-Windsor) presentation: Station unvciled its “Bright
New Look™ to agency buyers in a series of presentations held jn New

New York buyers at CKLW-TV sessions

At reeent presentations in Manhattan, CKLW-TV" ( Detroit-\Windsor) exces and agency
people get together to discuss station’s “Bright New Look.” Here are (l-r) Norm
Hawkins, CKLW-TV; Jeanne Sullivan, SSC&B: George Sperry, CKLW-TV; Vera
Brennan, SSC&B; Ed Metcalfe, CKLW-TV; Frank Boehin, RKO Gencral Broadcasting

York (sec photo), Chicago. and Detroit recently. Detroit showing
with 750 ageney men and their wives attending, was aboard a chartered
boat during a five-hour cruise on Detroit waterways. The station's
extensive sales presentation program was undertaken to emphasize
purchase of 400 first-run. major film properties to he showcased in
channel 9 film scgment during the coming '63-'64 scason. The RKO
General outlet also has purchased several new hour and half-hour, first-
run-off-network properties. Mal Murray, BBDO, was the winner of a tv
sct in contest held at New York presentation.

Six buyers from the West Coast had a ball as guests at WNEW's (New
York) 30th anniversary party (sroxsor 29 July) in Gotham's Madison
Square Garden. Dick Schutte, manager of Metromedia's San Francisco
office headed the party making the trip from that city, which included
Diane Robinson, Guild, Bascom & Bonfigli: Frank Regaldo, McCann-
Frickson; and Evie Klein, Cinningham & Walsh, From Los Angeles.
sheparded by Bob Jones, Metromedia's LA, manager, were Ed Baltz.
Compton: Allen Berger. Tilds & Cantz: and Bill Wooster. Grey. The

SPONSOR 26 avGust 1963




“TIMEBUYER'S
CORNER

group picked up a contingent of 12 Chicago ageney buvers and exees
en ronte. The cousensns: “The time ol onr lines!”

“Fl be back when von see me!™ That was the last word from Berniee
"Breazy™ Rosenthal last Mareh (TIMEBUYER'S CORNER 4 Narch
before she took off 1 April for what turned out to be a fowranonth
wandering ol the Orient by phine and boat. Breazy was a timebnyer at
Campbell-Fwald (San Francisco) for eight years before setting ont to
see the workd last spring. She's uow back in Cadifornia, where she's
spending some time with her folks in San Jose before getting back o
the ageney swim. She visited Japan, Hong Kong, Thailand, New Zea-
Land. Austeabia, and wade intermediate stops in the South Pacific on
her extensive vacation.

Another vacationer returns: Kay Shelton, television timebuver it Bots-
ford, Constantine & Cardner (Sam Franciseo), hardby had time to cateh
her breath after a wonderful three-week vacation o the Hawaian
Islands before plunging into hee fall buving chores for Filice-Pervrelli
canned fruits antl vegetables, (see SPOT-SCOPLS

Ciampbell-Mithun (Chicago) adds two: William Quigley is now associ-
ate media director at C-M. He was with Leo Burnett Ca. Also new to
the ageney is Marianne Lixie, who joined as a timebuver. She was with
North Advertising,

Douglass Alligood: aim for impact

“The approach to Negro media is not as simple as surveys indicate—
mere facts of cost per thousand, efc., are not sufficient evidence alone
to evaluate the merit of any Negro medium,” says Doug Alligood, media
executive and marketing account rep at BBDO (Detroit). Doug goes on to

say, “Even the questions about the use of Negro models versus white

and confusing. A successful Negro
ad effort is directly dependent
upon the merchandising and pro-
motion effort that accompanies it.
In addition to specialized coverage
you must look for penetration and
impact for a favorable company
or product image in the mind's
eye of the Negro consumer.” Doug
works on the Dodge car and truck,
Pepsi-Cola (Michigan state bottler),
and Autolite accounts. He joined
BBDO in 1962, after two-and-a-half
years as merchandising directer
and administrative assistant to the
general manager of WCHB (Detroit).
Before that he was with the Sey-
mour, Leatherwood & Cleveland
agency as a staff artist. A grad
uate of Bradley University, he majored in fine arts. He's a mem-
ber of the Detroit Adcraft Club, and the Detroit Thursday Luncheon
Group—interested people who get together to further business oppar
tunities for Negroes. Doug. his wife Cynthia, and their four children—
Donna, 7; Craig, 5; Debra, 3; and Doug, Jr., live in Inkster, Michigan

=0
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models, and rock 'n roll versus old standards, can be very misleading i

QUESTION:

What docs

560 «

mean?

ANSWER:

With 5000 watts

s
/0
scrves an arca of
60,000 sq. miles
. . . it would take
590,000 watts
or 118 times
the power of
KWTO to scrve

the same
arca at 1260 kc

59 - County
Primary Area
$3.3 Billion Market

(at1e

270%% morc countics than
the sccond station. This
mcans 145,573 morc popula-
tion, $2,873,886.000 morc
C.S.1.

SRDS CM Dara
May ‘63

Who do |
contact?

Contact: Savalli/Gates
formerly Pearson National
Representitives, Inc

/‘ V4
5000 warts J g | /
560 k¢ / f

abce a4 ,t.

Springticld, Missouri
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~COMMERCIAL
CRITIQUE

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

WHAT TO PUT IN A JINGLE or ONE MAN’S PRETTY DARN BIASED VIEW
ON HOW TO GO ABOUT WRITING A MUSICAL COMMERCIAL

By ALAN KENT

Ginger Johnson, whose views on
comnercials distinguish and bright-
en this space in alternate issucs of
sroxsor, has taken himself abroad,
and this is one of the columns that
will be done for him in his absence.

As a reader of Johnson I have
learned to respect hoth his wit and
his wisdoni. As a one-time partner,
I am somewhat familiar with a few

Credit: U. 8. Teleservice
When you pull his leash . . .
he’ll walkity, walkity, walk with you.
Nursery rhyme melody and simple lyrics
added up to solid sales for Ideal Toys
of the principles he holds close to
his heart. This picce is written with
the belief that he would agree in
principle with what follows,

Perhaps you will, too.

In any cvent, here is what one
man thinks ought to be put in a
jingle. The first thing is a good sell-
ing proposition. A real “genuwine,”
here’s-what-you-get-and — why-vou-
ought-to-buy proposition.

The next consideration should be
lyries. The way vou state your sell-
ing proposition. And I mean lyrics.
Not just words that rhyme. Webster
defines “lyric” as “suitable for sing-
ll]g.

There should also be true mel-
odic invention. Not something like
a thinly disguished re-write  of
“Three Blind Mice.” Scored for
piano and drums and sung by a
pick-up trio.

There is another thing that
should be put in. It's a fairly rare

44

commodity in the jingle business.
But look inside vourself. You may
find a smidgin. It's a thing I call
“respect for vour customer” .
the man or woman who goes into a
store and lays out good money for
the product you are selling.

See how casy it is?

All vou need is a good selling
proposition, a singable lyric and
some attractive inusic. Plus some
respect for your customer. Make no
mistake about the importance of
respect for the customer. If you
don’t have it, the chances are yvou'll
wind up with something vou won't
be very proud of. Chances are even
better vour jingle won't do much of
a selling joby, either.

Let’s get to the selling proposi-
tion.

Nine times out of ten the adver-
tising strategy and copy theme will
already have been determined by
the time a jingle is put in the works.
The selling proposition is set.

How do you make a sclling prop-
osition into a lyric? As Louis Arm-
strong was reported to have said
about jazz: “if you don’t know what
it is, nobody can tell you.” If vou
don’t “feel” a lyric, beware. But
there are some guidelines. Three of
them: Keep your lyric 1) simple
2) honest and 3) surprising.

Simple, short, easily understand-
able words. Honestly presented
facts. The “surprising” part is hard-
er. The “surprise¢” in your lyrie—
the weenie, hook, twist, whatever
vou want to call it—is a lot of the
battle in getting vour customer to
buy vour product. The colloquial
question  Gillette  uses  for  Blue
Blades: “Howareva fixed for
blades?” is simple, honest and sur-
prising to me. Coca-Cola’s “zing”
isu't!

When it comes to lvrics there's
something clse to be  weighed!
Know when to let well enough
alone! At times it is wise to take
the selling proposition as it stands

and run with it. Example: The
Marlboro song. There were a lot of
contributing factors to the success
of the Marlboro advertising: Leo
Burnett’s insight and guts in re-
positioning the brand, the mascu-
line image, the first “Rip-top” box.
But the jingle hyric was the selling
proposition: “You get a lot to like,
ete.” Period.
About the melodic invention, it
breaks into two things:
1. the melody
2, what vou do with the
melody in the way of im-
plementation with instru-
ments, voices and in, re-
cent davs, clectronic hoo-
hahs (I never quite know
what to call those noises ):
When it comes to the meclody
proper it should, of course, have a
character consistent with the nature
of the product being sold. But if
anyone has to be told how to write
a melodic line (other than indicat-

(Please turn to page 39)

ALAN KENT

Copy gronp head at Grey Advertis-
ing, Kent began his broadcasting
career as an annomneer on a small
independent N. Y. radio station
during the days of Rudy Vallee,
Bing Crosby and two-button micro-
phones. He left to join NBC as an-
nomncer, then went into free-lance
copywriting and announcing. Sinee
going into the ageney business in
1933, he has been with Leo Bumett
and Grey. Kent pioneered the
growth of musical commereials with
Austen Croom-Johnson; likes to
write advertising better than any-
thing else—and has done so to the
time of over $100 million worth.
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WHATT IS TRE MEASURE OF A BROADCASTING STPATHONY

h

-
’t' “

How dves a golf pro measnree a punt?

How does an advertising pro measnre a station?

e One measure of a broadeasting station—the events of signal local importance it brings to the aw

¢ One such—tHartford’s $10,000.00 Insurance City Open broadeast live by WTIC Televisiol Radio
1959, 1960, 1961, 1962, 1963,

¢ TV Anchor Man 1959, 1960, 1961, 1962, 1963 —Claude Harmon, 1948 Master

o Stall ~eight WTIC and WTIC-TV reporters - forty-eight technicians and production perso

o Equipment—six cameras—fourteen microphones—five walkie-talkies—one mile of televis b
e Network radio— Faed to NRBC's Monitor,

e Sponsors—The Connecticut Bank & Trust Company, The Hartford Insurance Group, 1961, 1962, 1496
and, very hikely, 1964

WTIC (" TV3/AM/FM

Breadeast Heese, 3 Ceretr v Plaza, Hartford, Connecticut 06115

WTIC-TV is represented by Harrington*. Righter™ and Parsons®, Incorporats
WTIC AM-FM is represented by the Henry 1. Christalt Company
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interest to admen

" WASHINGTON WEEK | Sz

% The time bomb of the network program procurement critique by FCC's

Office of Network Study is quietly ticking away toward zero hour when
the commission will take up the explosive problem.

The massive report, based on compilation of over 3 years, 200 wit-
nesses, and 10,000 pages of testimony, was given to the commission by Net-
work Study chief Ashbrook Bryant in Nov. 1962. It went from former FCC Chair-
man Newton Minow to House Commerce Committee Chairman Oren Harris in
February of this year, and was ordered into committee print in May.

In handing the report to Congress, the Harris committee takes no sides
with Bryant's urging that networks be divorced from financial interests in
program syndication. Even more relevant to present situation is provisaq
that nets be allowed to own or license exclusively only 50% of their prime
time entertainment, news and public service excepted. Network regulation
is recommended, but not by licensing.

Yy Speculation on how soon after recess the FCC might get into this began
with issue of committee print, and has been growing.

Commerce Committee chairman Harris, who is not long on patience, said
in May that the report was being submitted to the House because of the
"great interest of the members in the subject of network broadcasting and
network regulation."”

This interest was forcibly re-expressed during recent hearings on
broadcast editorializing, and will no doubt come up again when hearings
are resumed. FCC itself has requested that legislation empower the agency
to issue rules and require reports of nets--but not involve licensing.

** The Network study report's idea of assembling all broadcasters into
self-regulated association under FCC surveillance had few takers.

The setup would be similar to that of National Association of Securi-
ties Dealers, which has power to make and enforce codes, with Severe penal-
ties for member transgressors. Securities and Exchange Commission super-
vises the self-regulating body.

The idea would probably get even more of a deep freeze reaction in
present climate. The FCC's suggestion that it might use NAB's codes as a
basis for regulation of broadcast commercials raised a bliz=zard of outraged
protest from the association and individual broadcasters.

** Network program procurement study's idea of inducing advertisers to
sponsor small-audience network shows by having nets scale down rates
onbasis of an audited, deliverable circulation should appeal to FCC Chair-
man Henry.
It would be one answer to Henry's plea for diversity, for programing
with appeal for esoteric tastes of minority, as well as mass-oriented
entertainment.
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Ideal Tov, throngl Crev Adver-
tising, has announeed plaas for the
Largest spousorship for tv ever -
dertaken by a toy nunmfactnre

L nvolving the umnderw niting of a $30
b iihon, fivesyear package of a cus-
tom-wrade cartoonr series teaturing
four aninwated programs ereated by
Hanma-Barbera, Slated for nation
witle airing beginuing 13 Jannary
the package will e distributed In
Screen Gems on a wational spot

basis.

Ideal  president W gin-
trauby, stressing that the tov industry
is now a vear-ronnd business no
Jonger dependent on the Christinas
seasonal trade. said his i will
Iy two half-honr per week time
seements on leading tv stations in
137 markets on a 32-week basis for
the five-year period.

\be Kent, vip. for Ideal, added
that the purchase of the four series
gives Ideal the opportimity to mer-
chandise the cartoon personalities
mvolved imd represents the latest
ontgrowth of the companmy’s long-
range plan to sponsor, promote, and
market new families of characters.
Nanme and details of the fonr new

Liouel

SPONSOR-WEEK | Advertisers and Agencies

Ideal aims $30 mil. in new cartoons
at 157 markets for five full years

(-0 programs will he anmonnerd
shorth

Weintranb  also noted  that “in
addition to tdeal’s nationwide nse
ol participating  spot
ents e vanous v programs, the
new nove will give complete wden-
tificationt of onr programs with om
company and its products.”

ldeal has been liceused to inanm
facture many Hamna-Barbera car
toon characters over the past few
vearns, one of the latest heing “Peb-
bles”  Flintstone,  introduced  last
winter on the ABC TV series.

Record 1963-4 ad budget
slated by General Mills

General Mills, whicli spent some
$35 million in advertising for 1962-
63, will top that figure i the next
12 months with the largest ad bud-
get inits history slated to hielp sell
established product lines and intro-
dnce the steads low of new pro-
dncts from the rescarcl program
This was vevealed by Gen. E0 W
Rawlings, president of Cen. Mills,
at the anmnal stockholders meetiig
last week at company hegs. in Min-
nceapolis,

dinonne

$30-mi||ion tv deél off the deck

Consummating one of the Lirgest
facturer are (l-r

sl cver undertaken by atoy g
Joseph Barbera, of Hanna-Barbera, Lionel W cintra
presiddent of deal Tov, and Herbert 1) 8 Ve
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‘Funny Company' is serious business for Mattel

Mattel Toys, via Carson/Roberts, is picking up adjacencies in “The
Funny Company” wherever the educational cartoon series is sold, with
over 85 niarkets set so far and a total of 150 anticipated by next six
months. To date, the skein has been purchased in some 80% of the
major markets, and is set to debut 1 September on KOMU-TV, Colum-
bia-Jefferson City, Mo. Consisting of five-min. segments tied together
hy a loeal-live host, program length is up to cach station, with an hour
the current average. In N.Y., WOR-TV will air it 90 mins. daily hosted
by Monty Gunty, beginning 23 September. Mattel holds tv licenses

ing off of volume, “we still expect
a satisfactory first half.,” Rawlings
said new products, “which will be
added to our line when and as re-
scarch achievements and market
conditions warrant, will be relied on
to provide much of the forward
momentum we expeet for the new
year. We also intend to aximize
profit potentials of the old stand-bys
which are still popular with the
consuiner, make new  acquisitions
at home and overseas, and adjust
our holdings throngh climination
of activities not directly conmected
with our main cffort.”

Board chairman C. H. Bell also
spoke to stockholders, telling them
that the company’s new “G” corp-
orate syimbol, planned to unify all
Gen. Mills package food products,
is keved to " new era of progress
for omr company.” He noted that
the svinbol was originally  used
to create the “Big G cereal line,
but “its trade and consnmer accept-

14

ance has been so sensational that
it scemed important to take advan-
tage of its essential clemnents to
further the whole corporate image.”

Five step up at Compton

Following the recent top man-
agement realignment at Compton
Advertising and, according to new
chairman Bart Cummings, “in line
with our policy of récognizing con-
tributions of younger people,” five
executives  have heen  appointed
senior vice presidents of the agency.

The men are Peter Burns, 38,
senior vice president of the Alberto-
Culver account ir Chicago; Paul D,
Cooke, 43, senior vice president on
P&G soap and detergent brands,
New York; Jolm H.A. Cross, 43,
senior vice president on Gleem
toothpaste and Crisco shortening,
New York: CS. Mitchell, )r., 43,
senior vice president on P&G soap
and detergent acconnts, New York;

and Alvin Kabaker, 33 general man-
ager of Compton’s west coast op-
erations with effices in Los Angeles
and San Francisco.

Bolt & screw distributor

makes radio connection

Texas Bolt & Screw Co. advertise
on radio? Someonc must be nuts!
Yet, between the hours of 7-8:30
am. on Tuesday mornings, if you
happen to be driving within the
33-county area surrounding San An-
tonio, yvou might hear a strong,
hard-sell commercial cxtolling the
virtues of doing business with Texas
Bolt & Screw.

When the idea for advertising on
radio was first broached to com-
pany president llollis Colcmere by
KONO account exec Nick Juried,
his first reaction was to check Jur-
ied’s bearings and call for the boys
in the white jackets. Radio adver-
tising is only for products and ser-
vices sold at retail, he felt, and Tex-
as Bolt & Screw is an industrial
distributor.

But Colemere listened . . . and
this is what he heard: Since the
company’s primary customers and
prospects arc men engaged in man-
ufacturing, construction, and mili-
tary procuremcnt and maintcnance,
it was logical that some form of
commecrcial message aimed at them
would incrcase awareness of the
name Texas Bolt & Scrcw, make
known the full linc of company
products, and pave the way for
salesien follow-up. He was also
appraised of radio’s audience com-
position averages. '

With all of this in mind, the com-
pany purchased sponsorship of the
KONO Ilclicopter Traffic Report
scrvice during the peak in-home
and driving-to-work listening per-
iods between 7-8:30 am. In addi-
tion to three hard-selling commer-
cials during this period, Texas Bolt
& Screw salesmen distribute toy
helicopters  to further  publicizes
company participation in the pro-
gram,

It’s too carly to tell the full sales®
effeet of the promotion, said Cole-
mere, but favorable comments nl-'ll
ready in from several kev customers
have encouraged his company t]mt' I
radio is delivering the message o8
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the people Fevas Bolt & Serew

wants to do hnsiness with,

Women urged to stop being
5-0'clock shadows in biz

Women in business ¢can siteeeed
only by being women and not cimu-
Lating men, says Cenevieve (Hap)
Hazard, who carly this vear he-
tanne the first woman to be named
a vice president of Campbell-Eawald
in the 52-vear history of the Detroit-
based advertising ageney,

Speaking Satnrday at the nation-
al convention of Theta Sigma Phi
fratemity of trained women jonrn-
alists in Cleveland's  Pick-Carter
Hotel, shee noted: “We have been
avcepted in the business world in
practice but not in theory”

“One theory,” said NMiss Thazard,
“is that ane of the greatest complhi-
ments to he paid a working woman
is to be told that she thinks like o
nen. s far as Pin coneerned, to
hear these words wonld mean to
e that T had gotten off the track
andd onto a siding someplace. \fter
all, what is so great abont tryving
o think Lke o man? The woods are
fill of fve o'clock shadows, all
thinking like men, looking like men,
acting ke men, Who needs women
doing inmitations?®”

Titling her talk “Yon Do Not
Need a Razor to Cnt the Nastard,”
Miss Hazard, who was Advertisinge
Woman of the Year in 1960, stress-
ed: “In practice, 1 helieve, women
will overcome carcer obstacles. Bt
they will not suceced by emnlating
men. They will only snceeed by
being women, by being prond of
being women, by hanging on to their
femininity in the face of all appar-
ent demands to be anvthing else.”

“Women fuction every bit as well
as men, but they function in a dif-
ferent way. And it is this very dif-
ferent-ness that makes them invalu-
able.” she concluded.

Distaffers name eight

Margaret Mary Kearnev, national
president of American Women in
Radio and Television, has appoint-
gl eicht women to serve as chair-
men of the organization’s standing

. committees for the 1963-64 season.

They arc: Bylaws, Loric Molnar,
communications  attorney,  \Wash.
ineton, D. C.; Eligibility, Edna Sca-
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man, WEBCG stations,  Crecuvalle,
S, G hndostey information, Patti
Searicht, WTOP, \Washington, .
C.. Mewbership, Vieginia Mharray,
WEACSTY,  Nashiville, Nonnma-
tions, \Marion Corwell, Dearborn
Public Schools, Publications, Fae-
v Cole, General Foods Corp.,
White  Pliins,  Pubheity, Cappy
Petrash, NBC, New York, Public
relations, Nary Mephy. Borden
Co.. New York,

Media buyers in funnies

I von're o media buver for an
advertising ageney or company and
ever had aspirations of appearing
in o comic strip . now's vonr
chince.  KCW,  Porthind,  Ore.,
looking for effective wavs of thank-
ing enstomers, has apphied a car-
toon treatment to the old practice
of personalized appreciation cards,
savs station manager Pat Crafton.

KCAV i nsing fonr-panel cartoon
strips  to characterize the media
buver, time salesinaun, station nuan-
ager, and “Happy"—the  station’s
mascot  basset hound—with  two
separate mailing picees heing atil-
ized depending on whether  the
buver is male or female,

Crafton said the basie storviine
and art remain the same in all the
mailing picces, with personalization
achieved throngh changes in copy
and  claracter identification. Fhe
“thank you™ promotion, he adds, is

Breaking out of the bunch

Chiquite Brand hanuanas is first natioaal
branding effort for United Frait, and util-
izes bargest tvoand newspaper ad canee
paitn in company’s history, via BBDO.
Chiguita gained first provunence in radio

hased on RCAV'S caatoon advertis-
me canipaign conronthy e
Portlond’s dindy essspapuers, stress-
me the theme “The Station wath
the Fhappy Difference”

NEW ACENCIES: Two former
Doyle Dane Bernbach execntives,
Jerry Sachs and Norman: Danoff,
have formed Danoffl & Sachs ot
3006 \Wikhire Blvd ., Los Angeles,
with nntal bhillings totalimg around
$S300.000. Danofl resigned reconthy
after fonr vears as president of the
Galavy Advertising ageney and also
wits formerly wath D-D-B m Los
Angeles, Sachs formerly was dhree-
tor of media for D-D-B in hoth New
York and Los Angeles Intt anost re-
cently was with Carson Roberts in
Los Anceles as director of plans,
Veeney's initial acconnt is Belmont
Savings & Loan \ssn.

APPOINTAENTS: Sonthern Pack-
ing Co. of Baltimore to S, 1. Zn-
brow, Philadelphia, for froine fla-
vored \|)p|('|)('rr_\' Sances .. Loe-
Prop Sales to LaRne & Cleseland
... Toddy, chocolate drink made
by the Venernela Trading Co., and
Bufferin in Venesnela to Novas-
Criswell-Kenyon & Ecekhardt, Cor-
acas . . . Delichtform Fonndations
to Mervin and Jesse Levine, e,
... Radson Engincering and Faom
Line Manmfacturine to Fletcher,
Wessel & Enright Advertising
Sterling - Puplicator - Prodhicts to
Newnum-NMartin . .. Pandnit Carp,
to Donald L. Arends . TTonevwell
to Camphell-Mitlhum for its Denver
division, from Tool and Fowler Ad-
vertising ... Philip Morris assigned
its Clark Cum Co. division to Leo
Buruett, from Garduer Vdvertising

.. Commerce Dy Co, thie pro-
prictary drg division of \aradel
Prodncts, to Ted Gotthelf Associates
for Plicin, a patented cabinative
and sleeping aid available withont
preseription to the general pubhe
... Kay Windsor, lne. to Mervin &
Jesse Levine, ne. .o AL fair-Lene
nov to Winjus-Brandon . Stan-
back Co. Ltd. to Kastor Hilton
Chesles Clifford & Atherton {or il
tv advertising for its headache pow-
ders ... Pohvchrome Corp. to Alhert
Fronk-Cuenther Law .. 0 Allince
Webbing, Marken Plastic Corp.,
Blaine Flooring, and Apsco Prod-
ucts to Enyart & Rose Advertising,
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Los Angeles . . . Vantage Products
to L. H. Luckoff for advertising on
its watches . . . Gillette shaving
products and Paper-Mate pens to
McCuann-Erickson for six countries
of Central America, including Pan-
ama . . . California Packing Co. to
Fletcher Richards, Calkins & Hol-
den, San Francisco, for its new Del
Monte carbonated beverage line.
MceCann-Erickson will continue to
handle all other Calpak advertising.

NEW PRODUCTS: The first pro-
duction unit of RCA’s new tv film
recording system for transfer of tv
nnages to 16mm. motion picture
film has been shipped to NIIK,
Japan's largest tv network. The
cquipment is being assembled for
the production of syndicated film
from tv coverage of the 1964 Olym-
pic games. The first unit for domes-
tic use will be delivered next month
to the Cathedral of Tomorrow, a
non-denominational church in Ak-
ron which distributes religious pro-
grams to tv stations . . . Three new
products have been added to the
items  sold under the Comstock
Foods label, a division of Borden
Ca. They are Rice Pudding, Span-
ish Rice Dinner, and Creole Style
Macaroni. All three are canned

‘From the horse’s mouth’
KCBS promo mer. Bolx Harris (1) and sales stafter Ted Comway pre-
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sent Mike Haggerty, accomnt exec for N. W, Ayer, S, F.,
dimensional promotion picce featuring fonr “aronnd-the-clock” success
stories neatly encased in three-ineh horse capsnles in apothecary jars

Advertisers and Agencies

foods that were previously avail-
able in limited markets under the
company’s Menner’s brand.

FINANCIAL REPORT: Pabst
Brewing reported the largest six
months sales in its history and a
35% increase in net income for
January-June  1963. Net income
came to $3,513,808 or 75 cents per
share, compared to $2,594,762 or
56 cents per share for the compar-
able 1962 period. Net sales for the
six months of 1963 totaled $99,735.-
902, compared to $85,761,141.

NEW QUARTERS: Henry J. Kauf-
man & Associates moved 16 August
into new headquarters in a new
building overlooking the pictur-
esque Chesapeake & Ohio Canal in
the port scction of old Georgetown,
Washington. The five-story struc-
ture, named the Canal Building,
is located at 1050 Thirty-first St.,
NAV. hetween the K Street express-
way and M Street . . . Richard K.
Manoff moves 8 September to larger
quarters in the newly-completed
building at 845 Third Avenue, New
York. The new phone number is
PLaza 2-8100. The entire seventh
floor will be occupied by the agen-
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with three-

¢y and a fully-equipped test kitchen
has been desjgned to serve the
ageney's varied food accounts with
facilities for product testing with
consumers . . . Walsh Advertising
of Los Angeles moved to new offi-
ces at 9039 WV, Pico Boulevard and
added Steven Koffler, formerly with
General Electric, as creative di-
rector.

MOVING: William Kelly to SSC&B
as associate account supervisor on
Micrin Oral Antiseptic, product of
Johnson & Johnson.

Gceorge R. Fredrichs to director of
research of Earle Ludgin & Co.
Charles E. Wickard to vice presi-
dent of Johnstone, Inc., women's in-
terest subsidiary of Interpublic.
Wallace J. Mackay resigning as ex-
ecutive vice president of Mliller.
Mackay, Hoeck & Hartung in
Seattle.

Jack Daly to Tom Lowey & Asso-
ciates of Los Angeles as vice presi-
dent and associate.

Barney Rigney from McCann-Erick-
son to account executive with Max
\W. Becker Advertising, Los An-
geles.

Stanley Rappeport to copy staff of
Robert A. Becker.

Donald H. Halsey elected presi-
dent of Walker Saussy Advertising.
Carlton Malcolm, Jr., to vice presi-
dent, Louis F. Jacob, Jr., to vice
president, marketing, and Hortense
R. Callaway to secrctary and treas-
urer, Tucker Wayne.

Jack Tanzer to president and gen- |

cral manager of Robert Advertising
Ageney.

Williamm H. Bender, former senior
account supervisor for Alberto-
Culver at BBDO. Chicago, to ac-
count gronp supervisor, and Thomas
R. Smith. formerly with Compton,
to associate marketing, MacManus,
Joln & Adams, Chicago.

Joln J. Manning to director of mar-

ket resecarch and media at Perry-

Brown, Cincinnati.

Norman Gorbaty and Gene Schinto
to vice presidents of Benton &
Bowles.

David Campbell-Harris and Nieki-
tas M. Grispos to co-managers of
the J. Walter Thompson office in
Milan.
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' search of C.

WNNC-TV, are stabonr v,

Tarler & Shinner s sdgeney

Sealy signs for 10th year on Hub outlet
clarmie of Sealy Matteess Noith

Looking on as 1A Winer (eentee)d,
cast. sins contraet for sponsonsdiy ot
Fom Bateson (1
Ward. Marking Sealey's T0th vear of eselusi
campair begis 15 September and will promote: Posturepedse hrand

Weatlier™ o Boston”
and meteorologist FPresd
achvertiane o W NACTY

“l.ltv‘

Sandi Butehkiss to senior
writer at Smith Greenland.
Marnvin Shore to Cresh & Kramer
as vice president and creative di-
rector.

Robert W. Brooks. [ormer assistant
sales and advertising manager for
the Chicaco division of National
Tea, to Foote, Cone & Belding as
merchandising supervisor.

Peter Proacd to production supervi-
sor to Foote, Cone & Belding, Los
Andeles.

Rowena Pearl to media director and
operations coordinator at Forwell
Ciampi Feldman,

Ray Mitehell to sales manager of
Lehn & Fiok division of L&F Prod-
ucts Corp.

Thamas R. Kewn to directar of re-
J. LaRoche.

Donold J. Dolen, creative director
for the Detroit office of Young &
Rubicam. clected a viee president.
Robert N. Thurston to director, pub-
lic affairs, of Mead Johnson
Richard P. Movley to account e
ceutive in the Detroit office of
Young & Rubicam.

Catherine Handley to copywriting
stafl of Riedl & Freede.

Jomes Kerr to the public relations
department of DCS&S.

&t )lf}'-

| Warren Bryan, tv production super-

visor, clected a viee president of
SSC& 3.

William ]. Jucobs and Richard P.
Shesgreen to the creative staff of
D. P. Brother.

Larry D). Unlauf moved to the new
post of national planming
manader of the frozen foods divi-
sion of Pet Milk Co.

sales
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Andrew Jeokins to vice president
and ereative director, Jolm B Cur-
rie, Jr.. to associate creative diree-
tor, and Robert MeBDoonell to sen-
jor art director, all at Pritchard,
Wouol.

Bermard L Merems to senior viee
president and Vera Haggerty and
Frederie J. Seidner to vice presi-

dents ol The  Pablic Relations
Board
Joseph 1L Caro to execnine vice

president and J. Wesley Rosherys
treasurer of B lu n \(l\« rhsing
Janes ). Drain, creative dhirector ol
Foote, Cone ” 1

clected o viee president

tloward K. Bloomgnist. M. R
Bolin, and Thomas S,
to vice presidents of Ceneral Foads
Rounald W. Mansdoerfer 1o

wer  sales promotion for frozen
[oods aud special products Caanp-
bell Sanp (

Panl Roth to assistan
rector for media and cconontie re
search of Kemvon & Eckliardt
Prudence Kent to vice president of
Cresh & Kramer,

William . Jasinski to mmedia dir
tor for Kircher, Helton & Collett
Merl Bloom to Lavwrence C. Gun
binner as radio and tv producer
John V. Dovle to senior vice prest
deut, James C. Noble to stall assist
ant to Dovie, and Ross C. NMorgan
to acconnt sapervisor on General
Motors  account  at - Camphell-
Fwald

Thompson

t rescareh oh

The effect was dramatic. A strong NBC outlet became
all-powerful. The second station became the first.
What happened? A new 1523-foot tower happened,
to replace the old 919-foot tower. A new transmitter
h:\ppcncd A uew $100.000 Telemobile happened. New
tape facilitics happened. An enlarged studio building

happened.

The call letters ave WITN-TV, Channel 7, NBC for
the Washington-Greenville market.

The facts are these:
increase in WITN.TV
in a two year period. A 41.07
circulation total homes.

ALRRB® now reports a 36.5

able-to-receive television home
increase in net-weekly
A 38.17 increase in average-

daily-net-circulation total homes.

ITS AS IF A NEW VHF STATION
WENT ON THE AIR IN
EASTERN NORTH CAROLINA

And this:

NET WEEKLY CIRCULATION

WITN.TV
STATION 7.

191,600 HOMES
155,100 HOMES

ABLE TO RECEIVE
215,000 HHOMES
199,000 HOMES

WITN.TV
STATION 7

1Tty

TELEVISION FOR EASTERN NORTH CARO(I‘!A

STUDIOS AND OFFICES AT WASHINGTON, N.

n
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Webs' first-half ledger looks good

CBS TV paced the other net-
works in dollar gains during the
year’s first six months, resulting in
a three-web tallv of $411,165,900,
an increase of 69 over the six-
month total of $387 772,600 in 1962.
The gross time billings figures com-
piled by LNA-BAR and released by
TvB, also showed a healthy increase
in June over the same month last
year, with billings up 5.1% to $67,-
003.000.

The nctwork breakdown for Jan-
uary through June: ABC TV $109,-
175,100, up 8.49% from 1962’s $100,-
690,300, CBS TV $157,909.100, an
increase of 5.7% over 1962’s $149,-
443,600, and NBC TV 8144,081,700,
a gain of +.7% over $137,638,700.
ABC also registered the lurgest per-
centage increase in billings for the
month of June, going from $16,031,-
300 in June 1962 to $17,180,800 this
June, up 7.2%. CBS billings last
June were $23.081,500 and rose
6.6% to $26,749,100 this June, while
NBC rose 2.1% from $22.609,600
to 823,073,100.

Looked at by day parts, davtime
continues to take bigger chunks of
the inereases in network tv hillings.

Davtime billings rose 8.89 this
June over last, inereased by 14%
for the first half of the year to
$137,738,500 as compared with
$120,780,300 last yvear. Most of the
increase comes from Saturday-Sun-
day daytime billings which for June
rose a whopping 32.6% over the
like month of 1962, $5,318,000
against 33,483,700, and for the Jan-
narv-June period rose 32.19 to
$27,886,800  from  $21,109,300.
Nighttime billings, still the biggest
sliee, rose 3.6% in June to $46,-
034,000 from $44,453,100. Night-
time billings for the six-month per-
iod were $273,427,400, up 2.4%
over 1962s $266,992,300.

SALES: Exquisite Form Industries
(Papert, Koenig, Lois) bows on
ABC TV with a heavy fall cam-
paign including participations on
Jerry Lewis and Jimuny Dean and
a daytime scatter plan . . . Eastman
Kodak (JWT) will sponsor the 90-
minute pre-Christmas tv speeial
dealing with Cecil B. Dellille on
NBC TV 1 December at 8:30 p.m,,

entitled The World's Greatest Shoic-

man . .. David Wolper's [{ollyiwood

A

Another good deed for ‘Dennis the Menace’

CBS "I'V's Jay (Denuis the Menace) North narrates activity at Ringling
Bros. aud Barunm & Bailey Circus performance for 400 yvoungsters from
The Fouandatiou for the Juuior Blind recently at lLos Augeles. Assisting
are Winky Riley (1) aud Kris Bergman, Foundation counselors camp

and the Stars, new fall series start-
ing on NBC TV 30 September
(9:30-10 p.m.),"will be sponsored by
Purex (E. H. Weiss) and Timex
(Warwick & Legler) . . . ABC Ra-
dio’s On the Line with Bob Con-
sidine renewed for 32 weeks by
Mutual of Omaha Insurance (Bozell
& Jacobs), marking 13th consecu-
tive vear of association between
sponsor and Considine.

ON LOCATION: Following the
opening of the New York World’s |
Fair on 22 April 1964, NBC TV's
Today show will present a half-
hour segment of the program from
the Fair each week during the |
1964 season, expected to run
through 18 Oectober. Today will
visit a different location each week
in order to bring viewers the most
interesting elements from the Fair’s
many exhibits.

PROGRAM NOTES: A new chil-
dren’s series, Do Yon Know? featur-
ing voungsters in question-and-an-
swer sessions based on selected
books each week, will premiere 12
October (12:30-1 p.m.) on CBS TV
. .. The coneluding rounds of the
National Singles Tennis Champion-
ships at the West Side Tennis Club
in Forest Ilills will be eovered by
NBC TV and Radio on 7 and 8 Sep-
tember. 2-4:30 p.n. This will be the
12th consecutive vear that NBC TV
is covering the event. NBC Radio’s
Monitor will eover the tourney with
a series of five-minute broadcasts
cach day . . . Purex Presents Lisa
Howard ond Neuws, with the Wont-
an’s Touch. a weekday news report,
bows on ABC TV 9 September,
2:55-3 p.n. The five-day-a-week
seriecs marks the debut of Purex
Corp. as a network tv sponsor on a
regularly scheduled program and
on a full-time basis . . . A children’s
theatre series of four full-hour spe- |
cial programs in color will be tele- |
cast on NBC TV during the 1963-64 |
scason aimed prineipally at ehil-
dren in the first and second grades
of school. Involved are a musical
drama with one live actor and east
of puppets, an orchestral program,
a trioon one-act plays. and a modem
musical fantasy . . . Milton Cross”
Album, a new program featuring
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Bristol-Myers gives birth to triplets

Three magor health and heanty preparations are being Lonclied il
Liieonsly by Bristol-Myors Products Dive,
cunpagu to make estensive se of mwetwork ty
of 13 October, thes Lare Softigne beanty batly od, Ban Crean desdoraot
Serore clear crean it preparation for imen

with multi-nullion dollae wl
Bowing watiowally weck

classical music and seleetions from
operas, starts on ABC Radia as a
Sunday morning sustaining featnre
starting 1 September .. Edgewater
Productions and United Artists Tele-
vision will co-produce a half-hour
pilot film for ABC based upon the
novel “Pioneer, Go Home™ by Ricli-
ard Powell . Sid Caesur and Edie
' Adums Toscther, a one-hour com-
edy and music special to introdner
the new fall shows of the two stavs,
will be presented 19 September at
10 p.n. on ABG TV. Show will e
| sponsored by Duteh Masters Cigars
(Caesar’s sponsor) and Muriel Ci-
gars (Miss Adims” sponsor), hoth
divisions  of Consolidated  Cigar
Corp. . . . Barbara Stanwyvek will
star with Jackie Cooper in his new
series now heing prepared by Jackie
Cooper Prodnctions in its fiest joint
venture with United Artists Tele-
vision for the CRS TV 1961-65
seasan. The series, vet untitled,
is based npan the hnman intevest
problems of the comty agents of
the Department of - Agriculture.
Merle  Miller s completing  the
 seript for the somple film with o
south-west locale; shooting will be-
gin in September Programing
departure in the form of a4 40
minnte weekly comedy series, 90
Bristul Court, is under joint devel-
opment with Revoe Productions for
the 196165 scasan on NBC-TV.

Each episode will consist of three
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30-minnte sitnation comedies, cach
complete initsell but intertswined
with the other two tliroueh a com
motr locale—a huncalow conrt i
California.

ON THE ROAD: Miteh Miller and
his NBC TV Sing Along Gang, hinve
circled the manth of September an

the calendar For the first tue the
cast of St Mone wth M wall

Ill.lL(‘
ontsi YR P
| ! )
tember for Mutch's Tone town o
oo huestes ey ctam ta Nen
Yorl r i <
tl I2-cit

ram B I
NEW AFFILINTES: WD,

ctloasa, KRLC, Lewrston Pda, aned
WO, Praeccton, AW Va0 GRS
Radio linenp

MOVING: Sam Saran,
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dncer for ABC IS The Je rry
Lewis Showe. Dean Belirend ta man-
aver, sales propasals, sales plan
ning departiment, NBC TV, sue-
ceeding Ronald J. Pollock wha re
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Spots to sell religion undergo tests

Religious denominations are go-
ing commercial—literally—in their
cftorts to scll “The Word” to back-
sliders and latitudinarians. The lat-
est moves involve the hiring of pro-
fessional advertising agencies  to
prepare comumereial radio spots for
two separate denominations.

The United Presbyterian Church,
U.S.A, seta test eampaign via huin-
orist Stan Freberg, and Mennonite
Broadeasts, Inc., had one prepared
by Henry ). Kaufman & Associates,
Washington, D.C. In the latter case,
research is to be conducted prior to
and folowing the spots to “measure
the awareness attitudes toward a
sclected, basie Christian truth of
men between 18 and 40.”

Freberg's campaign  consists  of
three one-minute jingles with a two-
weck test of each beginning today
(26) on five St. Louis stations, plan-
ned for 80-to-100 airings each week.
H the controversialexperiment is suc-

cessful in reaching non-church peo-
ple, savs the Rev. Charles Brackbill,
interim exceutive director of the
denomination, it is hoped that more
material of the same kind will be
produeed.

One of the spots, in part. states:
“Docsn’t it get a little loncly some-
times  QOut on that limb without
Him?’ Why try and go it alonc?
The blessings vou lose may be yeur
own.”

Staft members of the denomina-
tion’s Division of Radio and Tv say
they have already received com-
plaints frem chureh people who
have heard about the project, and
Mr. Brackbill notes that “we have
become a ‘cause’ to be properly and
indignantly “anti’ about.” But he
adds: “We must find some way to
break through to the thinking ap-
paratus of modern man who lives
quite comfortably without God. We
hiope our experiment will not offend

Chicago stations are really good scouts

Trying out camping cquipment made available by Broadeasters Conunit-
tee for Scouting, recently formed in cooperation with the Chicago Area
Council by \WBBM-TV, WBKB, \WCIL,, WON-TV, WCN, WIND,
WLS, and WNBQ are Michael Allen (1), 12, and his brother, Danicl,
4. Equipment is pooled for use by needy units within the area

)

church members, but we're not after
them.”

Pointing oyt that the Preshy-
terians hope to get into the main
stream of modern radio with the
Freberg material, Mr., Brackbill
noted that “if vou really want to
rcach (‘outsiders’) vou have to de-
vise some vehicle that captures their
attention, talks their language, and
says something they're interested in,
We think we have done it in the
Freberg spots.”

A professional research firm will
evaluate the reactions of the publie
to the six-weck test.

The Mennonite  campaign  in-
volves two test markets—neither of
which have Mennonite churches—
with one today entering its second
week of a six-month drive and the
other due to air nine weeks begin-
ning 8 September. The current spots
consist of one-minute sermoncttes
prepared by the Mennonites and
delivered by a member of the Nen-
nonite church once a day on each
of four stations. The coming spots.
cach 30 seconds. were prepared by
the Kaufman agency and are sched-
uled for 120 airings per weck on
three stations.

A typical ageney spot calls for
delivery as fallows: Young but ma-
ture, highly enthusiastic male voice
—"My children love life,” savs the
voung father.

Round vibrait veice, sincere in
sound and pitch—I Give life, says
Jesus Christ. ( Echo Chamber) “1
came that they mayv have life and
have it abundantly.”

Selling voice, varied in pitch.
range, and tempo—Help vour chil-
dren to live a new way—live abund-
anthv—really live! Teach them to
take the gift of new life that only
Christ can give. Take Him, too. He
forgives sins. He leads to new un-
derstanding and enjovment of life.
Don't keep Him waiting any longer!
Don’t let vour children miss out!

Evaluating the Mennonite cam-
paign will be the Grm of Walter
Cerson & Associates, whieh has re-
searchers conducting interviews pri-
or to release of the braadcasts and
will have them out again immedi-
ately following completion of the
tests in each of the markets to deter-
mine awareness of the basie theme.
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RATE CHANGES

KRGV-TV, Weslaco, Tex.: New rate 8375 per evening hont. of-
fective 1 December, Foruner vate 8350,

WALB-TV Abbany, Ga.: New rate $175 per evening hour, effee.
tne | December. Former rate S125.

KBLL-TV, Helena, Mon.: New rate 830 per evening honr, of
fective T Jomuary, Former rate no charge.

WLUC-TV, Marquette, Mich.: New rate 8300 per eveniug hour.
clfective 15 December. Former rate 8275,

WTHI-TV, Terre Haute, Ind.: New rale 8625 per evening hour,
cffective 15 December. Former rate 85

KELO-TV, Sioux Falls, S. D.: New rate 8875 per evenig honr.
effective 15 December. Former rate 8825.

WIBF, Augusta, 6a.: New rate $6735 per evening honr, effective
1 Jimmarse Former rate $600,

KNBC, Los Angeles, Cal.: \New rate $1.600 per evening honr, ef-
fective 1 Januarey, Former vate $1.150.,

[GhY
EYIRY

A third stndy will be undertaken sis
months after the test end.

Dr. Henry Weaver, chairman of
The Minute Program Committee of
Mennonite Broadeasts, Inc., said:
"By these means, we hope to leam
the lasting effects of onr efforts. We
shall be able to contrast the effec-
tiveness of one-mmnte sermonette
30-second  promotional
spots, and  leamn .\'unu-tlling_ too,
about how to reach those whom the
usial religions program does not
touch.”

spots s,

Two giants join NAB

In what mav be imderstatedlv
called a banner week, the NAB
swelled fts ranks with the addition
of two of broadcasting’s biggest—
Metromedia and RKO Ceneral. As
RKO General Broadeasting presi-
dent IHathaway Watson noted, o
tightly' knit industry organizition
can “weather any adverse action
from any quarter.”

Metromedia, which owns and op-
erates 12 radio and seven tv sta-
tions, in addition to ontdoor adver-
tising and entertainment, hecomes
an active member on 1 September.
RKO, with five tv and 11 radio
oko’s is affliating with NAB im-
mediately,

SPONSOR 26 avcisr 1963

‘Mormon Land’ promotion
taken on road by KSL-TV

A new presentation titled " Mor-
mon Land™ was shown to New York
buyers by KSL-TV(Salt Lake City)
erees last week ina series of lunch-
cor meetings at the offices of Peters.,
Griffin, Woodward, national reps.
The CBS affiliate’s slide storv—the
ontlet’s first presentation — pointed
out that Salt Lake City families are
larger. vounger, have higher in-
comes, and are well educated: that
the market, rated 50th by ARB, s
esperienceing a population explosion
and a building boom.

Owned and operated by the Mor-
mon Church. the station beams its
signal to an area where 727 of the
people are Mormon: ties in heavily
with church activities. The Mormon
mfluence  canses  certain market
peculiarities. For instance, as a result
of the church’s ban on alcoholic
beverages for its membership, the
average candy consnmption is twice
that of the national average, soda
comsumption is also above merage.
The presentation states that over
3¢ of all local tv advertising i
placed on KSL-TV'

National sales mianager Kenneth
Hatch, and director of sales devel-
opment Curt Curtis are presenting

the muarket story m St Laovs teda
26y, wall he showing at to buvers
1w Clitcago the badanee of the week
and eapect to tavel to S Fran
onco and Los Anveles shorthy for
showangs there

Mousckateers all ears as
their club hits radio

In Jacksonville, the Mousekateer
It with the hig ears is o comnion
sight, andd all because WAIBR
Bill Creenwood gave smne serions
thonght fo 4 not-so-serions quip
[lere’s how it lappened

Another station ., George €ro.
well, who precedes Greenwood on
the air. jokingly referred to lns col-
leagne’s show as a "Mickey Monse
affuir™ The  enterprising Green-
wood switched his theme song to
the “Mickes Mouse Clab Narch”
and identified himself gy even
boda's “Nonsekabnddy . Walt Dis-
ney's ears perked np when he heard
of the program and he gquickls gave
his official sanction and  supplicd
membership cards, Over SO0 were

JACKSON , MISSISSIPPI

WITY | CH. 12

OVER 1%
OVER BILLION
350,000 DOLLAR
TV HOMES CONSUMER
INCOME
JACKSON, MISSISSIPPI
51
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scooped up in less than two weeks,
Not forgetting the commereial pos-
sibilitics of the Mickey Mouse Cluly
of radio, the station got one of Jack-
sonville’s fargest department stores
to sponsor a Mliekey Mouse Club
Hootennany  and  fashion  show,
which drew 724 people while «a
similar event last vear drew only 97
people. Another downtown  store
distributed 283 Mickey Mouse hats
in less than one hour during a rain-
storin. Requests for spots on Bill
Greenwood’s show and for his en-
dorsement of produets are ponring
in daily.

Air civil rights series

All 12 tv and radio stations of
RKO Ceneral Broadeasting  will
clear time for a continuing svimpos-
ium called In Search of a Solution:
Civil Rights. Aceording to RKO
General Broadeasting  president
Hathaway Watson, the project seeks
to express the individual ideas of
national and local leaders on how
best to resolve the eivil riglits crisis
peaecfully and justly.

RKO has stations in New Yok,
Los Angeles, San Franeisco, Boston,
Detroit, \Washington, and Memphis.
Airing began in New York on WOR-
TV last week (19), with Gov.
Nelson Roekefeller expressing his
ideas. llis vicws were repeated o
four other days during the week.
Several leaders have already ve-
corded their views and aeeeptanecs
have been reecived from manv
others. ‘

Happy birthday WWJ

The world’s first radio station
celebrated its 43rd anmiversary last
week. Originally equiped with a
DeForest “Radiophone”™ Model OT-
10, with a transmitter rating of 20
watts, W], Detroit, presented its
first hroadeast to a few hundred
“ham”™ operators who had home-
made  receivers Lo extract  the
“imagic” from the air. A three-man
erew aired the station’s first pro-
gram on 20 Angnst 1920, Following
m o opening announecment,  Lwo
phonograph records were played
and the program ended with “taps”™
performed by a member of The
Detroit News advertising depant
ment.  Eleven davs later, W]

Stations and Syndication

Good Guys find Bunnies too lively

\WMCA's Joe O'Brien maintains composure while wiping perspiration
from star Bunny pitcher China Lee with a cottontail, after Playboy
Buunnies topped WMCA “Good Guys,” 7-6, in Broadway Show League
game at Central Park. “Guvs” record is 0-2 in softball competition

transmitted the world’s first radio
newseast with loeal, state, and con-
gressional  eleetion  rveturns,  plus
general news bulletins. From: that
single “radio phone room” in The
News building, the station's studios
have grown until they now occupy
a five-story structure on Lafayette
Avenue.

STATIONS

CHANGING HANDS: KTOP (AM
& IPM), Topeka, sold by Bailey Ax-
ton to Publishing Enterprises for
$250,000 plus a $30,000 consultaney
and now-complete agreement. John
P. Iarris, president of the purchas-
ing company, controls KIUL, Gar-
den City, Kan,, KBUR. Barlington,
and KMCD, Fairfield, both la. Sale
was handled by f2dwin Tornberyg &
Co. . .. Dn-Art Film Laboratories
applicd to the FCC for approval of
its prrclase of WOLLE-TV, Agina-
dilla, Puerto Rico.

NEW CALL LETTERS: WJEM,
Grand Rapids, is new designation
for WJEF (F\I).

PUBLIC SERVICE: New York
State Broadcasters Assn. has named
Stephen B. Labunski, viee president
and general manager of WMCA,
New York, as chairman of a new
Special Project committee. Working
with him will be Joe Cook, \WCBS,
New York: Daniel Gernvan, \WKTYV,
Utiea: llerbert Mendelsohn,
WRBW, Buffalo: and Walter A,
Schwartz, WABC, New York. The
committee  will  investigate and
recommend to the NYSBA board of
directors varions types of programs
and activities which the assoeiation
might wndertake to perform state-
wide public serviee,

SALES: Hastings  Manufacturing
Co. will sponsor the five-minute
Bill Stern Sports program  heard
Monday through Friday from 3:30
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on Mutinl Broadeasting System,
Product imvolved s Casite, an ol
additive ... One Minmte News Re-
port, presented by WEPIN (1Y

New York, at 858 pane and 9:58
Pt renewed Tor 32 weeks iy Gulf
Oil . .. KRON-TV, San Franeiseo,
sold Supercar to Remea Toy and
also signed  Anustrane Tire and
Rubber lor a situration eampaign,
and o spot campaign for Batternt
Bread . . In g onesweek period
KCBS, Los Angeles, set a total of
I3 new local aud oational acconnts,
inchiding Chrysler Dealers of Sa.
Calif., ‘Tidewater Oil, and ABC TV
.. Football braadeasts ol the Uni-
versity of Cualiformia e will be
ca-sponsorved this season on KSFO

L San Francisea, by Trans-Bay Fed-

cral Savings & Loan Assi

PROGRAM NOTES: Charles Neal,
mationallv: known  economist and
syndicated  colummist, will report
husiness, financial, aud  consmner
news on the new 90-minnte The
Big News show that premicres on
KNXT, Los Angeles, 2 September

. By special arrangement with
BBC TV Enterprises, KPIX (TV),
San Franeiseo, is presenting o siv-
part serial called No Weeath for the
General, 260 Angnst throngh 31
Angnst (7-7:30 pan). The show s
a psychological mystery and will e
sponsored on g participating hasis.

EXPANDING: WTVT, Tamgpa. is
opening a studio i downtown St.
Petersbure, with the first live tele-
cast [rom the new location in the
First Federal Building at Central
Avenne and Fourth Street sehed-
uled for 26 Angnst. The move
wakes WV the first Tampa Bay
station to have live tv Tacilities in
both Twmpa and St. Petevshure
with the capability of instantan-
consly  transmitting  information
fraom both comnumities . . . Aweri-
can  Rescarch Burcau  extending
its local market tv andience mieis-
nrement service into Poerto Rico.
It will offer the reports as a pant
of ity local market  service for
the 1963-61 season. As an ant-
growth of previons special studies
n the market, ARB's plans now in-
chude two tv market reports for
San Juan during the 1963-6 4 hroad.
cast vear, Both survevs will rin
concurrently with ARB's standard
Nationwide Sweep Survevs in the
US. which are conducted in No-

SPONSOR 26 vt w1 st [UG3

vember and NLareh, Doty ta he pro
vided i the Sanc Juan report wall he
Lused o the standuard metropohtan
statistical area s delimed by the
U8, Censas amd the reports wall
inclnde estimnated metro ratutgs and
ancdiciee breakdowns ol total e
men 182539 totul

woneu, tecnagers

vears ol aw
15-34,
and cluldven, by spectlic tine per

NOnKen

i( )(l.\

SPORTS SCENILL: KTVIE Wichita
will serve as the hey station for .
new Missouri Valley Conlerenee
Baskethall - Television  Network
Contvact calls lor nine conference
Dashethall games to be telecast dor
ing Janoary suid Febmarey ol 1961
Light will he Saturday alternoon
telecasts and oue Saturday niglt

The network will sttt with 11
stations .. . WJZUTV, Baltimore,
whiclh  televised  the  Baltimore

Oriole Baseball wanes from 1938
throngh 1961, has been selected I
the Clab and National Brewine Co.
to televise the temn's sehednle for
the neat three vesrs

NEW  MEMBERS:
Femple-Waco,  and

RCEN-TV.
KRCC-TV

feHersom Caty, leeve smed watl
17AC to become the 82 o O35

stlserthers \
WDBJTY, R
serther ol 71 AC

A ) b Wt
metnbersiap, bhommy o '8 u

vEabions TR ]

Metramedia
s ol
mewher, ellectinve 1 Septe il

Browdoasters as o aoty

NEW O QUARTERS:  WIHIENSTY
and radia hue e olficially mosved all
then Lactlities to 9SO James Street
Svracise. The telephone wmleer
remaans 10 ES3L area code 317
lhis wove anarks the first tune in
the history ol hoth stations that thes
liave operated ander one roo
WICE s now located at 198 Duer
Street, Providenee R Tele
phone iy 32122711 arest eode 101
RERN, Bakersficld, moved to
new  oflices and  stadios at 2000
Wible Road, site of the station's
trimsmitter for the past 30 vear

HAPPY  ANNIVERSARY: WRBT
(°M). Clharlotte, celebrating its first
birthday by donbling its fin nnlti-
ples steveo progrinming to 10 hours
weekly oL Ten vears ago 1 Septem-

‘Rifleman’ still on target

ren, mer., and Len Foroone

Four Sar’s “Riflemon,™ wlnddy jost endad g fivesvear run on ABC TV
has e picked up by 21 of the network's .d s of 52 the
syndie urarket f th TNE

WARC-TV. \ |
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her WTCN-TV bhegan telecasting to
the Minnecapolis-St. Paul arca under
a split chamnnel arrangement with
WATIN-TV. WTCN has taken over
the entire channel L1 in the ensuing
yeurs.

MOVING: Joseph T. Loughlin to
dircctor of news for WCBS-TV
New York,

Warren L. Gamble to account exec-
ntive for KFAC, Los Angeles.
Clyde H. Reid to WINS, New York,
as editorial writer.

Luther Strittmatter to general man-
ager, Albert M. Fiala, Jr., to nation-
al sales manager, and Herbert M.
Levin to local sales manager, all of
WICE, Providence.

Howard N. Johansen to account ex-
ccutive with WEEIL Boston.

John J. Laux to executive vice pres-
ident in charge of the new west
coast office of Rust Craft Broad-
easting Co. whieh will become
operative in September.

Rick Sklar to program manager of
WABC, New York. e was dircetor
of production and eomnmunity serv-
iecs.

Bruce C. Blevins to national sales
representative for KSFO, San Fran-
eisco.

John O'Connel to account exceutive
at \WNAC, Boston.

Thomas E. Cunningham to radio
and tv sales manager of United
Press International.

Louis Wasmer resigned as presi-
dent of KREM Broadcasting of
Spokane and has been succeeded by
Stimson  Bullitt, former chairman
of the board. Mrs. A. Scott Bullitt
is the new chairman.

James J. Wychor to vice president
and manager of KWOA (AN &
M), Worthington, Minu,

David Spiker to account exeentive
and Danm H. Kirehgessner to local
sales manager with KSTP, St, Panl-
Minneapolis

Del Rayceee to operations manager
of WIIAY, New Britain.

Jack A. Graham to aceommt execu-
tive of KIFRC, San Francisco.
Jerome Greenberg to  promotion
manager of \WOXR, New York.
Stanly D, Tinsley to loeal sales
manager of KITOU-TV, 1lonston.
Ralph 1. Klein, for the past ten
vears station manager of \WCCC,
Hartford, resiened to become gen-

Stations and Syndication

Have missiles, will launch

Billboard heralding J. P. McCarthy, moming man at KGO, S. F., contains
built-in splattered tomatoes, but station’s night-time comics Mal Sharpe
(1) and Jim Coyle add some real over-ripe fruit in rctaliation for
McCarthy'’s refusal to join in their Los Angeles Invasion scheme. Bill-
board is part of sizeable campaign via Guild, Bascom & Bonfigli

eral manager of WINF, Alan-
ehester-Hartford.

Robert F. Oakes to produetion di-
reetor of Mars Broadcasting,

Chris MacGill, who has been in
eharge of AP’s Key West bureau for
the last two vears, to Florida radio-
tv news editor for The Associated
Press.

Lois Pence to women'’s direetor at
WSBT-TV, Sonth Bend, replaeing
Ruth Anderson who retired.

Jerry Boynton, news direetor of
KFDAL te manager of advertising
and public relations of Ameriean
National Bank of Beaumont.
William 1L Clarke to national sales
coordinator for KEX, Portland.
Gerry and Chuck Velona to KTLA,
Paramount Television Produetions,
Inc. as account executives. Both
were tormerly with the station.
Edward J. Marsett to station mana-
ger of KBUZ (AN & F\), Phoenix,
replacing Earle L Rast, Jr., who
has been promoted to managing
director of Gordon Broadeasting’s
KSDO, San Dicgo, and KBUZ.
Richard F. Stuck to the new post of
director of talent and program de-
velopment and Gwen Harvey to
director of women’s activities and
public service for WCCO-TV, NMin-
ncapolis-St. Panl,

Dave Martin to sports director of
KWK, St. Louis, cffeetive 15 Sep-
tember.

REPRESENTATIVES

APPOINTMENTS: KRCR-TV,
formerly KVIP-TV, Chico-Redding,
and WNBE-TV, New Berne, N. C,,
seheduled to go on the air 1 Scp-
tember, to Adam Young . . . K\WWKY,
Des Moines, to Mid-West Time
Sales for regional business . . .
WTAO, Boston, and KGAR, Port-
land, to Roger O'Connor . . .
WYDE, Birmingham, to Kettell-
Carter for New England sales . . .
WEFEC, Harrishurg, to Robert L.
Williams.

MOVING: Wells Bruen to sales
manager of the new Dallas office
of Roger O'Connor.

Ed Hawkins to tv sales exceutive
in the San Franeisco office of RKO
General National Sales.

Maleolm Kahn to the radio sales
stafl of George P. Hollingbery.

EXTRA CURRICULA NOTE:
Robert E. Eastman has heen named
chairman of the Radio and Tele-
vision Committee of the Business
and  Professional Division of the
1963 United Haspital Fund eam-
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paigie e will ead volunteers in
the solicitation of money trom ex-
centives and privately-onwaed firms
in the broadeast indnstey in Nan
lattan and The Brons

SYNDICATION

SALLES: July and Angnst peaked
ssudication records for NBC 1Films
Hennesey ond  Laramie, with the
fortmer now sold in T varkets and
the hatter in 35 The World
Serics of Golf which will he carried
on NBC TV 7 and S September
sold by Fremantle International to
Bolinao Electronies Corp., Manila,
Land VeneVision, Caracas . . . FEm-
 bassy Pictures Corp. signed 60 sta-
tions in the last siv manths for its
aronp of 35 motian pictures. Con-
tracts agueregate more than $2.500).-
000 in bhusiness Medollion Ty
Enterprises, since 1 April of this
vear when it acqguired tv rights to
four Batjue features, has sold the
package in 35 markets inclnding
WABC-TV., New York ... The Dick

distribunted by Mars Broadeasting,
has been signed by ZEFB-1, Pemn-

1(.'/("/\' Radio Show. prodiced and

hroke, West, Bermda \With
the addition of  six niew sales
Four Star Distribntion’s The [

tectives has racked up a total sgle
recard of 71 markets Feonomee
Felevivion  Programs  division of
United  Artists Television sold an
additional 20 muarkets for Bar Mas-
terson, half-honr off-network west
ern

LEADS HORSES TO WATLER:
Fonr  Star Distribution  Corp.
Lnmched o new campaign i ad
vertising trade papers to aid sta
tioms andd their reps in sellings spots
on Rifleman and Dick Powcell Thea
tre. Incits ads, the svndicator charts
the stations, reps, dinand time slot
of vecent sales on the twao shows
Time hovers and potential sponsors
are graphically shown where spots
e available oo the fall schednle
of stations carying the two Fonr
Star sernies.

NEW PROPERTHES: 20th Cen-
tury-Fox Ty is placing into syadica-
tion 46 films prodnced by 20th
Centnry-Fox Filin Corp., inder the
title "Century 117 The package had

Theret a

Hootenanny filling Cincinnati atr

- SUMMER Hootena
WCPO r-2:

WCPO has maugerated a4 24-hour, seven-day -a-week Snmmer Hooten

anny, with only news breaks and conmmercials interrupting the folk mus
jam sessions. The format, which will continue “at east through October
was heavily promoted by the station. Sormding the call are (I-r )

Dandy; d.i. Myles Foland; sta. dir Bill Dawes, d
Dick Provost. Country -&-Western  music 18 present major e tr

Bill Bun rog. ir
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iy first exposure o0 NBCGO TV

I

the fi
ol 30 feature Coentary 11 |
NBC Fihn
( J

NBCTV, titled The S
['unction \ (

NTA
MOGN fea Jll of swindl
in theatric | i

(i l .‘.L !l

md present plans call for nnmedi
ate distribution for t Karzmar

Productions and 20th Centirs -Foy
Television have entered into g co-
production  agrecment  swherelhy
Karzmar, ntlizing its awn prodig
tion stafl, will develop and prodice
Vimintinnn of siv v series for the
196 1-65 seison

PRINIE TINIE PALLY: Thirty

of the more than 30 markets slated
to air United Artists T’y w
hour  Wolper  dramatic  specials
bowint in November, have cleared
prime time for the whole package,
reports ML (Bod Rifkin, exeent
viee president for sales. They in
chnde 10 ABC TV affiliates, nn
CBS TV, 14 NBC TV ‘
mdices. i addition, the siv specials

R 1 11
ires Inliy 1 ] R K

NOTE FRONM FHE NORTEHE CBS

Films reports that Inllmes i Cana

da for 196 {
| | |
and The D I
I \
\ [
\. .
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Peter Reinheimer

Screen Gems has announced the appointment
of Reinheimer as national sales manager, to
work directly with national sponsors, agen-
cies and networks in behalf of Screen Gems
network series. Formerly eastern sales man-
ager of ABC-TV, Reinheimer joined the net-
work three years ago as assistant davtime
sales manager, was previously with BBDO, in
the tv department, and as account executive.

Vina C. Ruggero

An account executive at Ted Bates, Miss
Ruggero has been elected a v.p. and account
supervisor. Miss Ruggero joined the agency
in 1961. Prior to that, she was an account
executive for Shaller Rubin Company and has
previously been the sales promotion man-
ager for Reed & Carnrick, a pharmaceutical
firm. Miss Ruggero is a graduate of Mary-
mount College in Tarrytown, New York,

Donn E. Winther

Formerly assistant sales manager of WBZ-TV,
Boston, Winther joins WABC-TV as advertis-
ing and promotion manager. Prior to that,
he served as WBZ-TV promotion manager, and
previously, was advertising and sales promo-
tion manager of stations WFIL-TV-AM-FM,
Philadelphia. Winther won the NBC promotion
competition in 1961 and was the recipient
of two Billboard promotion awards.

Marshall Keeling

Keeling has been appointed tv sales manager
of the Chicago office of Advertising Time
Sales. Keeling joined the Chicago sales staff
of ATS in 1961, coming from ABC-TV. Other
associations include NBC-TV and the tv de-
partment of Paul H. Raymer, station repre-
sentatives. John Murphy has been named
radio sales manager of the same office. He
was previously with Branham, and Weed.

Alvin Kabaker

Following top management realignment at
Compton Advertising, Kabaker has been ap-
pointed senior v.p. Now genera! mgr. of Comp-
ton's West Coast operations, he joined the
agency as director of radio and tv in 1955.
For 15 years he was associated with Dancer-

Fitzgerald-Sample. Also named senior v.p. are
Peter Burns in Chicago, Paul Cooke, John

Cross, and C. S. Mitchell, Jr. in New York.
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WEAVER LOOKS AHEAD

(Continued from page 27)

be patrons of cultural coverage:
The elite, the influential people—
there’s no way of reaching them on
television in terms of targeting
them. You ean do it in some ways,
but at the high time costs of the net-
work it’s hard to get it to make sense
for advertiscrs who have special
missions. It could be set out, so that
it was a scrvice to the public.

Q: How does caltural coverage
in the US.A. compare with other
cotutries?

A: We have the worst record, 1
would say — having been  alimost
constantly abroad dnring the last
four vears —in comparison with
other broadeasting operations, in
that our ecultural events are not
available to the public: they do not
go to the opera, they do not attend
a concert, they do not sce the bal- |
let, they are not at the theatre of |
the classics—they are not cxposed
to the cultural and literary spee-
trnm that they ean see in Australia
and England and France and Italy.
This is mainly due, again, to the
high network time cost and the fact
that we simply don’t have enough
stations.

Predicts “elite network”

ULIF will solve this problem; we
will have an elite network, we will
have cultural coverage in depth, but
it will take time—another five or six
vears. But that kind of a service
could be sct up, in a way, even to-
day. I've worked out an event-of- |
the-week type coverage af major
cultural events—I admit 1 havent
sold it yet—so that we conld have
them available to the people, at
least in major markets. But again,
vou start with what is good for the
buver, and it is knowledge of that
which has been my scerct weapon.

Q: How would you categorize
the present managemeut of the
neticorks—if. as vou've already
said. they are unot adrvertisiug-
orieuted?

A: The basie change was that
originally the networks were pro-
gram operations. As the business
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grew and prices continued o rine,
the wov e of progrumng into closed
forms — mostly  the picture series
made in Hollywood — had a ten-
deney to it the Kinds of prodoets
being shown on teleyision and also
the ways in which television was
bhought: Yon conld cither buy the
program un(l‘iullt or a segment ol
it. But the overall impact of that
reduction meant that instead of
having major program gronps who
ran the network yon had -——wore
like the vadio days  men who ran
the networks who were hasically
facility-oriented, and the progrinm-
ing was bonght, they went to sup-
pliers Tor it—as they did in radio.
Advertising-training vital

And, let’s lace it, the networks are
racdio; theyre run by radio men, by
rachio-facilities men in their train-
ing. While there's a new genera-
tion ol tv-trained people, many of
thent are not advertising-trained
and so they leave out one of the
necessary fields  of  knowledge,
which is unlortunate to say the
lesast.

Q: Would it be possible aud or
desirable to break ap this coneen-
tration of sources of programing?

A Your programing source is
Lasieally Tour or five major studios
andd two or three production houses,
am] the networks themselves. Now
the networks are getting back some-
what into programing, but not as
much as they were, direetly with
their own stafls. 1 think what'l hap-
pen, whether desirable or not, s
that with the u's coming—with the
ability to have many stations in ma-
jor markets, the lack of which has
licld hack program development in
the country to date—we'll then see
a new  galvamizing of  program
sources and  development of the
program business not now going on.

Opportunity for “comebacks”

You'll have an ability to serve all
the advertising interests, to serve
the artistic needs of nEmyY, My
peaple who used to be in television
and who aren’t in it any more, be-
eiuse the minuate vou ¢o down to 2
limited mmnher of attractions, most
of them serials being made in 1ol-
Ixwood. vou cut down on the need
for Lirce numbers of people to pro-
titee programing. These people are
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aoulabte and wordd fike ta e back
w the bisiness, wd the u's otter an
other opportimity to them.

Q: Are the existing neticorks
liliely to recall any of this pro-
gravting taleut?

v, 1 think the evistig networks
will open np inclorme The B pictire
serial thing ran . short course and
Kind ol ended. Ny o the shows
are very good, they always have
heen, movies are o wonderfal me-
divm—hnt so is the theatre and so
is the Broadwiay revae and so is the
vandeville honse wand  the coneert
hall, hut we cover the stadinmmns and
the movie studios and we shonld he
covering evervthing., This is part ol
a philosophy of tv that essentially
is coverage-oriented,  connnunica-
tions-oricuted. Like, [rankly, the ra-
dio program people are following
as aginst the movie people, who
essentially are storytellers. Their
whole training is toward telling
stories: this is not the same thing
as ‘covering’ entertainment for peo-
ple. let alone non-fiction.

Q: Was the destruction of
radio nenrvorking, the de-
struction of the major Hollywood
studivs, in any way the inevitable
result of similar plilosophies of
management? s there any likeli
hood of a similar fate befalling
television networking?

Az Hollywood's failure, wnder the
impact of television, to do any real
development toward new kinds of
attractions, new material that might
attract special andiences, has hurt
the studios greatly. As vou know,
most of their business now comes
from teenagers, Of conrse, part of
that they couldn’t have helped be-
cause television was too powerful,
Part of it, 1 happen to think, the
could have helped ina big wav, hut
they did not snd will not really ex-
plore, because they don't believe
that any thing will work in a theatre
unless it tells a story, They just don't
believe it their training is consider-
ably different.

and

Big audicnee for non-fiction

Now, onr training is something
clse avain: radio training is that
ceverywhere people  gather, other
people would like to be there, and
vou can get them there with radio
and now with tv and pictures. there-

Tore vou tahe these dillerent tangs
ad
how big an andicnee von can get—
and vou can et an inceredibly Tag
andience tor non fiction, IS amay
me the movie people lus e not tned
non-fiction, becanse theyv've got the
evample of the publications bus
ness hefore them

evtewd themr outward to see

Cites nes comer nistgaznes

Al of the great pablications thaat
have heen horn i the Tast 25 years
have heen non-fiction—Life, Look,
Digest, Ty Guide, US
News—these are not hetione mada-
sines, they do not “tell stories” 1t's o
clue we follosved in television right
from the first dav, of starting his-
tory s broadeast, in starting an at-
tempt to cover the real world i
every possible way, with Today and
Tonicht and Home and Wide Wide
World and all the rest of the shows
like that.

Reader's

Q: So

thread weliicl tied togother many

there was a common
of yYour program innovations?

A 1 was part of an overall plin.
And if 1 really were going to ran
network acain I wonld not sit here
ad-libhing. I wonld go out and look
at the problems and see what adver-
tining needs, and 1 would look into
the creative world and  see who
needed what in terms of opportuni-
ties, new forms, innovations, experi-
mentations in programing. 1'd look
into the non-fiction arews that have
not vet been covered, into the forms
and structures of programing that
are not vet being done.

Q: Wounld auy of the orerseas
wethods you've seen be applica-
ble to this l'cuullllr)'?

A It's fascinating to an Amencan
who spent much time ke myself in
advertising and programing to work
in England, where vonr television
service is the big, long program
with an oceasional interruption ould
then many many commercials one
richt after another. The commer-
cial  effectiveness s funtasticalls
powerful no matter what anybods
sava—there's noase trving to com-
pare the valnes we have with some-
one else's.

Would try the British syvstem

Yon just draw g rule and sav that
if in this country we had o block
program. let's <av three honrs” long,
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and an inter-connected  entertain-
ment that was broken, perhaps, a
couple of times and you put all your
advertising in there, the people who
bonght those ads would get great
valne ont of them. Now, whether
they got as mueh value as doing
somcthing else would depend upon
how mueh they spent. Now, today,
von ean’t try that sort of eoncept
of all-night programing. But one of
the things 1 would look into would
be whether you eould eombine all-
night programing and the English
svstem.

Good value at lower eost

The advertisers would hate it, be-
vause thevire used to a different
evaluation, but that doesn’t mean
it wouldu’t work. Quee we have u's
and saturation in major markets |
know we'll do it because then we
don’t start with $150,000 an hour
and the advertisers don't have to
pick up that mueh of a load; they
can get real good value at a much
lower level of cost. s all relative,
it’s how mueh yon get for how mueh
vou spend. So that's another way
the advertising usefulness and the
form and the ereative community
aud the needs of the general publie
can all be met by something new.,

Q: Do vou beliece it would be
possible today for any one nian to
carry wvul major network
changes?

Az You don’t have to react to the
business, vou ean make it change
by doing something about it. What
vour do must depend in great part
upon knowledge, not upon goiny
to w supplier . . . vou really have to
think out the problems your busi-
ness is facing and then find a soln
tion whieh re-orders the same ma-
tevial within a new  eonceptual
fraanework that will work for every-
one. Then, all of a sudden, it's old.

THas a candidiate now

The all-night idea is just one ex-
ample. I've got 50 shows, cach one
of wliich is a solution to a given set
of problems. I've a daytime show |
worked out for a network, where |
was trving to develop a show that
wonld i as lang as Today: it was
thiat Numdimental a need and that
inexhaustible a souree-aid that cap-
able, il vou solve problems, of being
prodoaced, hecause this was a hard

show to do. 1 have such a show
whieh 1 now have only to sell; but,
again, il yvou're in the ageney busi:
ness the ehances of your happening
to have the clients who could un-
dertake to mount these big, big
projects—and this is a big daytine
project—are nnlikely, so we’ll have
to go to some sort of eooperative
venture with the other agencies.

Q: Television has worked well
for the clients. and for netweork
management. Has it worked well
for the creative community?

A: Certainly it's worked well for
some of them—who've made a
great deal of imoney. What Iappens

THE COMING OF UHF: Irs
no pipedream. says Pat
Weaver. Next week. the ex-
head of NBC tells why he be-
lieves advertisers and agen-
cies will find new marketing
values via ulf stations; how
the fourth (and fifth and
sixth) network will be run.,
and why the existing net-
works have partially failed
hoth the viewing audiences
and the advertisers.

is that there are many people wha
get caught in the mill and who
wind up, through no fault of their
own, not having the kind of jobs
they probably deserve in terms of
merit, It's very hard in a busiiiess
as elosed as television for them to
make a few calls: if they strike out
theyre through, there is no place
to go. It’s like an actor; if he can't
get a part he just sits there—but
these people aren’t actors.

Q: Rephrasing. has there been
cither the physical or intellectual
tiberty 1o create the kinds of
shows wchich yvou would like 1o
see?

A: When I was at NBC I'd say
“Yes”, because | went ahead and
did them. The difficulty is that the
auly place where vou can do what
vou want, what voure convineed
is a good thing for all parties. is at
the network, There is 1o other
SOUree.

The clients” needs are too dispa-
rate, as o rule, and the agenev

doesn't have the list of clients who ! R
would mount a big operation; there

is no form, and the business is too
competitive as vet for us to engage | J
in joint buying practices—even if J I
it were legal,,and I'm not sure it
would be under the trust monkey-
business.

Admits disappointment S

I think all of us in programing
would say we're disappointed in |
what has been done compared
with what might have been done
and what conld have been done.
The whole premise of the network | ¢
structure was based on a very high
retention of ineome from the time-

cost; by the networks, in order to | ¢
snbsidize a vast talent-development |7
pln, a tremendous refreshment of § 4
forms for writers and producers to 1 &

work in and artists to be seen in,
for advertisers to support in any
varving ways to increase usefulness. § 4

Says “ereative drive” suffers

Of course, as you grow bigger you
make more and more money, and
this certainly was true of my man-
agement at NBC. When vou try to
hold back on that kind of momen-
tum, 1 think vou lose a lot of vour
creative  drive and  you  heeome
mare and more of a faeility.

L ge )

Q: Is this an inevitable form of
ossifieation?

A: don't think so. The networks
are just the same as the magazines
and uewspapers: they reflect the
ideals of their owners and their
managements. The networks have
to decide who they are and what
they wre and what thev're trving to
do, what service they can be, and
then they go abead and run their
operations. I they don’t know what
they are, il thev just try to react,
then they have a problem.

Q: How do you make woney.
vel preserve the creative flair?

A: TN rewmind von that NBC has
never made either the pereentage of
net or gross profit since [ left that
it did while I swas there. In terms
of pereentage of their dollar hillings
they probably never will make it
The two things are not incompat-
ible; an the contrary, creative drive
and movement ahead is usually fol-
fowed, in most businesses and in-
cluding showbusiness, by increased
aross and net revenues.
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REGIONAL VARIATIONS

(Continued from pare 320

sliare, 29). The roting and share
profile tor thiv type Ginelidiny,
flawaiian Eye, Rowte 66 and like
shows) was estremeh
Crime Detective,
Draina  (catmye. 149,
share, 29Y. Programs such as T
lisht Zone and Alfred Hiteheoek
like Action Adventnre, showed o
amazing similarite to Crime Detecs
tive,

As might he expected, rating and
share fluctnations were more appar-
ent  within individual  programs
from one section of the comtry to
another than within indicidual pro-
gram types fro one section to
another. v good ¢ase in point was
Lassie, the only progranm making np
the Children’s Demua category,

Again combining all 27 markets
ails zed in this stndy, Lassic re-
ceived anaverave rating of 33, com-
paring most favorablyv with ARB's
Marcle TV National rating of 32 for
the same prograom. o relation to
share of audicuce, Lassie received
a whopping 577 in the markets com-
Liined.

I Figares 3 throngh 11 ave ox-
amined, it can he seen that, Iy
Census Regions,  Lassie received
ratings which vanged from 23 o the
Momntain Region to 43 in the Bast
North Central Region, and shares
that vanged from 19 in the West
North Central Region to 65 in the
East North Centeal Region.

A\side from differences in prefer-
ence for Children’s Drama which
iy have evisted from oue seetion
of the country to another, here are
additional possible veasons for the
rating and or share fhctuations:

(1) Lassie was telecast at differ-

ent hours m different parts of the

country. hn 16 of the 27 markets.,

the program was shown at 7:00

PAL Nine markets showed it at

6G:00 PN and two at 3:00 PN,

Since the sets i nse between

and T PAL varied considerably in

most nnirhets, the ratings tended
to vary correspondingly.

12) There was avreat deal of dif.

fereat  competitive  provraming

upposite Lassic. Some of this pro-
I graming apparenthy was effective
m waining its rightful share of
the viewing andience. Other pro-
graming apparently was estreme-
Iv incetfective toward this end.

similar to

Suspense
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3 The ddlerence ne telecast
tnae nsiadiv meant differences
program lead-in also, The ingpon
tance ot hold-aver andhence can-
not be over-cimphasized T this
respect, it is mteresting to il ze
the quuarter-honr precedmg Lasae
as well as the first quarter honr
of Lasvie itself. Of the 21 nurkets

w hiere Lavvie had top atmys dh

g ats first goarter hour, o study

of the preceding gquarter-hour

programs shows ..

() the Lussic stattom to he
first i 1S imarkets,

{h) the Lassie station to be
ticd with a  competitive
station in 2 warkets, and

(¢) a competing station to
hold top ratings in only |
narkets.

The remaining 3 warkets where

Lassie had lower ratings than a

competing station showed  that

competing stations to have higher
ratings in the preceding quanter-
hour also,

There were undoubtedly o host
of other reasons why individiol pro-
erams  received higher ratings i
one section of the country as op-
posed to another, but these fonr
seemed to be of prime wmportance,
at least from the viewpoint of one
rescarch avaly st L 4

NEW SPOT RESEARCH

{Continued from page 37)

So far Rovobangh has only check-
ed with a few reps about the opera-
tion, but he reports that they e
enthnsiastic  about  organizing  a
phase of ageney velations which,
for vears, has been disorganized.

Rorabaugh feels, and many agen-
cies agree with him, that sivee all
the information reported by the
reps would be historie (after the
fact). there would he no vielatiou
of confidence on the part of the
reps in their relotionship with <ta.
tions, advertisers and agencies.

A media rescarch exeentive at
Compton expresses the opinion of
the majority of agencies contacted
saning:

At present Rorabaugh is the only
ssstem which gives ns dollar ex-
penditure data. We feel that the
new service with its improved ac-
enracy and areater depth will he
most valuable. But we are il
snbseribing to BAR ™ L 4

COMMERCIAL CRITIQUE

Contotued prom pa « 10

me s selhmg popese 1 owould
with preaons hitthe rospect s
gest hie or she stav ont of the pele
husimess Thove s alroady sudhoea
cranked ont, mediinacal dross on
the ar
wraces Who e wore mtenosted

Most of at done by scrpe

the ressdnal pasioents they wot b
pettormmg their shoddy lforts
thon i domg work that satl petlect
credit on the advertising busigess

When it conmes to melodic mven
tion o bistnnnentation,  scormy
voicing, metric imnovations  here
von can have o creative field da
I ovon can doat wath verve and
goad taste, wore power to von! The
business needs vor And will pan
von wild woney tor vonr efforts!

As evanoples of what neginative
scoring and voicing can do to nake
ajingle into afirst chass selling tool,
comsider what Northwest  Virlines
did with the oriental fhivor ot the
sevennotes in North west Or 4 dent
\ir lines—the notes spiked with o
Chinese gong. The simple, hint com-
petling vmsery rhyme welady that
carried the hries for "Cavlord™ the
clectrie hasset hound tov doring the
Christmas scason last vear, Ideal
Tov has reported that they sald
every picce they conld wake. The
case with which Kids could wrasp
the melody had w ot to do with
that success, There's o Dufont com-
mercial on women's hosiony and
why women ought to wear hosiery
all the time—even i the sinines
“The Lady fsn't Dressed Unless
Her Legs Are. Toa. N whizz-dilly
of & copy line. Bt we're consider-
ing just the jineley HOy ke a
second act opening lor o mnsical
comedy . Vefook-at-me-here-t-come
sort of thing.

There are many - other fine and
worthw hile thines that canomake o
jingle spront wines and th
thines  like  Winstons  CRACK
CRACK i the onddle of o pmgle

But voull devclop the mmova
tions yourself The purpose here s
simph to outhne—and wive o few
examples—of seme ob the things 1
like to think onght to he o pule.

\ vood selling proposits m
Lanics that are simeable
Melodic i ention

And rospect for the enstomer. Hf
vou luve that, son'll find the other
thanes a lot casier to cawe U 4
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THIS PIEGE OF CLOTH
SILENCED 1000 GUNS!

Almost a hundred years ago a doctor wear-
ing a Red Cross armband stepped outon a |
battlefield in Europe. As he moved between
the lines caring for the wounded, the guns
of both armes fell silent. From that mo-
ment on the Red Cross has been a re:
spected symbol of mercy for all men.

Today Red Cross nurses and doctors are
still bringing relief to people suffering from
disaster, disease and war. In order fo con-
tinue this vital work, the American Red
Cross must turn to you for support. Don't
let it down!

Y ™ ]

THIS TELEVISION FILM
100 YEARS YOUNG

9 minutes — 16mm — black and white — sound — cleared for TV

100 YEARS YOUNG salutes the 100th world-  utes show that idea in action on today's inter-
wide anniversary of the Red Cross movement.  national scene—plus dramatic scenes of Red
The. first 4¥2 minutes depict the birth of the  Cross services on the home front. The film
Red Cross idea when Henri Dunant witnessed  can be shown as a 9-minute TV feature or as
the Battle of Solferino. The second 42 min-  two 4Y2-minute programs.

Action scenes of: President Kennedy, Battle of Solferino, Guani Typhoon, Algerian Relief,
Congo Relief, East Coast Storm.

THESE TV SPOTS

GORDON AND SHEILA MacRAE, THE AIR “ALWAYS THERE" —as art depicts world-
FORCE SYMPHONY, and the SINGING SER- wide Red Cross services. Available in COLOR
GEANTS present a new song by Alvy West—  and BLACK and WHITE. 16mm and 35mm.

Also COLOR SLIDES, TELOPS, FLIP CARDS, with voice over copy.

AND RADIO SPOTS

Recorded appeals by % Air Force Symphony & Singing Sergeants % Ralph Bellamy * Bing Crosby
* Percy Faith * George Hamilton |V % Bob Hope * Rick Jason % Four Lads % June Lockhart
* Gordon MacRae * Sheila MacRae % Mitch Miller ¥ Minnie Pearl % Basil Rathbone

All lengths from 05 to 60 seconds

WILL HELP YOU HELP US TO TELL THE RED CROSS STORY

All these YOUR LOCAL RED CROSS CHAPTER THE ADVERTISING COUNCIL SN0 o
: L . g
malerials THE AMERICAN NATIONAL RED CROSS New York & %
arailable In New York, call SUsquehanna 7-1000 Chicgyo '% &
Jrom: In Hollywood, call HOllywood 5-5262 Hollywood e gee®

* THIS SPACE CONTRIBUTED AS A PUBLIC SERVICE % k
6l SPONSOR 26 auvcusr 196.




By BERNARD HOWARD
pres., Beenand Howard 2 Co., N Y C

\s o resnlt ol the recent racial
tensions swhich have heen imaking
headlines everswhere, the Negro-
orierted radio station today enjoys
a rappart with its community nn-
matched, perhaps, in the histors of
communications,

This empathy has been develop-
ing over the past few vears, bt the
heat engendered by the present dis
turbances seems to ive welded it
with a bhond of suceh strength, aned
with an incereasing magnetism  of
such power, that we who have heen
with Negro radio almost sinee its in-
ception and who have seen its phen-
vmenal growth, find it almost im-
possible to fully comprehend.

The reasons, of conrse, are self-
evident. Negra-oriented radio is the
oy medivm throneh which  the
Xegro himself believes he can re-
eeive the happenings of the day as
they happen, and  he feels they
shonld be reported. B gives him
more of his side of the story, mare
Laf the internal facets non-Negro sta-
ions overlook: it gives him mare of
Hhe kind of editorials he likes to
||!:u.~-.|r. delivered by annonncers he
knows are on his team, and it does
this more consistently and  more
often than any other medinm. e
tunes to it hecanse of his own sense
il nrgencv, and becanse of his inner
faith that what he hears will more
clusely approximate his awn sense
af justice and trith.

Evidence of this—il more evi-
th'li('(‘ Were Il(‘(‘(l(‘(l—\\‘al\ ui\ onone
i Chicaga where recently we spon-
sored o two-day seminar attended
I some 30 of the Negro-oriented
stition operators we represent. Toa
man they pin-pointed the increas-
meh responsive andienees being
tmilt, cmphasizing that this growth
was almast in direet proportion ta
that station’s involvement in Negro
community affairs.

50 important was this direction
that a «reat part of one of the sem-
mairs concerned itself with a discns-
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“VIEWPOINT|

EMPATHY: THE VITAL PLUS OF NEGRO RADIO

A column of comment

by industry observers

sion of even better methods to he
cmploved to inerease this listener.
ship still further via o heavier load
of local newscasts, and the develop
ment of a national Negra news net-
work.

Sprening this particular phase in
station programing is the fact that
in only ane tap-ten market, Chi-
cago, is there a daily Negro news-
paper. All the athers are serviced
by semi-weeklies or weeklies, with
some even covered by special edi-
tions printed and prepared in an-
other city. In addition we  have
found that circulations among the
Nearo newspapers generally have
been declining, while listenership
to Nedro-ariented  radia  stations
has been climbing. Experts anal-
vzing this candition believe im-
mediney keynotes this factor, the
desire by Negra commmity eitizens
to know immediately, not days
later, what is happening locally,
mationally and intermatianally that
concerns and effects them,

Seen as “added plus”

Fram the seller’s viewpoint, all
these are pretty powerful argu-
ments. With today’s agencies de-
manding mare than just munhers as
a boying gnide, with their requests
for hetter vardsticks of mdience
reaction, listener lavalty, and  the
other intangibles that enter into
purchase of o product. this enorme-
ons empathy between the Negro
cammunity and its local Negro sta-
tion is the Kind ol added plus that is
attracting more national advertisers
mto this marketplace every day.
Never inits history has Negro radio
had as many blue-chip acconmts as
it has today. Never in its history has
its grawth been as rapid as it is
richt now.

At the local level, retailers have
known this for quite some time. In
every city where the Negro come
munity is a factor, this fact of life
has been brought home. Now it has

on broadcasting/advertising.

encompassed  the national lesed
Moare manofacturers abimost dals
are coming to realize thas markceting,
revolution is heve ta stay, and tht
il anvthing, it wall inerease monag-
vitnde in the vears abead

That is why, in onr
Nearo radio i being considered
wore and more as part of the hasic
raclio buyv. Al it should be so he-
conne i other radio facility reachues
the Negra community half s well
The total wmarket cannot be reached
without this specialized market, this
“eity within @ citv” wherever it may
be.

At the vational tevel we are k.
me of some 20 million people witl a
spendiable ineamie in exeess of $20
hiftian. These facts are well known
What is perhaps just heginning to
be realized, however, is that the
ceonomics of reaching and selling
them must be re-evabuated in the
light of new developments. And
that Nedro radio olfers the snrest
e mast economical way at the
present time to move gooads to the
particnlar commimity involved, be.
canse it Tas the necessary “priceless

ingredient” —ENIPATTIY! v

optnion

B8ERNARD HOWARD

F

\ctive in the rep field for 16
years, he has heen prosudont of
his ot station representatic
company  since s Jormation
four years azo, was prosident
of Stars Natioual reps for s
years bejore that  His carcer
beganwith W S Crant reps,
and he later worked wath the
Forjoc Company  He is an
IRTS member.
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Significant news,
trends, buying
in national spot

- SPOT-SCOPE]|

‘R-TV CLICKS WITH PERFECT PHOTO

erFECT pHOTO, New York based photo finishing services firm with 16
P plants across the nation (annual sales of $23,000,000), is utilizing spot
tv and radio in Los Angeles and Philadelphia. The commercials, set to run
for an indefinite time, feature Art Linkletter and stress convenience and
quality of Perfect Photo’s work. Philadelphia stations airing spots are WFIL-
TV (nighttime, Monday through Saturday), and WPEN and WIBG (run
of schedule, seven days a week). A “substantial” slice of the ad budget is
allotted to the broadcast media, with some funds going to point-of-purchase
displays and sponsorship (not broadcast) of an L. A. Angels-Cleveland
Indians baseball game on 13 September. with the possibility of working
with additional baseball contests as a promotional gambit.

TV BUYING ACTIVITY

o Filice:Perrelli canned fruits and vegetables going into Phoenix, Tucson, Salt
Lake City, Sacramento, Fresno, San Francisco, and Los Angeles with spot
schedules of from eight to 13 weeks beginning 1 September. At lcast two
stations in each market will get portions of the budget. Buver is Kay Shelton
at Botsford, Constantine & Gardner (San Francisco).

e Gerber baby food buying for a ninc-week campaign slated to start the end
of September. Drive of mostly daytime minutes planned for 90 markets.
Buyer is Ed Nugent at D'Arey (New York).

» Renault fall campaign on tv and radio will be timed for showroom avail-
ability of each of three car lincs, and placed by six distributors and 500
dealers. Ageney is Fuller & Smith & Ross (New York).

« Ralston’s Chex and hot cereals will launch a saturation campaign in Septem-
ber in 40 to 60 markets (and also a radio drive in 18 markets). Spots will
be aired in flights varving in length depending on weather conditions in
sclected markets. Dick Tyler is the account exec at Guild, Bascom & Bonfigli
(San Francisco).

RADIO BUYING ACTIVITY

o Filice-Perrelli canned fruits and vegetables supplementing tv campaign with
schiedules starting 1 September on two stations in cach of four markets—
Los Angeles, Fresno, Sacramento, and San Francisco. Ellic Nelson is buver
at Botsford, Constantine & Gardner (San Francisco).

o Mercury and Comet cars are going into more than 100 markets with flights
varying from two to cight weeks to num throughout the 1964 model year.
Campaign will exceed last year's in number of markets, frequency of spats,
and number of weeks. Buver Bob O'Conncll in New York interested in
minutes and 30s in traffic times, some weekend, and nighttime if avails are
excellent. Agency is Kenvon & Eckhardt ( Detroit),
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€ March 14, 1963, this photograph in the Minneapolis Star reached almost 7
o't of 10 homes in the Minneapolis area. In addition, the Minneapolis Tribune
rached more than one-third of the homes. We hate to be catty,but on March 14,
163, how many households in Minneapolis did your TV commercial reach?



The ’
l CANADIAN BROADCASTIN
CORPORATION

announces the appointment of

| WEED AND COMPANY

NEW YORK » CHICAGO + DETROIT « BOSTON » ST. LOUIS - ATLANTA - LOS ANGELES « SAN FRANCISCO - PORTLANO + SEATTLE

as selective sales representatives in the
United States for their owned and operated
English language television stations...
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with 14-page state-by-state directory of Negro-appeal radio stations
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the
EMPHIS

OF THE MEMPHIS
AREA IS

|IA ALONE NEGRO

EACHES WITH AN ANNUAL

the MEMPH\S’ INCOME OF OVER .
HER ONE! ON\-Y A BILLION DOLLARS!

5 opi 51 STATION
esented Nation? “Y Y
Repre c

OLLING
THE B COVERS THE LARGEST SINGLE

NEGRO MARKET IN THE U. S.

TOP-RATED 12 STRAIGHT YEARS

OTHER NEGRO-PROGRAMME NDERLING STATIONS

IN CHICAGO WOPA « IN SAN FRANCISCO-OAXLAND 8aY arREa KDIA
#31* on Chicago’s West Side . Boy Areo
‘NEGRO HOOPER 1961} NEGRO PULSE 1962




because

it
represents
time. ..

We chose the hourglass symbo!

as a trademark because it represents time.
Bernard Howard and Company sells more time Il

tor more Negro programmed stations than all other

representatives in the country combined.

BERNARD HOWARD & CO. INC.

radio and television station representatives

20 EAST 46th STREET NEW YORK 17, N. Y. « OXFORD 7-3750

NEW YORK o CHICAGO ® ATLANTA e LOS ANGELES o SAN FRANCISCO




!l‘here’s more... to McbLendon Ebony Radio...

1550 1597

Qoec wafvTsy

,,4 5000 WALL'S

] .",' e o 5 ' .
! Y YNy 4
ind MODERN FACILITIES... we've got
POSITION, too!

°K

s

“the Nation's highest rated Negro group

*Average rating position on Pulse and Hooper General Audience Surveys over a 2 year
period . .. as compared with other Negro group operations in similar or larger markets.

(Eacluding Tampa—our newest facthity —which captured 349, of the Total Negro Audience tn the first 30 days of broadcasting )

ILA~ST.PETE BIRMINGHAM JACKSON SHREVEPORT LITTLE ROCK
10,000 WATTS AT 1550 5,000 WATTS AT 1320 5.000 WATTS AT 1S90 10,000 WATTS AT 1550 S5.000 WATTS AT 1440
IN ALL DIRECTIONS The Top-rated Ebony Vosce n Consistent:y  theNation's Highest T ONS 2828
Flanda’s Most Powertul Alabama’s st Metro Market Rated Negra-appeal Statian

Edony Vorce Saon — NIGHT & DAY

l‘"} mclendon ebony radio
MG ... Quality Negro Radio down South

epresented nationally by BERNARD HOWARD & CO. —uiw v0an + CrCAGO « 4TUNTL » SIN FIANCSCO o 10§ INGELES
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THE MOST
IMPORTANT 4"
IN TIMEBUYING
TODAY

The Monday stack may hide many
needles. SPONSOR’s not one of them.
To a buyer, SPONSOR pops out of the
pile as the most important %" in his
buying mix—that tureen of soup in the
back of his mind that needs the con-
stant stirring in of SPONSOR's top-of-
the-news; of SPONSOR’s significance-
of-the-news; of SPONSOR's spotting of
trends; of SPONSOR's scouting of the
future, It's all about broadcasting and
it's geared entirely to buying. SPONSOR,
the “extra margin” in the profession of
buying time, and the selling to time-
buyers. 555 Fifth Avenue, New York 17.
Telephone: 212 MUrrayhill 7-8080.

1
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15
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Key Stories

NEGRO “VOICE” IS HEARD
A fresh focus on the $22 billion Negro market and its
fast-growing, top-selling, far-reaching air media

PEPSI-COLA TALKS TO THE PEOPLE
Selling soft drinks is local business, so Pepsi uses Negrg
radio to reach an important local consumer market

WOOK-TV GAINS WITH 100% NEGRO SCHEDULE
The only full-time Negro-appeal tv station in the
country, continues to grow with its market

HOLTE COMMENTS ON PROGRAMING
Negro-oriented radio shortchanges advertisers and
audiences, says Clarence Holte

)

.
g

It

MAJOR NEGRO-APPEAL RADIO STATION DIRECTOR
OTHER NEGRO-APPEAL RADIO STATION DIRECTOR

Je York 10017. 212 MUrroy Hill 7-8080.

SPONSOR ® Combined with TV, U.S. Rodio, U.S. FM R. © 1963 SPONSOR Publicotion
EXECUTIVE, EDITORIAL, CIRCULATION, ADVERTISING OFFICES: 555 Fifth Ave., Ne
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SOUTHERN OFFICE: Box 3042, Birminghom 12, Alo, 205-FA 2-6528.
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SUBSCRIPTIONS: U.S. $8 o0 yeor. Conado 39 o yeor. Other countries $11 o yeor. Sing
copies 40¢. Printed in U.S.A. Published weekly. Second class postage paid at N.Y.C.
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50,000 Negroes+WCHB — History

1~ Now
AVAILABLE]

MARKET
~QETROIT'S NEGRO !
0es N PROHLE

i He or Ouf
of Write we '
* c:4“amma\ Represen\a\wes

= jor FREE COPY

National Representatives:

BOB DORE
ASSOCIATES
NEW YORK e CMICAGO

DORA-CLAYTON

AGENCY ATLANTA

BILL CREED

ASSOCIATES

BOSTON

SAVALLI-GATES

LOS ANGELES o SAN FRANCISCO

- ’ ,,’0‘/6 “!.: ’ P ‘
), ‘ \ Ge T .
S . 1 /a3l ST
Because... WCHB (s Owned and Operated by Tegroes

..... AND IS TOTALLY IDENTIFIED WITH 655,000 DETROIT AREA
NEGROES WHO HAVE A SPENDABLE INCOME OF OVER SEVEN
HUNDRED MILLION DOLLARS PER YEAR.

The above pictures dramuatically depict this relationship Shown, upper left, waiing for Detrott’
b ree M: \{: o C C b ] {

Sw { M \

with art " A

{r WCHB J \ NB

Frank Se [ hY WCH

part € the c W

\WCHB IS THER IN T

With a f ime w

f v

BLANKET

..The Personality Twins
| am_ UV @Th y
W@Eﬂ 4MwUJ D
THE VOICE OF PROGRESS £M COMPANION TO WCHB
Call CR 8-1440 for advertising information
INKSTER, MICHIGAN — DETROIT 1, MICHIGAN




IN GREATER NEW YORK l

THE

SELL

First in Audience o First in National Advertisers
o First in Community Service o First in News o First in
just about every thing a radio station can be first in-year
after year-since 1955. No other Negro Station in
the market even approaches it in loyalty, empathy and results

W&E@&@@_

310 LENOX AVE, AT 125th ST. NEW YORK 27, NEW YORK
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New miilitancies... new pressures... new hopes

dut fresh focus on America’s $22 billion

non-white market and its air media as...

NEGRO ‘“VOICE” IS HEARD

vine a recent FCC hearing in-
volving o request by WEBB,
Itimore to hroadeast at night as
b as dav. a number of Negro
e leaders testified. In general
b eir testimony went like this: We
pe the day will come when there
no difference between a Negro
dio andience and a white radio
dience, when people are people
it that day isu't here vet. And dur-
g this interim period, which may
it many vears. the station that
peals directh: to a segient of the
arket. or to our commmity, is
1portant. .

ONSOR 265 avcusT 1963

In 1963, the appeal to Nearoes is
growing. More than one of even
twenty radio stations diracts all or
part of its programing to this war-
ket. with an estimated  spending
power of $22 hillivn annuathy . Nore
important, there are more than 100
radio stations  programing to Ne-
grocs full time, or with a major
program  proportion  (see listings,
page 1) Significantly, advertisers
are pay ing more attention to these
stations.,

The growing strength of stations
appealing to Negroes does not di
minish in any way the efforts of

¢ itless otl )
t nutry . who seek to gy
the entire andience  wathin ther

veach., The station with the hroad
ippeal nnguestionably serves the
Negro andience also. But without
donbt, the station pr e

v to Nevro achieves a dif
he latter word one which crops up
frequently in the comments of sta
1on executives

The purpose here
uss whether or not the general ap
p«'.ll station serves the Negro, cor
tainlv it does, since even within ans

tto dis

7



given group, there are many difter-
ut levels or tastes. Surely it would
be a mistake to assume that all Ne-
groes listen exelusively to Negro-
appeal radio. But just as certain is
the fact that many Negroes dao listen
to Negro-appeal stations and in very
sizcable numbers.

In the words of one station ex-
eeutive, who programs to the broad
audience though his market in-
eludes a substantial number of Ne-
groes: “Perhaps the real seeret of
radio is this matter of partieipation

Bursting at the seams

Tip-Top Tualent Contest staged by WCHB, Detroit brought
120,000 wrappers, more than the station’s “Platter Wagon”
could hold. Woman’s editor Trudy Haynes surveys situation and

and identification, the empathy that
one establishes with an audience.
All of our people on the air try to
be friendly, They try to niake the
audicnce tdentify with them, 1 think
in the Negro market station, there is
that racial identity or ethnic iden-
tity which is so important to the lis-
tener.”

Negro-appeal stations are build-
ing empathy, and advertisers are
finding it pays off in sales to capital-
ize on this close identify

The list of companies  using
Negro-appeal stations  closely re-
sembles anv other advertiser list.
WRAPD, Norfolk, Va., reports its sta-
tion has heen used suecessfully as
1 test of Negro programed radio by
Procter & Ginble, Colgate-Palm-

olive, Armstrong Cork, Standard
Brands, and Pharmaco, to namne a
few of the clients.

Hlinois Bell Telephone, in a let-
ter to WYON, Chicago notes this
reaction to a campaign to an ad-
vertiser: “The following is a list of
the number of times ‘busy’ condi-
tions were recorded because all
your telephone lines were in use
simultancously. Readings were not
available Wednesday, 12 June, be-
cause the response to vour invita-
tion to call the studio was so great,

Point of sale aid
Rudy

the eentral office lines serving your
area were completely  jammed.”
There follows a lengthy list of dates
and times.

Ted Bates viee president William
J. Jost reported this to WUYFQ, Buf-
fulo: "1 want to express our thanks
and heartfelt appreciation for vour
efforts above and hevond the eall
of duty for your great contribution
in making our Physical Fitness Pro-
gram a howling success. . You
have Dbrought great glory to the
radio industry as well as to adver-
tising.”

Holsum Baking in Danville, Va,,
had this to say about a ecampaign on
WILA: "We can see a definite in-
ercase in sales of Holsum Bread in
the Negro outlets here in Danville

and  surrounding arcas that w
serve. Also, we feel regarding ou
sales in the super markets, whicl
have increased, that a certain per
centage can be credited to vour lig
teners whom we know are quit
loyal to WILA Radio . . . ‘thei
station.”

For WLIB, New York, empathy
demonstrated via a Festival of th
Performing Negro Arts, which
sponsored, and is staged in Carng
gie Hall, New York. This vear, th
hall was again jammed, with se

Negro-appeal stations frequently go to the stores to aid in s
of advertised product. KGFL, L. A. decjays Johnny Mag
Harvey

are shown in typical in-store sce

eral thousand ticket requests tum
down. A station exceutive adds:

“We broadeast this coneert §°
three hours. But our audienee pac
its way into the Hall to join us}
staging the ‘Festival” That's e-"
pathy.”

From KNOK, Fort Worth, Tex:
eomes this added comment frond
local tv dealer: “We received twi
as many calls from vour station§ =
we did from the others we ran.”

While building identity with &=
diences, and sueeessful results £
advertisers, Negro-appeal  statisd
have also accumulated a host f
facts, ficures, and research on th e
stations and markets. If there 18
any void i this area several yes s
ayo, it is being filled. And a grit

SPONSOR. 26 avcust [49



eal of data on the Negro market
heing added constantly.

The 1960 Census provided sales
anmunition with a new connt of
he papalation in cities, showing the
‘lpi(l growth of Negroes. To cite
ut one instamee: WAMO, Pitts-
urgh reports Pittsburgh’s Negro
A'Mrk(-t increased 23% from 1930 to
560, while the white population
cclined  13%. The  station  also
notes the Census that Negro home
vnership increased §:68%, while
hite hame ownership increased by
nly 8.97.

The Negro population, officially
bulated by the 1960 Census at
3.9 million, is estimated at nearly
).5 million in 1963. Unlike the
hite population which is spread
ore evenly, Negroes are coneen-
ated heavily within cities. Sinee
ich station has a different cover-
e arcit, depending on power and
equency, and inasinnch as popu-
tion shifts have already mode the
60 ficires  somewhat  obsalete,
ation coverage heures are hest ob-
ined  from the station itself. A
encral idea however, of where the
egro population is located today,
n a state basis is provided (see
ages 11).

Using an anunal growth rote of
67 (as in the 1930-60 decade)
onsultant 1Larold Walker prediets
1c Negro population will total 2443
illion by 1970, and 31.7 million by
980. By the vear 2000, he estimates
iere will be some 32.8 million
VOPTOeS.

Anothier arm of the government,
a¢ Bureou of Lahor Statistics, hos
Iso come up with significant sta-
sties. Frequently quoted are fie-
res showing Negro food store pur-

§ hases exceed whites at oll income
vels. White families with $1000-
2000 income spend $483 annually,
ws the hureau, while Negroes
pend S313. At the other end, white
Amilies carning hetween $7500 and

£ 10.000 spend an average of $1405
> food stores, compared with $1550

w negro families.

But this is only the bheginning,.
lany stations have prepared their
wn survevs. WCIHB, Detroit, in a
tudy titled “"Detroit’'s Negro Mor-
et in Profile.” predicts that the
wegro population in Detroit will

PONSOR 26 wrcast 1963

eveecd 3 of the eity's population
by 1975, In 1960, the percentage
was 29.19.

Other highlights of the WCHB
study: the Negro spends hetter than
one dollar out of every five that is
spent in Detroit; the Detroit Negro
iv generadlyv vonnger; two out of
every five Detrait Negroes own or
are buving their own hames; and
mare respondents turned  to radio
than ol other media comhined
(5117 for radio)

The Latter conchision is hacked

1

e r&r
-

b i
s

“Best in Parade’ award

Entire corps of radio perconalities of KATZ, St tonis rode als
celebration 1o win top honors for the day as well

up by o Harvard Business Review
stdy cited ina presentation from
KPRS, Konsas City. In a slichtly
different question, the Review fomd
397 of Negroes consumers spent the
most time with radio, against 284
for tv, 267 for newspapers, and 7
for macazines. FFar the w hite con-
simer, M7 spent most time with ty,
377 newspapers, 137 radio. and 47
with nirgazines

Civing added strength to the or-
guments for Nearo-oppeal radio are
a number of studies which shiow the
Negro spends not only more for
many products  than  his  white
counterpart, but also huvs the best
hrands.

Most recent is from WWRI
New York (for more complete de-

19 Angost). Re-
Pl.'l'!!llli o a mnnber
WAVRLS stody campared pircdiase
of w oanmher of products by Nee-
groes, as opposed ta whites By
product  wronp, ol
Negro porddises over wlnte e
clises, the survey went hike thas
shortening 1187 hicher, soft dnnks
197 higher; margarine 227 gl
Lindry praducts 447 higher,
mame a few. The brands nsed by
Negroes? Often the best.
Continental  Broaadeasting's five

tails, s srosson

of produets

pereentage

witl float i spear
s promotn (AN At

Il‘ ‘III" 'll r \ g (N IR YY) ll
mailar resudts, Products with the
highest percentage of nsers moall
five cities included Maswell Honse
Jell-O. Nabiseo cookies, Bird's Eae
fr fruits and retables. Flor
sheim shoes, and many others of
brand nane stature. One footnote te
the stuedy: quualit 1 (
vertised to Nedroes i some cases
surpassed the populanty of national
brands swhich did not have New
marketing support

Another repart from KGIJ, Los
Anceles showed these amone the
favarites: RCA v sets, Goodvear
tires, Deleo batteries. While Chn
rolet was the leading aato with 16%
O\ LI mm OSN [\ al
the station, 37 had Cadillacs, 7¢ had



Reaching out to the consumer

Wilkins Coffce is the beneficiary here of a speeial in-store display arranged by WEBB,
Baltimore. Included in the merchandising are product demonstrations as well as display

Buicks, 3% had Thunderbirds, and
4% had Lincolns, 73% had record
players, 317 had hi-fit sets.

From a KCOLI, tHouston qualita-
tive survey of Negro huying habits
comes this information: A sample of
3,112 shoppers in Houston super-
markets showed more buyving hutter

It's Tip-Top in Chicago
Ward's Tip Top Talent Hunt in Chicago also brought a host of wrappers to WAAL. The

wrappers were needed to validate votes from the publie to determine contest finalists

10

(433) than oleo (281), a switch on
the national buying pattern. Steak
buvers (326) topped ground meat
purchasers (281).

An added product note comes
from \WUFOQ, Buffalo: Negro males
spend 80% more on shoes than the
genieral market average, 30% more

than average on persanal care items,

WOOK, Washington (which also
has the only Negro station now
braadcasting in the United States),
has compiled a complete presenta-
tiom on the capital city which it
calls the “richest, most responsive,
buving Negra market in the comn-
trv.” Negroes in Washington com
nrise 33.97 of the total population
“the highest per cent of Negraes te
the central city population of any
city in the conntry. \While the na
tianal inedian Negro family incomge
is pegged at $3.233, the Washingtor
familv has a median of $4423, witl
a quarter of the Negroes working
for the government. Like the pie
ture nationally, the majority of Ne
gro adults in Washington are voung
with good purchasing power
WOOK adds.

Acrass the nation, KCAC, Phoeni
offers a comparable picture, as di
many ather stations. The station re
ports 41,500 Negroes in the greate
Phoenix area, with median income
in excess of $4,000 per family.

Marketing and promotion

Stations offer not only facts abov
themselves, hut are prepared to g
to work in many wayvs to assist th
advertiser in marketing and prome
tion. Amang the examples:

e \WVON, Chicago offers calls o
key retailers, mailings, in-store di.
plays, or will have their women
director pramote products throug
the use of women'’s and social cluh

e KBIX, Muskogee has a weekl
“Spin-A-Rama Chart” distrihuted 1
record shops, drug stores, grocel
stores, and other outlets, with ac
vertising message on it, as well :
top tames.

o WCIIB, Detroit rnng “Oper
tikm Picnic Basket,” giving aws
prizes to those wha have certa
advertiser products in their picn
baskets at one of three parks.

¢ \WWBOK. New Orleans has sp
cial tie-ins at the Louisiana Sta
Negro Fair. manthly mailers, sto
displays and paint of purchase d
plays.

e \WNOO. Chattanooga sen
mailers to stores giving full deta
of advertising on the station, canj
ed with a “shelf-tatker.”

e WERD. Atlanta has WEE
Homenukers Clubs to work w

d
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housewives in all sections of Metro-
politan Atlauta,

e KDIA, Ouakland San Francisco
hits the merchants directly with
pramotional mailers, selling  via
print not pnly the station, hut giving
the advertiser an additional plag.

o WWRL, Woodside, Long Is-
land stages a musical talent hunt
in conjunction with the Ward bak-
ers, with the contest running over
a period of 13 weeks.

¢ KYOK, Houston takes to the
speeial event route also to assist
adverlisers with a Christmas party,
a weekly “sock hop” and other
events.

Programing and Public Service

\s noted above, Negro-appeal
stations use special program promo-
tions to harness advertising selling
power. But they cover other areas
of interest which torm the backbone
of their empathy with the audience.

Popular music is the big attrac-
tion. As WDIA, Memphis reports:
“1t’s true that WDIA and other radio
outlets don’t broadcast much of W,
C. Handy. But it's because our
voung listeners won't sit still for
Itandy. They want the lively ones.
Rock and Roll. Or something un-
usnal, with a crazy beat.”

Cospel music is also becoming
hig across the country, WDIA adds.
“It's big at \WIDIA, but not with the

Musical appeal

While W, C. landy lias beeome passe,
tlay’s  pop  mnsic  draws  thousands.
With these young NMemphis dancers, the
ransistor radio is tuned to \WIDIA as they

nd hefore [landy’s statue in local park

19

Personalities go to work

With the personality playing a major role in building empathy for the advertiser, appear
ances in stores are frequent. WJMO's John Slade in Cleveland store sells Genesee Bee

vounger histencrs. They prefer rock
and roll.”

The amount of gospel music car-
ricd by Negro-appeal stations ac-
counts in part for unusually high
amount of religious programing re-
ported by stations (sce listings).

While religious in nature, it car-
ries  an  appeal  to  advertisers.
WAWRLs  recent anmual  Gospel
Singing Contest, sponsored by Aunt
Jemima  Flour, was attended by
more than 3,000 persons who filled
Washington Temple in Brooklyn.

Supermarket display

KJET, Beaumont identifies itself with one
of its advertisers, Proeter & Gamble's
Tide, as part of its merchandising cam-
paign to build both audicnee for its sta-
tion and gooxd will for radio advertisers

To the schedule of hoth popula
and gospel music, Negro-appeal sta
tions add other ingredients. WILA
Danville, Va. gives these additiona
reasons why the Negro listens
news, free social announcements, re
ligicus programs, parties, basebal
bowling, school programs.

Last but by no means least ar
the countless public service event:
WAMO. Pittsburgh, one of a nuir
ber of typical examples, sehedulé
team teaching in cooperation wit
(Please turn to Pageld

Product and pageant

KDIA, Oakland personalities George ©
ford and Roland Porter get in a commt
cial plug durdng San Francisco "M
Bronze Pageant” while taking part in t
event for the Bay Arca radio statis

SPONSOR. 26 AvGusT 19C



By PHILIP B. HINERFELD
ce president aud director of adeertising
Pepst Cola Company
rrsi-con s broad national adver-
tising s down an overall
nage and mood for onr product,
nt selling soft drinks is primarily a
el husiness, and a local isiness
ceds cood local selling tools,
That's why Pepsi-Cola strongly
Ivises its Dottlers to nse Negero
hdio—an eflective, direct and flesi-
le local selling tool for an impor-
|I| Ant consiming market. And Pepsi-
ola bottlers yse this medinm. In
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~ ntinving merchandising support

iladelphia stations spotlight differemt Newro area store caclt day, in retnmn for spedial mass displass. €
st siv pack from inestore display arranged by WHAT, Philadelphia in behalf of 1h
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ith airborne “personality power’’

our Charlotte region, for example
twenty five bottlers have local Ne-
graradio stations available: tieenty
three bottlers use them on a contin
ning basis.

When we plin an advertising
campaign for any market we hegin
with one very simple premise: our
advertising must talk to the people
It mnst use medio that tadk o an
andience, not about them, and it
must use messages that have direct
appeal.

The regular radio commercials
that we prepare for our hottlers are

' m& nrio
- DiET COLA ¢
. 3 < 4

Fr
rgi~]

L
Y

R 1

| pario .

D1t TCOLA

ow Pepsi Cola talks TO the market

egro radio reaches audience

hult aromnd
“Now it's Pepsi for
'[.LIIIIL \.IHI'I‘_.:'
pravide space for, local direct m

s
cal movie schednles, Tocal
tivities. Some of onr conunercials tic
in the product with well-known
convmnuty
Net

These commercials talk dhrectly
to thewr audience.

Onr bottlers nse Nevro radio for
the same porpose, and in the saim
Stre, we realize that other
media reach Necroes, bt v T
to da more than reach: we want t
sell.

Nevro radio talks to its audicnces
in a special, intimate wav, and it
reaches more of this andience, with

ONr - gen
Those Wh
I ineees wee add or

weather annonneements o

g 1
il)('-lll(lll\ m ¢Jact inar

AATTANY

Lo ol

-

S Caf

above pucks up a
ady N nerease sales
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more frequeney ., and in more places
thau any other medinm.

Ve don't prepare special copy
commercials for Negro radio. We
want the Negro radio audience to
“Think Young"—to identify with
our overall theme. And we feel that
Negroes are just as interested in our
local activities commercials ag any-
vne else.

But. we do suggest to our hottlers
that they provide some further iden-
tification with this audience, as we
do in our print campaigns by using
Negro models. We suggest that they
add to the power of their Negro
radio campaigns by making good
use of its strong points: Joeal per-
sonality identification; strong teen-
age appeal; effective merchandising
id; powerful community influence.

“Don’t just buy traffic time, or
spot saturation on Negro radio,” we
sav. “Let that station work with
vou, and work for vou, in the win
it works hest.”

We feel that personality identifi-
cation is one of Negro radio’s
strongest points — identifving the
product with disk jockevs, personali-
ties and anmonneers who are widely
known and followed in the local
commmunity. Why waste this person-
ality power:

We snggest that they nse our
regnlar commercials, and then add
personal product sell with live tags
or leads. And, wherever possible,
our hottlers try to get good person-
alities on an exclusive hasis, so that
they can represent Pepsi-Cala in the
community  outside of broadeast
hones.

For example, our bottler in De-
troit has regular schedules on the
two loeal Negro stations—\WCIB
and WJLB. He puts his heaviest
weight on Larry Dixon. of WCIB.
Larry may fill a minute spot with a
30-second commereial and a 30-sce-
ond live Pepsi sell in his own style.
On top of that, he promotes Pepsi-
Cola as a regular part of his weekly
teen dances at the local ballroom.

The piles of Pepsi bottlecaps col-
lected as admission at Larry's danee
parties are mounting rapidly—and
Pepsi sales in Detrojt’s Negro com-
munitics are momting just as fast,

Another cuterprising Pepsi hot-
tler is nsing radio with a speefal

14

piteh for his Negro youth market: a
top announcer airs daily interviews
with high-schoolers, and has voung-
sters throughout the arca waiting
excitedly for their moment on Pep-
si's “Teen Times.”

In New Orleans, the Pepsi-Cola
hottler and his special markets rep-
resentative went a step  bevond
identifying Pepsi with a radio per-
sonality: special representative by
Sv Simon, o former d. j., went on
the air himself to host the “Pepsi-
Cala Band Stamd.” These three-hor

Patio thiroughout the community.

One of the strongest testimonials
to the merchandising  power of
Negro radio is being given in Phil
adelphia, where two stations beam
ed to this market — WDAS
WHAT — are part of the local bot
tler'’s continuing media plan.

The stations spotlight a differen
Negro arca store cach day by nan
and location, in return for speci
mass displays and extra shelf spag
for Pepsi-Cola products and p.oj
materials. The station personalitie

Pepsi-Cola

Special markets representative

TANT “

oﬁ

Pepsi Cola special r(-prcsontati\o Sy Simon is shown with junior and senior high sch

guests at one ot his weekly

platter parties for Negro junior-and-
senior high schoolers, are pulling
close to 2,000 voungsters each week,
with tickets spread through the
schools and Y's, and community
centers by WYLD.

To introduce our new low caloric
drink, Patio Dict Cola, in one com-
munity, the bottler had a well-
known Negro hostess and charw-
school head tape a series of 3% min-
ute talks on good grooming, health,
and physieal fitness, with Patio com-
mercials added. Then, the hostess
made  personal  appearances  for

‘Pepsi Cola Band Stands”

carried by WYLD. New Orlea

|
also periodically air in-store an
sidewalk consnmer interview
again spotlighting the stores an
Pepsi-Cola.

Pepsi-Cola is getting big (hsp]
space, special p.o.p. attention, fa
orable trade interest and conside
ably more sales.

I don’t want to give the impre
sion that Negro radio, or any or
medium,  stands  alone for  Peps
Cola and its hottlers. But, Neg
radio has a strong part in our tot
effort and it works for Pepsi-Co
bottlers. 1
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Selling to the future

Veencrama Dance Party carned Iin WOOR-TV hiosts 30 to 00 teenagers daily, s ten
lie rodes. Feens select records, act as floor inanazers. Stars like George Maharis, Lionel fhampto

OOK-TV is flourishing
ith 100% Negro schedule

nited Broadcasting outlet, only full-fime Negro-appeal

station in the country, is pioneer, crusader and profit-maker

W oaty station make good with
c a schedule appealing onlyv to a
minority of viewers? Will the Negro
warket support (and, more impor-
antly, will advertisers buy) a sta-
ion telecasting to a racial audience
wan era where even the most mod-
stty station overhead is sizable?

One of the few broadeasters who
s an amswer that's more than in-
b ormed guesswork is John Panagos,
£ xeentive vp. of United Broadeast-

ng Co., owners and operators of
L De conmtry’s only full-time Negro-
ippeal  tv o station,  WOOK-TV,
sNashineton, 1D, C.

Ile told sroxson:

“After five months on the air with
- VYOOK-TV, United Broadeasting

WPONSOR 26 icarst 1963

Company feels that commnnity ac-
ceptance i advertiser aceeptance
is enconraging enongh to start ex-
pansion here in Washington, plus
opening a uhf station in Baltimore,
NMaryland within 10 months.

“Here in Washington, we pln to
add, i addition to our enrrent facil-
ities of $,000 squuare feet, additional
studio space with offices and pro-
jeetion rooms. We are enconraced
by letters we received from the
Electric nstitnte of  Washington
telling ns that, as of 13 Augnst
there are now 103700 homes equip-
ped te receive whf elomels. This
gives WOOK-TV a potential views-
g audience of almast one half
million people.

wanird of directors « o

Oscar Browa, | Dnh

\ct e

by Walter Gersonr and  Associates
dated 1 April, 1963, when we were
on the air onlv one and a halt
mouths, our nightly viewinge andi
ence rimged from THOOD to 1S.000
homes. At that time there were only
approvimiately 80000 whi homes in
Washington. Based on this it wonilkd
be safe to assume that onr viewers
now  range from 22,000 to 33.000
homes each evening.

vdvertisers on the pioncer Negro
appeal tvooutlet lave tared we
according to UBCS Panagos 1
pnt at this s

“Of the origimal advertisers signed,
I am happy to report that over
907 have renewed or retained ad
vertising sehedules. We have vearly
contracts from firmy sneh as Safe-
way Stores, Budwerser, Roval
Crown Hair Dressing, Smclair Onl,
Speed Queen Washers and Dryvers
Seven-Up, Newport Citarettes and
many, many local retail acconnts

“"Resnlts have heen most dratie-
fying. One of the special offers to
onr advertisers w that we will pro-
duce, under thaer direction, com-
mercials i our own stidios o
video tape on 16man filim with the
nse of Negro amouncers and Ne-
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Planning for the future

Expansion plans are already in the planning stages. Looking at the blueprints for addi-
tional studios and office space are Al Kinsey, station manager; Jolm Panagos, general
manager, and Tex Cathings, program director. WOOKXK-TV invest nent is up to $750,000

Selling today
WOOK-TV’s Dee Porter does regular
Specd Queen washer-dryer spot for Hech-
inger's 0 Washinaton,  Station  places
heavy emphasis on special production for
adl spots asing Negro or white models

Working with advertisers

Clll Holland, station personality, and
Anhenser-Busch marketing specialist Wal-

r Ray join together in introductary com-
mercial lor new tab top can. Bodweiser
s on yearly contract to sell via the station

gro models, or white models and
announcers if they so prefer. We
feel we havemade a breakthrough
for job opportunities.”

Programing scheduled by the sta-
tion—73% of whose staff is Negro,
with the remainder whites—is by
no means confined in its appeal only
to the large (55%) non-white seg-
ment in the eapital's population,
Much of the programing has its
hase in today’s pop music, the kind
of music which gets lots of radie
airplay from pop stations and not |
much exposure in network tv.

Panagos cites this example:

“Last Thursday, we had as a
guest artist George Maharis of
Route 66 on our nightly Teenarama
danee program. We have had sueh
talents appearing on this program
as Dee Dee Sharp, The Dovells.
The Drifters, Roy Hamilton, Oscar
Brown, Lionel Hampton and his
big band and many, many big star
names, plus many other new ones
coming up who would not get ex-
posure under any other television
setup throughout the countryv.”

Networks, Panagos feels, do "an
excellent job” in tv nationally, hut
leave an important gap to be filled.
“Every market in America has a
specific need to present programs
which appeal to the loeal commun-
itv. be it Negro, Spanish, Italian or
(Please turn to page 20)

-
SPONSOR/26 Avcust 1963




‘Day-to-day situations motivate the non-white Americans;

“esire to improve their status is primary interest

4How the Negro market thinks...and buys

I By CLARENCE L. HOLTE
marketing supervisor
8 Batten, Barton, Durstine and Oshorn
ne: basis for the Negro consmner
p rm.lrkct is color and motivations,
The color of Negroes  distin-
nishes them from the white popn-
wion. There is nothine discretion-
rv about the identification of the
wo ricial gronps. Becanse of their
olor and being a minority gronp,
cegroes are relegated to a subord-
wate statns in American  society
hich  they camot  rise  above,
Viether the individual is Ralph
wnche, George W. Carver, Jackie
wbinson, Joe Lonis, Duke Elling-
m or a hillionaire, lie is still
cegra and nnable to enjov the full
enefits and hlessings of American
emocraey. This fact does ot need
ocumentation, nor does the Ne-
u's reaction to it in light of pres-
w-day revelations and happenings
I 1 the racial front.
It is obvions that the primary in-
rest of Nevroes ecenters around
Py by day situations calenlated to
mprove their status, and the moti-
P htions horne from these  experi-
1ces are vastlyv different from those
bomed by the white popnlation.
nee individoals are the sum-total
 their expericiiee, a basic division
ptween whites and Nevroes is in-
apable in American life, and it
ill eantibne until the inequities
egroes experienee are eliminated.
It is therefore erroncous to be-
bve that Negroes have hecome so
doctrinated in Anglo-Saxon eul-
ire that racial considerations

'ONSOR 26 avcusT 1963

shonld not he a factor in warketing
Conseqguently the Nmerican con-

stinctively desire the same recouni-
tion. To spark more than casual in
stumer market has two divisions: one terest i a product, the nannfac
consisting of individuals classified turer nust extend to these consum
as white who see themselves reflee ers  the recounition  they
ted in media oviented to them; and They must las e the conviction also
the other is nomwhite, of which 9279 that their purchases help the e
are Negroes, who as consumers, in- cess of manmfacturers who nwintain

s“rﬁ%'(?u W“ i

Classical Jazz Cospel
Popular Music

SATURPAY
,FEB" 8] ¢

(l(‘\ll’* :
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Music draws crowds

WLIB, New York was forced to tum away crowds at special music progr.
famed Camegie Hall for an ads r. S f red nthing fro TR
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fair employment practices.
Although Negroes comprised
10.67 of the total population in
1960, they coustituted 257 of the
aggregate population in 78 of the
largest citics in the country. This
includes such high volime markets
as New York City where onc in

seven is Negro; Chicago, nearly one

in four; Philadelphia, more than one
in four: Detroit, Cleveland, St.
Louis, ncarly one in three; Balti-

Farm and home programing

more, Newark, more than onc in
three; and the District of Columbia,
more than one in two.

With this proportion of any con-
sumer group sharing such markets
as indicated, there should bhe no
guestion about the effect that theyv
have on sales, unless they were all
paupers which is far from being the

casc.
There are disparitics in the in-
come. education, occupation and

-

Weekly home, farng, and ranch programing presented by Wayman Alevander, loeal agri-
arltural agent over KNOK, Dallas is one of number of such events carried by the
station. Support by the station of 4-1 chib work strengthens ties to the Negro conmmmity

Contributions to the community

Borough president of NMaohatton Fdward  Dudley (left) congratulates director of

" activities for WAVRL, Woodside, N, Yo Alma Joln, at celebration honoring
ontstanding contribntions to the commmmity, Looking on i her busband

cmployvment of Negroes, the reasons
of which nced no elaboration since
they are generally known, but what
should be of more importance to
advertisers are trends in the char-
acteristics of these consumers. It is
significant that between 1950 and
1960 they multiplied 7% faster than
the general population, thus the
market is an expanding one; on the
average, these consumers are seven
vears yvounger than white consum-
ers. therefore they represent an at-
tractive market for brand cultiva-
tion; migration to industrial centers
where higher pay can be earned is
continving. With the exclusion of
the District of Columbia which is
not an industrial city, the mediar
incomes of Negro families as a per-
cent of total families in the cities
previously mentioned, ranged from
57.7% in St. Louis to 74.6% in New
York: and in total urban areas the
percent was 60.2.

Despie the existence of dispari
ties, the shift in Negro population
from a rural to an urban group ha:
heightened their perspectives. de
tenmination and pride. Thev see anc
understand the machination of poli
ticians and are inspired by the
emergence of new African states.

The philosophy that they have
adopted in substance is: ‘Ask fo
what vou want, take what vou gel
use what vou have to get what von
want.”

It is in keeping with this philosc
phy that massive demonstrations ¢
various kinds ave being staged. A
a result. the Federal Governmen
las taken the initiative to diminis
the disabilities suffered by Negroe
and which affect the ceonomy of th'
country,

In the short span of a few month
substantial progress has been mad
with the support of commerce an’
industry, and labor, in particula
There is every indication that th
progress made will gain mome
tum. The crash programs for ap
prentices, for teaching the unskille
to operate maehines, and the pie
gram for vouth incentives will al
serve to clevate the economie pos
tion of the population group.

Today Negroes are good custon
vrs, tomorrow they will he bette
customens, \ 4
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Nl-(.ll()‘-l)llll\lbl) radio is a valn-
ables medinvm of commumication
for advertisers, but it needs to be
prodded into rendering o broader
and more responsibie service which
it 1s capable of providing.

In making sales  presentations,
wanagement invariablv emploasizes
the mcereasing gronth e ncome,
education, ocenpations, and lhome
ownership of Negroes and  their
wsial - proclivity  for  purchasing
quality brinds of prodnets. These
presentiations trade-up the Negro
population, bt in the programing
of most stations, the  population
group is traded-down. As o result,
the medinm attracts mainly those
on the lower-cud of the socio-ccon-
omice stratification of the Negro
population. Growth of the medinm
is therefore stvinied by having to
depend for andience on this scctor
of the population which is contract-
mg, rather than from the middle-
class sector that is expanding and
which represeuts the hest potential
for most nationial advertisers.

Not only are advertisers short-
changed by the medium in the
quality of households covered, bt
the image of Negroes, as reflected
in the programing. leaves much
to be desired.

A person amfamiliar with  the
history, aspirations, and contribu-
tions of Negroes to the arts and
ciences wonld have cvery reason
to believe, if exposed to the me-
dinm for any length of time, that
zospel musie. rock and roll, and
rhythin and blues, presented in as
loud. brassv and breczy a manncer
Las possible, is the extent of Negroes'
interests. This is not a healthy situ-
tion. Thongh commercially profit-
able. it is inconsistent to the mood
I”{ the times and the positive cfforts
it covernment,  church,  labor,
msiness and industry, professional
.‘hm(l scientific bodies, and  civic
ronps which arc emploving their
wisdom and resources to the prob-
dems of casing racial tensions.

Getting in line with these forces.
committed  to develop means to
make democracy and the free en-
terprise system work cqually and

SPONSOR /26 \rcUsT 1963

offectively for all Americans is o
commuaity responsibility that man-
acement of these stations cammot
aflord to shirk.

The need for establishine 1nore
consistent communications hetween
whites and Negroes at the grass
roots Tevel is urgent. Negro-orient-
cd radio is inow nmigne position
to provide this service.

The  appeal  and  theories  of
racists, exciting tear aud resistance
to positive approaches for effecting
harmonious race relations, no long-
cr carrry the sweeping sanctions
that have been the case in the past.

Clarence L. Holte

Instead.  moralitv,  ccenomic  in-
terest. community pride, and con-
sideration of the national image are
supplanting  the  necative  forees
that are on the way out. Therefore.
the onlv fear that management of
Nearo-oriented radio might have in
serving as a bridge between the
two racial groups is fear itself.

The medium is too valuable o
confine itsell solely to entertain-
ment. It does not have to crusade
cither. but it has to he more imag-
inative and creative in producing
or sceuring programs which pro-
mote harmouions  race  relations.,
and that arc acceptable to national
advertisers.

The concept of programme pre-
sently emploved is an adaptation
from general-interest radio back in
the late 19306 and earlv 1910

Holte comments on Negro programing

whien Nedroes e radio were em
ploved for novelty cutertamme nt
singing of spiritinals and pliving
winit was then called “race mose ”
Brit times iy e clonecd and Negro
oricnted radio lus nat kept pace
with the development of Negroos
the postwar era Management s
docnmented this development It
does hittle or nothing to appeal to
middic-class Lamilies, or cuconrace
their partivipation in the program-
e, The medim s therefore se
credy eriticized

The Links Tncoporated presented
to the PFederal Commnmications
Commission in December 1939 g
petition in which they songht to
restrain the stations from  broad-
casting programs which the oreani-
sation redarded as inimical to the
hest interests of Negroes. The Links
is an orcuauization of Negro lhiouse-
wives professional and comonrity
leaders with §7 chapters thronghout
the United States. They are dedi-
cated to stimulating and providing
cducational and cultural improve-
ment for vonths, The organization
is highly respected and does an ex-
cellent job o its field of interest.

There have been o anmber of
stlar public statements on - the
subject by prominent indwidinals
but management seeims de tenmined
to do business in the same old wan

Problems sucli as these ocenr
with all miority groups. The more
advanced sector pits its best foot
forward at all times to gam fuller
acceptance. and  they are eritical
of its members who do otherase
and to any situation they feel is not
constructive and elevating

Nevro-oriented radio will have
to resolve this problem. and it nuist
be done quickhy before opponents
to ity programing unolves adher-
tisers

The futnre of the mcdum
be as bright as managemont makes
it. The market it can prunarily
serve offers nnlimited opportimitics
to establish rapport withs all (Lisse
of Necro consumers. Tlas s what
national adyertisers need want and
are walling to pay for in the torm
of adhvertisme L
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NEGRO VOICE

Continued from page 12

Board of Eduecation, works with
the NAACP in projects to honor
famous American Negroes, and has
a regnlar “Job Exchange.”

KDIA in a similar vein prides it-
selt on its news coverage of politi-

tl events. During 1960, for ex-
ample. KDIA sent its own reporting
team to the conventions, broadeast-
ing interviews with the top politica)
personalitics and providing special
interpretations.

Throngh all of the programs,
there usnally runs one important
clement: the Negro personality. He
may be a Jesse Owens, the one-time
Olympic track great who has his
own show on WAAF, Chicago, or
a Juckie Robinson who will start a
daily news commentary on WAATF
in mid-September.

Or perhaps, the one-time foothall
great Buddy Young, who now is an
air star for WEBB, Baltimore.

At the same time, he can also be
a Daddy-O-Daylie, billed as Chi-
cago’s ‘Number One Jazz Impre-
sario.” Or any one of hundreds of
Negro personalities whose audience
rapport builds suceess for scores
of stations throughout the country.
Perhaps most of all it is these peo-
ple who are building the identity,
the empathy with the andience
which is working in hehalf of the
advertiser. v

WOOK-TV SUCCESS
(Continued from page 16)

what-have-you. There are groups of
people in cach community which
like to hear news items of their own
community, and there are types of
entertainment  whieh appeal spe-
cially to them. T believe this is the
future of ubf and independent tele-
vision. Its flexibility alows com-
muitity-interested  programing  in
television prime time that network
stations are unable to do,” he says.

United  Broadeasting is in the
position of a pioneer, and some-
thing of a crusader, with its Wash-
ington “special audience” tv outlet.
It is not, however, operating the
station as some kind of social ex-
pernnent,

Naturally, we are in bosiness to
rv to make a profit,” says Panagos.
We believe that this will happen
vanother vear and a half.” ¢

Stations aid community projects

% Y. M.C.A.

JAMES WELDON JOHNSON BRANCH

Buildinq Youth

For Tomorrow
e R,

"

UPPORT YOUR Y.M.C.A. WIE W ANNUAL MEMBERSHIP

————— L . =
-

P "‘-‘ 2 \

S

YMCA given support

Role in efforts to build a new Negro YMCA came from WOBS, Jacksouville, Fla. Here
disk jockey Johuny Shaw stands in front of billboard heralding new $188,000 building

Physical fitness program
Praise for its efforts in behalf of the Wonder Bread youth physical program has come (¢
W U IO, Buffalo from a number of sources including ageney exeecutives of many top shopy

SPONSOR /26 avGist 1463




BY ANY YARDSTICK

OAKLAND

A SONDERLING STATION

-

!

|

THE

Double the Average Daytime Audience

Second Station — First in Puise Three Years

Metro Negro Pulse, Oct.-Nov., 1962

6AM-I2N | 9AM-I2N | 12N.6PM
KDIA 26 29 | 1
Station "B" 5. s | 4

ONE

DOMINATES THE OAKLAND
SAN FRANCISCO NEGRO MARKET

KDIA

ONLY NEGRO MARKET STATION COYERING ENTIRE
SAN FRANCISCO BAY AREA NEGRO POPULATION

. KDIA/2mv/m KSAN/2mv/m
\Coveroge mecsurements

on file with FCC.

KDIA e o

fchmend A

KSAN voa= N o Rerkele
'f._ A
*s joklon
T San Fronc [ “Alosedo
Populotion Areas 4 ’, s
.'\ ". v
(]

r_QAI(LAN() 83,618
SAN FRANCISCO 74,383

BERKELEY 21,850 P . '
Richmond Areo 20.000
[ Volleio 10.05) I

Only Local Negro Station With —

o Kegro Gospel Perspnalities
e Negro women's Programs
o Negro Sports News

s Jauz Program

o Wire Ness

o Local Negro Nees Statt

o |aternationa! Negre Racio
Service

AWARD WINNING

STATION

KD

as
Y,

A ¥

A»»&mk

1Y SAN FRANCISCO

Represented by BERNARD HOWARD CO.

PONSOR

26 avetst 1963




o N

best
lowest
KGFEFJ

TP B IPERSENALITES H EXCLUSIVE PROGRAMS OF

VITAL INTEREST TO ALL NEGROS
PARTICIPATION & COVERAGE
OF NEGRO COMMUNITY AFFAIRS PUBLIC SERVICE FOR CIVIC,

H n SOCIAL & RELIGIOUS FUNCTIONS

SPIRITUAL & RELIGIOUS PROGRAMS

NEWS OF NEGRO COMMUNITIES n SPORTS BULLETINS
f

=3 | NON-DIRECTIONAL SIGNAL — 24 HOURS A DAY ||

4550 MELROSE AVENUL, LOS ANGELES 29, CALIFORNIA e Phone: NOrmandy 3-3181
Represented by: BERNARD HOWARD & CO., New York, Chicago, Atlanta, San Francisco

K

: |
PIONEER STATION PROGRAMMING 100% TO THE LOS ANGELES NEGRO MARKET
- -

| SPONSOR 26 vuen w1 1960 0




radio stations

23¢ ¢ or more of broadeast schednle)

Major Negro-appeal

in U.S.

ALABAMA
NEGRO POPULATION 980,271
WHITE POPULATION 2,283,609
Birmingham
WENN 1320 ke S kw
Total Broadcast Hours Weekly 98
Percent Negro-Appeal Programing 1C0
Negro-appeal program types Hrs wk.
News 5
Music 48
Religion k2]
Pub. Service 11
Manager Joe Lackey
Representative Bernard Howard
WwILO 1400 kc 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly 168
Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wh.
News 17
Sports 2
r Music 120
Religion 20
Pub. Service 9
Manager Otis Dodge
Representative Bolling
|
| But
:
WPRN 1240 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly 119
Percent Negro-Appeal Programing 50
Megro-appeal program types Hrs. wk.
I News 6
Sports 72
Music 281 2
Religion 15
' Pub. Service 2
Manager Paul D. Nichols
| Representative Keystone
! .
- Huntsville
1
- WEUP 1600 ke S kw
tetal Broadcast Hours Weekly 103
ercent Negro-Appeal Programing 100
l Negro-appeal program types Hrs. wk.
News 2%,
| Sports 13
! Music 504
} Religion 40
' Pub. Service 8ig
“:1 Manager Leroy Garrett

Yepresentatives  Continental. Bernard | Ochs

3PONSOR 2G avcusT 1963

e

Marion
WIAM 1310 kc 9 kw
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing 5
Negro-appeal program types Hrs. wk
News
Music 48
Religion
Manager X
Representative
Mobile
WGOK 900 ke 1 kw
Total Broadcast Hours Weekly [
Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk
News 5
Music 54
Rehgion Kl
Pub. Service 5
Manager Robert Grimes
Representative Bernard Howard
WM02Z 960 kc 1 kw
Total Broadcast Hours weekly 95
Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk.
News
Music
Religion 1
Pub. Service
President Edwin H. Estes

Representative Bob Dore. Dora-Clayton

Montgomery
WRMA 950 kc 1 kw
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing
Negro-appeal program types
News
Music

Rehigion
Pub. Service

Manager
Representative

Hrs. wk

JOIN WILD'S
RECORD CLUB

WJLD ¢ WJLN-FM

“Birmingham’s Best Radio Buy"

Record National Advert sing Safes

[ Pl
v, N
v i eetl
T “

PROGRAMMING

Birmtngham’s only 100° full ilme Negro

nmuram.mnu ('Z'Inn

AUDIENCE
lNCOME

el S\
LG

[ ( ’ L] 4

Highest Negro family income in Southeast

NOW 24 HOURS DAILY!

Buy

WJLD

full
duplication on
wILN-FM

National Representative— The Bolling Company, Inc

WILD Birmingham. Ala.—Atop Red Mtn



Tuscaloosa

WTUG 790 ke 500 w

Total Broadcast Hours Weekly ... 96

Percent Negro-Appeal Programing........100
Negro-appeal program types Hrs. wk.
NEWS ..o vieiiitiireenne R 7
Sports AR e O s 2
Music o .65
Religion . 00 Py T
Pub. Service 13Y2
Misc. .. 0o o

Manager W. |. Dove

Representative Bernard |. Ochs

ARIZONA
NEGRO POPULATION 51,800
WHITE POPULATION . .1,169,991
Phoenix
KCAC 1010 ke 500 w
Total Broadcast Hours Weekly il 192
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NEWS aaadhsdnonadia®aipans w0y WL
SPONES]Y 74 4 e m o 41 4 010 o PAEME o s ;9
Music ... .62
Religion ... ................ |
Pub. Service ....................... 7
Manager James B. Titus
Representative Bernard Howard
ARKANSAS
NEGRO POPULATION .. ....... 388,787
WHITE POPULATION ... ...1,395,703
Little Rock
KOKY 1440 ke 5 kw
Total Broadcast Hours Weekly. . .... . ... €0
Percent Negro-Appeal Programing yip 10
Negro-appeal program types Hrs. wk.
News ...........coiiiuen.. ... b
MUSITI mspme vommmgmbenmnel T ..45
RENION" 1 vty e i o s et 2 s 2
Pub. Service . Sl .12
Manager Edward Phelan
Representative Bernard Howard
Pine Bluff
KOTN 1490 ke 250 w
KOTN-FM 92.3 mc 3200 w
Total Broadcast Hours Weekly .. 121
Percent Negro-Appeal Programing .. 90
Negro-appeal program types Hrs. wk.
News . eo.. 2Wa
Music .. . e ..48
Religion e 6
Pub. Service 3,
Manager Danny S. Jacobson
Representative Hal Walton

o

CALIFORNIA

NEGRO POPULATION .. ... 883,861

WHITE POPULATION .. .. .. .. 14,455,230

Los Angeles

KDAY 1580 ke 50 kw

Total Broadcast Hours Weekly. ... ....... 105

Percent Negro-Appeal Programing. ... ....100
Negro-appeal program types Hrs. wk
NEWS' . rors hremevormmntandid s ridml0Y2
SPOMIST m 3 & st b oy im0 N VA T 5
MUSTC  vin it o s i e mcucmond 64
Religion ....... v rene g p ey B 15
Pub. Service ................. 10

Manager Norm Posen

Representative Continental

KGF) 1230 ke 1 kw {(d), 250 w {n)

Total Broadcast Hours Weekly .......... 164
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
INEWS]T At -aut vl A e e AR 5 .16Y2
SPOTES] & » 1 d 4 v mesdh bovid 4 M & - b 8
MusiC ... 90%2
Religion ».medic memass oo .13
Pub. Servife! wspiens smsacea 36
Manager Thelma Kirchner
Representative Bernard Howard
Oakland
KBIA 1310 ke 1 kw
Total Broadcast Hours Weekly........... 160
Percent Negro-Appeal Programing........ 1C0
Negro-appeal program types Hrs. wk
News ...... .......... ... 12
SPONSE 15 1WA e Rd seddh: ~lsmiYmyna 5
MUSTC!  tnsdins srmmtting 4o o = 5 0.s o b 112
Religion ... . ............... .32
Pub. Service .... . R [127)
Manager Walter Conway
Representative Bernard Howard

San Francisco

KSAN 1450 ke 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly... .. .... 140
Percent Negro-Appeal Programing. ....... 100
Negro-appeal program types Hrs. wk.
News . . ... ... ... .. ... 25
Sports .. .. . o 2
MUSTE wiw 1 reoaee a1 .70
Religion . ... . ——— )
Pub. Service PR - (]
Manager Stanley LeVine

Representatives  Savalli/Gates, Dora-Clayton

| The finest in entertainment,

| audience of over 100,000

ON THE AIR|"
THIS FALL |
WOOK-TV
Channel 14 |-
Washington, D. C.

A new concept in program-

ming—America’s first Tele- “ux

vision Station programmed

for the Negro Market.

Featuring 4o

Such internationally person-
alities as: Mahalia Jackson
—Lionel Hampton, and

others.

A newsfilm and tape depart-
ment concentrating on
news of the Negro in the

Nation’s Capital.

news and stimulating public

service programming to an

homes.* ’

(*J projected figures of the Elec-
tric Institute of Washington, D. C.

WOOK-TV

5321 FIRST PLACE N.E.
WASHINGTON, D. C.
TUckerman 2-2500

A Division of United Broadcasting Co.
Represented nationolly by:
NEW YORK: UBC Sales, 420 Madison Ave.
CHICAGD: UBC Sales, Wrigley Bldg.
ATLANTA: Dora-Clayton Agency, Inc.

SPONSOR 26 Attt 1U6°




ISTRICT OF COLUMBIA

EGRO POPULATION 411,137
HITE POPULATION 345,263
ashington

00K 1340 kc 1 kw

Total Broadcast Hours Weekly 168

ercent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk
News 17
Music 109
Religion 17
Pub. Service 17
Misc

anager John Panagos

Jepresentatives United. Sandberg

Dora-Clayton

ust 1120 ke 250 w
otal Broadcast Hours Weekly 99
Jercent Negro-Appeal Programing 100
| Negro-appeal program types Hrs. wk.

News 81,
Soap-Operas 114
Sports 2
Music 72
Religion 12
Pub. Service 5
‘Aanager Daniel Diener

Bernard Howard

DIAL 1430

' ‘an thonsand requests to join the KCOTT Record Club came to the Honston station
Inb provides <pecial request times, albime, records and radhos for s mcmlee s

ecord club membership

FLORIDA

NEGRO POPULATION 880,186

WHITE POPULATION 4,063,811

Daytona Beach

WELE 1590 ke 1 ke

Total Broadcast Hours Weekly 97

Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk
News 14
Sports
Mus ¢ 51
Religion 18
Pub. Service g
M:se

Manager Arlene Schmidt

Representatives Bernard . Ochs

National, Keystone

Jacksonville

WRHC 1400 kc 250 w

Total Broadcast Hours Weekly 132

Percent Negro-Appeal Programing 35
Negro-appeal program types Hrs. wk.
News
Sports 2
Music 2612
Rehigion .. 17
Pub. Service

Manager Harold S. Cohn

Representatives  Hal Walton, Bernard 1. Ochs

Al

T T T R T T T I 1 — . mt—

PONSOR 2t: st Ut 1903

1s more than
radio! Ic s the
most cffective
medium for
sclling one of
Amecrica’s largest

and richese

NEGRO
MARKETS:

The 982,000 high-income
consumers In

WASHINGTON, D.C.

The proat: In an 18-sfatian market,
WOOK Radia rotes amang the top
two stations in total audicnce and is
Number Onc in Washington, D. C.,
between 12N and 6 PM . . . occord-
ing ta Pulse, Jan.-Feb. 1962

WOOK

RADIO

5321 FIRST PLACE N.E.
WASHINGTON, D.C.
TUckerman 2-2500

A Division of United Broodcosting Co

Represenied nalionally by
NEW YORK UBC Sales, 420 Madison Ave
CHICAGO UBC Sales, wrigley Bidg
ATLANTA OQora-Clayton Agency. Inc



Big Buy

in JACKSONVILLE

ig Beat
Radio

Top-rated
Among all stations
April ‘63 Pulse.
Top-rated
Negro station
July ‘63 Hooper

WOBS

JACKSONVILLE, FLA.

Lorry Picus, Gen.-Mgr.

by

Gill-Perno, Inc.,
(

notranally

WO0BS 1360 ke S kw
Total Broadcast Hours Weekly. .. 98
Percent Negro-Appeal Programing .......I00
Negro-appeal program types Hrs. wk.
News ... .... . B 1Y
Sports . ... .1
Music 50
Religion . ..20
Pub. Service . 5%
Misc. . 4
Manager Al Keirsey
Representative Gill-Perna
Miami
WMBM 1490 ke 250 w
Total Broadcast Hours Weekly ... ...168
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk
News ... .. A o pmd a2 0
Sports ... ...l o1
MUSIE g ol ¥oms 5y £ae 5028 PEE N 1 uE 114
Religion ......... ....... .. 34
Pub. Service ............... .. 9
Manager Alexander Klein

Representative Bernard Howard

Oriando
WOKB 1600 ke 1 kw
Total Broadcast Hours Weekly. .. 95
Percent Negro-Appeaf Programing. ...100
Negro-appeal program types Hrs. wk.
NEWS [ oame = et o - b PeropiErey 7
Music . B g v T (TP ...58
Religion ... ..... R T .28
Pub. Service i 2 eEaen: . 2
Manager Jack Everbach
Representatives Savalli/ Gates, Dora-Clayton
Pensacola
WBOP 980 kc 1 kw
Total Broadcast Hours Weekly. . 112
Percent Negro-Appeal Programing........100
Negro-appeal program types Hrs. wk.
NEWS| wams v mat o e i o . a8
Music .. ........ ey .18
Religion ... ... . ....... )
Pub. Service ... ....... . 4
Manager Zane D. Roden
Representatives National Time Sales,
Bernard |. Ochs
Tampa
WTMP 1150 kc S kw
Total Broadcast Hours Weekly 84

Percent Negro-Appeal Programing... .. ...100
Negro-appeal program types Hrs. wk
News .. St |l n ddemlt [ of -
DG e — .59
Religion
Pub. Service » -

Manager M. E. Fuder

Representative Gill-Perna

wYOU 1550 ke 10k

Total Broadcast Hours Weekly. . . 84

Percent Negro-Appeal Programing .10C
Negro-appeal program types Hrs. wk
News . 1guas .. 8%
Music . 48
Religion .. 23V
Pub. Service e S A

Manager Bill Browr

Representative Bernard Howarg

GEORGIA

NEGRO POPULATION ... 1,122,591

WHITE POPULATION ..2,811,22.

Atlanta

WAOK 1380 ke 5 ky! -

Total Broadcast Hours Weekly 158

Percent Negro-Appeal Programing 10
Negro-appeal program types Hrs. wh
News ...... 7y
Music ....... 121%
Religion . .. 7
Pub. Service 13¢

President Stan Raymon:

Representative Daren F. McGavre

WERD 860 kc 1 k!r
Total Broadcast Hours Weekly. ... ... 91y
Percent Negro-Appeal Programing......100 =

Negro-appeal program types Hrs. w

NEWS) §oeerges R

SNOTES) s ot w S il el S 1t

MUSIC o b 500 opmimpid veee... 200

Religion . L. |

Pub. Service . 42
Manager J B. Blayton, J
Representative Bob Dore, Dora-Claytc
Augusta

¥ g

WAUG 1050 ke 5k
Total Broadcast Hours Weekly ]
Percent Negro-Appeal Programing 1

Negro-appeal program types Hrs.w

News

Sports

Music

Religion

Pub. Service .
Manager J. L. Solom

Representatives Grant Webb, Dora-Clayt

SPONSOR/2G avei st 14



Buford
1
WDMF 1460 kc 1 kw
Total Broadcast Hours Weekly 90
Percent Negro-Appeal Programing 5
Negro-appeal program types Hrs wh
News
Music 17
Religion
148 Manager Robert £ Thomas
Representative Harry Cannon
o
Cairo
WGRA 190 ke 1 kw
Total Broadcast Hours Weekly 98
Percent Negro-Appeal Programing 25
Negro-appeal program types Hes. wk
News S)
Music 14
Rehigion 5
Manager Lowell €. Takles
Representatives  Hal Walton, Harry F Cannon
Ik
Columbus
§UWCLS 1580 ke 1 kw
Total Broadcast Hours Weekly 164
Percen! Negro-Appeal Programing 100
n & Negro-appeal program types Hrs. wk.
News 16
Music 91
Religion 49
Pub. Service 8
© Manager Charlie H. Pansh. Jr
MRepresentatives Bernard Howard. DoraClayton
,|WOKS 1340 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly 168
" Percent Negro-Appeal Programing 100
vy Negro-appeal program types Hrs. wi.
News .14
Sports 2
Music 101
Religion 34
Misc : 17
. Manager Robert Ruppel
" Representatives Bernard Howard,
Bernard I. Qchs
!
Macon
_ WIBB 1280 kc 9 kw
Total Broadcast Hours Weekly 96
t'Percenl Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk.
News 6
Sports 1
Music 57
I Religion 15
Pub. Service 17

Manager Donald C. Frost
Representatives Bernard Howard, Dora-Clayton

SPONSOR 26 arcust 1963

Savannah
WSOK 1230 ke 1 kw
Total Broadcast Hours Weekly 164
Percent Negro-Appeal Programing
Negro-appeal program types Hrs wh
News
Sports
Music
Religion 40
Pub. Service
Symphony
Manager
Representatives Bob Dore. Dora Clayton
ILLINOIS
NEGRO POPULATION 1,037,470
WHITE POPULATION 9,010,252
Chicago
WAAF 950 ke 1 kw
Total Breadcast Hours Weekly 84
Percent. Negro-Appeal Programing 100
Negro-appeal program types Hrs wk
News
Sports
Music 4
Religion
Pub. Service
Manager Th-mas L Davis
Representative Bolling
WBEE 1570 ke 1 kw
Total Broadcast Kours Weekly 105
Percent Negro-Appeal Programing
Negro-appeal program types Hrs. wk.
News 1012
Music 89!
Pub. Service
Manager

Representative

WOPA 1490 ke 1 kw {d), 250 w (n
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing

Negro-appeal prog-am types Hrs, wk
News 3
Music
Religion
Pub. Service
Manager Al Michel
Representative Bernard Howard
WSBC 1240 k¢ 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly
Percent Negro-Appeal
Negro-appeal program types
Music
Rehgion
Pub. Service
Manager L
Representative Natignal Time Sales

Hrs. wh

BIG BILL HILL

STILL
GROWING

IN
CHICAGO

*NEGRO HOOPER 1961
QOat Port/Chicogo | X.W.

o toatuning

CHICAGO'S NO., | AlR SALESMAN

WOPA

alior

PERVIS SPAAN, RICHARD STAMM

KDIA and WOPA

represented by
BERNARD HOWARD CO

THE SONDERLING STATIONS

Specialists in Spec olitrd Rad o

wDIiA Memphis
WOPA QOot Part Ch
KFQX Long Brack Los Angeies

OAKLAND SAN FRANCISCO

KDIA




WYON 1450 ke 1 kw (d), 250 {n)
Total Broadcast Hours Weekly. .........168
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk
News . L ——
............ 1
118
nc'lglon 500 o 27
Pub. Service ... 15
Manager Frank Ward
Representative Bob Dore
WYNR 1390 kc 5 kw
Total Broadcast Hours Weekly ...164
Percent Negro-Appeal Programing ..100
Negro-appeal program types Hrs. wk
News ... .................. .13
SPOTES” a%in g e ad s i iy 1v2
MUSIE  camesis o m g 2 mpinss wumaae - 1124
Religion . . S . 13%
Pub. Service s oy et 1872
Misc. ... .. 2 i 3
Manager Jay J. G, Schatz
Representative H-R
INDIANA
NEGRO POPULATION 269,215
WHITE POPULATION .. . .. .. .4,388,554

Indianapolis
WGEE 1590 ke 5 kw
Total Broadcast Hours Weekly.. ..... .84
Percent Negro-Appeal Programing ........65
Negro-appeal program types Hrs. wk.
NEWS AE.L 44 mm s e nlt AT T e A ltsy A2
SPORS! . o~ cpging e mn o aar S
Music ... .32%
RELITION] 0 creemithe. #5822
Manager Arnold C. Johnson
Representative Continental
KENTUCKY
NEGRO POPULATION . ... ... .. 215,949
WHITE POPULATION ... ...... 2,820,083
Louisville
wLou 1350 ke 9 kw
Total Broadcast Hours Weekly........... 84
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NEWS wiorivs a4 poror-rame- URA L A . 8
MUSICI | /1. .o - o e, ATV 2 3 60
Religion .......... ... ... i.. 8
Pubs SEIVICE o.atswiimsibibial. . - mavkad .8
Manager Jay Thompson

Representatives Gill-Perna, Rounsaville

6 a.m.-Noon

WEBB . ... .............. 32*
Statian A ..... 5 s oo e a6 o) o o 26
Statian B ... .. ... ... ..., 8
Station C ey Wy - o B
Statian D 6 W - L
Station E .6
Statian F .4

WEBB Radio
Baltimore NEGRO Market Leader

Sales Promotion - Merchandising - Marketing

Leadership thru Community Interest & Responsibility

Baltimore Metro Area Negro Audience — The Pulse, May-June '63

Bernard Howard & Co.,
20 E. 46th St., New York 14, N. Y

100% NEGRO Programming

Noon-6 p.m.
WEBB .. e NS AN 36*
Statian A ... ..... . v wwrem ¥4 W W ener 31
Statian B ....... e 5
Stafian (€ gp g rey i saondsa - >od 15 smpn ©
Station] (D« » w brss B rowed : end bl re 8
Statian E .. ok Ty .6
Statian F e b lergion . 6

Represented by
Inc.

Oxford 7-3750

3113 W, North Ave.
Baltimore 16, Md.

LOUISIANA
NEGRO POPULATION . .... ... 1,039,207
WHITE POPULATION . ... . .2211,715

Baton Rouge

WX0K 1260 ke 1 kw
Total Broadcast Hours Weekly........... 9]
Percent Negro-Appeal Programing..... ... 100
Negro-appeal program types Hrs. wk.
NEWS \are: spvinte st b8 [0l - Bl w4 P 6
Music ....... ..... 3 ..81
RENIZION gedins b oo 8 At rias s il 1
PuBs ServiCe .ovobnbh::e:.h s s aiee 3
Manager Thomas L. McGuir
Representative Bernard Howard

New Orleans

WBOK 800 kc 1k
Total Broadcast Hours Weekly. ... .......
Percent Negro-Appeal Programing........
Negro-appeal program types Hrs. wk
NEWS .. .otae i Bt o i e TR 34
SPONLS  « st e e das S LT 1
MUSIC oot 75
Religion .........ccoienineinio... SN
Mise. .. S I &
Manager Edward Prendergas
Represenfative Bernard Howar
WYLD 940 kc 1 kw (d), 500 w (n

Total Broadcast Hours Weekly..... ......16
Percent Negro-Appeal Programing.

Negro-appeal program types Hrs. wk
NEWS: - manwin. . anossnss bmsno 144
MUSIC ©vvvn e vt it ieeiaees 95
REligion! e e g s b =ow Bane B g B Foa e .47
PUbzy SETVICE »u i © s 145 dAG -4 T 6t
Manager John J. Rewsor
Representative Gill-Perna, Rounsavill
Shreveport
KANB 1300 k¢ 1k
Total Broadcast Hours Weekly.......... 9
Percent Negro-Appeal Programing........ 10
Negro-appeal program types Hrs. wl
NeWS wisvivna s ipa s arorve o -
MOSTO  o'skels oL it oo e .
Religion . ..
Pub. Service I
MISCE . . me iy« SRR .2
Manager Don De Gabnell

Representative Bob Dore, Southern Spot Sale

KOKA 1550 ke 10 k
Total Broadcast Hours Weekly. . . .28
Percent Negro-Appeal Programing LG
Negro-appeal program types Hrs. w'
News ......... . FETS
NIUSIC! . 2 8e smaBale sy son s K-
Religion «.......covvvin. . .. oo
Pub: Service . .......ce.isioae: .. iu
Manager Wnllnam Campbe

Representative Bernard Howai

SPONSOR 26 At Gust 1907




ARYLAND
EGRO POPULATION . 518,410
HITE POPULATION 2,513,919
Slnnapolis
ANN 1190 ke 10 kw
otal Broadcast Hours Weekly 84
‘ercent Negro-Appeal Programing 100
' Negro-appeal program types Hrs. wk.
News
Sparts
Music 56
Religion 15
Pub. Service
lanager Morris H. Blum
epresentative Continental
baltimore
{EBB 1360 ke S kw
otal Broadcast Hours Weekly 98
ercent Negro-Appeal Programing 0
Negro-appeal program types Hrs. wk.
News . 8
Sports
Music 57
Religion .. " 15
Pub. Service s 19
anager Samuel E. Feldman

Bernard Howard

SI0 1010 kc 1 kw
)al Broadcast Hours Weekly 90
arcent Negro-Appeal Programing 100

Negro-appeal program fypes Hrs wk
News
Music
Religion
Pub. Service
Manager He G Wherley
Representatives United. Dora Claylo
WWIN 1400 kc 1 kw
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing
Negro-appeal program types Hrs wk
News : 12
Music
Manager
Representative
MASSACHUSETTS
NEGRO POPULATION 111,842
WHITE POPULATION 5,023,144
Boston
wILO 1090 kc 1 kw
Total Broadcast Hours Weekly 98
Percent Negro-Appeal Programing 75
Negro-appeal program types Hrs. wk.
News 5
Sports 2
Music 48
Religion 13
Pub. Service 6
Manager Nelson B. Noble

Representative Bernard Howard

MICHIGAN
NEGRO POPULATION 717,581
WHITE POPULATION 1,085,865
Detroit
WCHB 1440 kc 1 kw
Total Broadcast Hours Weekly ’
Percent Negro-Appeal Programing
Negro-appeal program types Hrs wk
News
Rel
Pub. Service
Manager

Representatives

WCHO-FM* 1059 mc g w
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing
Negro-appeal program types
News
Music
Religion .
Pub. Service
Manager
Representatives

Hrs. wk

Frank M.
Bob Dore, Dor

cymour
Clayton

* Simulcosts with WCHB 9 am. 1o § p.m
independent broadcosts 5 pm. to | om

FIRST in the BALTIMORE, MARYLAND
NEGRO MARKET

- =7

Pulse, August 1962 Ratings

6 a.m. to 12 noon 12 noan ta 6 p.m.
- WSID 26 25
. Station B 30 43
Highest rated Negro programming also Baltimare’s pianeer Negra station ever
Hooper Survey. ready to aid yaur praduct sales through WSID
1000 Watt clear channel station in the heart PLUS MERCHANDISING.
of an expanding Negra Market (34.3% in-
crease . . . 1950-19460)
ONE OH! ONE

WSID -

EVERYONE’'S RADIO

I ONSOR /26 avcust 1963
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I I LiovD GEURGE VENARD HICHARD . ARBUCKLE

saserment €IECTUTIVE VICK FRED ORI

VBRARD. TOSIET & MCTOMMELL. beC
[ x4 4

om e
"""""""" Haorar K Eawystax & Co. INC. “iw voou 30 W v

wu soes BT A2 WA @ €0 $B°00mY

" ONLY YOUR REP

AV LONEL

’ H D."Rud” Nenwirth

| et I P

AM woe snres +ouonns et B v S

~ GETS THROUGH TU BUYERS
| Ll B

1
~
soar b MELAEN | DAVIO RUTLEDGF 8 |
S |
(=)
Hamrder . THE KATZ AGENCY INC } % |
- it
|
{
o A IR ' HE €T R ERVANT .L;.O:.D G‘n‘wrm

And even he’ll admit he can’t be in as many places as often. Give your rep all the
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
of past and present. .. outlook on tomorrow. SPONSOR 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. 5
Fifth Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080

SPONSOR/26 AucusT 196



WiLB 1400 kc 1 kw
Total Broadcast Hours Weekly 168
Percent Negro-Appeal Programing 72

Negro-appeal program types Hrs. wk.
News 3
Sports
Music ..961%
Religion 18
Pub Service
Manager Thomas ). Warner
Representative Bernard Howard
Flint
WAMM 1420 ke 500 w
Total Broadcast Hours Weekly 110
Percent Negro-Appeal Programing 2
Negro-appeal program types Hrs. wk.
Music 44
Religion 2
Pub. Service 2
Manager Philip Munson
Representative Dora Clayton

lMISSlSSIPP|

:NEGRU POPULATION . 915,743
'WHITE POPULATION 1,257,546
Centreville
‘WLBS 1580 kc 250 w
Total Broadcast Hours Weekly 84
| ercent Negro-Appeal Prozraming 28
r Negro-appeal program types Hrs. wk.
News 1
B Music 16
Re'igion 6
l | Pub. Service
Manager Benton Bickham
+ representahve Keystone
* Greenville
£SY 1580 k¢ T kw
* Jotal Broadcast Hours Weekly 93
* Percent Negro-Appeal Programing 100
1 Negro-appeal program types Hrs, wk.
News . 63
18| Music . 603+
Religion 25
‘B Pub. Service 51
| & Aanagers Paul Artman, Miller Abranam
l &epresentatwes Bob Dore. Dora-Clayton
¢ laskson
!l YOK) 1590 ke S kw”
. ‘ofal Broadcas! Hours Weekly 97
fercent Negro-Aapeal Programing 100
“8 | Negro-appeal program types Hrs. wk.
News o/
Music ; 45
Relhgion 38
Pub. Service .7
Yanager Charles fletcher

! ‘epresentative

Bernard Howard

"1 kw nighttime operation under construc-
fion

PONSOR 26 avcust 1963

Meridian

waic 1390 ke
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing
Negro-appeal program types
News
Sports

Religion

Pub. Service
Manager
Representative

ALITIES

Detroit Area

5 kw

1(
Hrs. wk
14

Starkville

WSSO 1230 kc 250 w

Total Broadcast Hours Weekly

Percent Negro Appeal Programing
Negro-appeal program types Hrs. wk
fy¢

Manager

Representative

* 38 houry of tofe

whit

progrome

WJ LB

Number A
AND WE ARE PROUD OF IT

- ONLY [TETXJ DELIVERS THE METROPOLITAN DETROIT
NEGRO MARKET ALL DAY — AND ALL NIGHT, 100

« ONLY EXFIXC] OFFERS DETROIT'S 4 TOP NEGRO PERSON-

1. ““Senator’’ Bristoe Bryant
2. ‘‘Jolting’”’ Joe Howard

3. “Frantic’’ Ernie Durham
4. “around the town” Jack Surrell

For over 25 Years ond Particularly in the Last Decode, m
Hos Racked Up Soles for the Knowing Advertis
to Copitalize on the Rich Potential NEGRO Morket

NN

Who Wont
the Greater

3100 DAVID BRODERICK TOWER < DETROIT 26. MICH




ST. LOUIS

IS NEGRO RADIO
COME OF AGE

in a major market
where one of every
three consumers
is Negro!

o First by far in ratings —
first in sales, service
and results — tops in
merchandising cooperation.

® KATZ serves the St. Louis
Negro community by
continuing devotion to
the civic interests of
St. Louis as a whole.

® This is responsibility
in Negro radio! This is
Negro radio come of age!

® A part of every St. Louis
budget belongs on KATZ,
where a mass audience
plus the prestige of
listener loyalty will make
sales for you.

—

Coming in ’64
THE ST. LOUIS BICENTENNIAL
Tribute to a Great, New,

Flourishing St. Louis
America’s Gateway to Space!

ST. LOUIS

FULL TIME — 5,000 WATTS
Bentley A. Stecher, General Manager
Represented Nationally by Savalli Gates

MISSOURI

NEGRO POPULATION ... ... ... 390,853
WHITE POPULATION .. ...... 3,922,967
Kansas City
KPRS 1590 ke 1 kw
Total Broadcast Hours Weekly. . ........ 91
Percent Negro-Appeal Programing........100
Negro-appeal program types Hrs. wk
News ..o.iinioniin i, ... 10
MUSTET . e ficrn offs, w8 e/ men T dn kA 44
REliZION| b gam b # tdrime BB hradh » T 13
Pub. Service .......... ... L 24
Manager Andrew R. Carter

Representative Bernard Howard

St. Louis
KATZ 1600 kc 5 kw
Total Broadcast Hours Weekly.... .. .. 148%
Percent Negro-Appeal Programing. .. .. .. 100
Negro-appeal program types Hrs. wk
NEWS' 3 atews pasas i romfss Sl B e 11%
SPOTYS! & 46w ame N00m bt s 55 €5 Ha kD € Ya
MUSIC oot 89
Refigion .............cooeoii... 46Y2
Pub. Service ..................... V%)
Manager Bentley A. Stecher
Representative Savalii/Gates
KXLW 1320 kc 1 kw
Total Broadcast Hours Weekly........... 105

Percent Negro-Appeal Programing... . ....

Representative

Negro-appeal program types Hrs. wk
News .....oovnniiinn. ... 5%
Sports . ....... ... ....... AL i
MUSTE" rrarrer. 7%, » o s e ey o 68% P
Refigion .............. e 20Y%
Pub. Service ,......... 3%
Manager Richard Miller §
Representative Bernard Howard
NEW JERSEY | 5
NEGRO POPULATION ....... .. 514,875 §
WHITE POPULATION .. ... .. 5,539,003 y
Newark i
I3
WHBI-FM 105.9 mc 3 kw y
Total Broadcast Hours Weekly ... .. . ..140
Percent Negro-Appeal Programing........ 0l

Negro-appeal program types Hrs. wk.

NEWS & o oo o i G B ok N vl

MUSTC & ..o g s p pawaw s wn <

Religion ......... .................

PUB: SETVICE) . poc e g2 4151 =0 8 & M
Manager William A. Masi
Representative Bill Masi Network
WNJR 1430 ke 9 kw
Total Broadcast Hours Weekly........... 138
Percent Negro-Appeal Programing........ 100 8.

Negro-appeal program types Hrs. wk.

INEWS  au st W ol w e 14

MUSIES < srpem sz et waeannsns ben e XN 75%:

Religion .............. awegEe-on 14

PUD! [SETVice: oy s uwnldietbe o 34y,
Manager teonard Mirelsen

Continental

Eom——— =

In New York, all-Negro 24 hours a day

- T -

-

'___n.

e Y

(Mon-Fri) music & community News/New York Gity, DE 5-16

SPONSOR /26 avcust 19608,




EW YORK

EGRO POPULATION - 1,417,591
HITE POPULATION .. ... 15,287,071
1080 ke 1 kw
otal Broadcast Hours Weekly ... . 10512
Percent Negro-Appeal Programing. ... 100
Negro-appeal program types Hrs. wk.
News . " 3
Music .. : 862
Religion ... . 14
Pub. Service T |
Misc. 1%
fanager Jm Cornn
epresentative Bernard Howard

lew York

{ADO 1280 ke 9 kw
tal Bioadcast Hours Weekly 164
rcent Negro-Appeal Programing 40

Negro-appeal program types Hrs. wk.
News  .......... ...... 4
Sports . ........... ..., mL
@ Music ... v 51
Religion ... B 7%2
Pub. Service 2
anager Sydney Kavaleer

Li8 1190 ke T kw
ital Broadcast Hours Weekly . ..100
1§ ircent Negro-Appeal Programing 95

Negro-appeal program types Hrs. wk,
BEROE . e i e gn b - =/}
BRI TChS e imad ok 340b0% 34020 o o ...60
Pub. Service ... ....... .18
ager Harry Novik

resentative Bernard Howard
RL 1600 kc 9 kw

3l Broadcast Hours Weekly 163
rcent Negro-Appeal Programing. .. 90
BENEY a z 2 di e s m e e s e e el 17
Music .........c.. il 65
Religion . .................. 24
Pub. Service ...... ...... 14
Edith Dick

.1,116,021

13,399,285

1600 kc 1 kw

3l Broadcast Hours Weekly ......... 137
‘cent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wh.

IR v T e e iR 12

S 1
Music .................... .99
Religion ......... .............. 3

Pub. Service .. a2

nager Francis M. Fitzgerald

Bernard Howard

NSOR /26 avcGusr 1963

Durham

WSRC 1410 ke 1 kw

Total Broadcast Hours Weekly 100

Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk
News 5
Music 75
Religion : . 10
Pub. Service
Misc ,

Manager James Mayes

Representatives  Continental, Bernard | Ochs

Elizabeth City

WCNC 1240 ke 250 w
Total Broadcast Hours Weekly 117
Percent Negro-Appeal Programing 25
Negro-appeal program types Hrs. wk
News ... 1
Music . .. . 26
Religion e 1t
Pub. Service .
Manager J. L. Lamb, )r.
Representative Bogner & Martin
Elizabethtown
WBLA 1440 kc 1 kw
Total Broadcast Hours Weehly .29
Percent Negro-Appeal Programing 40
Negro-appeal program types Hrs. wk.
News . ' 2 K
Sports . R0
Music . s 9.0 . .19
Rehigion 2
Pub. Service 1%
Misc. .. .. /
Manager Chatham C. Clark
Representative Keystone
Forest City
WAGY 1320 ke 1 kw
WAGY-FM 105.3 mc 20,000 w
TotalBroadcast HoursWeekly. . AM—89,FM—113
Percent Negro-Appeal Programing 25
Negro-appeal program types Hrs. wk.
News ...... . AM— 1% FM—112
Music ........ . AM—19,  FM—22
Religion AM— 2%2 FM— 3

Pub. Service AM— 1, FM—1!;
Manager Fred Blanton
Representative Continental

Greenshoro

WEAL 1310 ke 1 kw

Total Broadcast Hours Weekly 87

Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk,
News . . -t 8
Sports 1
Music .. 58
Religion . ..... 4
Pub. Service ..., . 16

Manager Carroll Ogle

Representative Bernard Howard

wWegiv

1000 Watts—20 [lours Duily

Charlotte, North Carolina

AND
weal

1000 Watts—Daytime
Greensboro-High Point, N. C.

GIVE ADVERTISERS

«DATLY

407,275 NEGRO consumers

contact with
who spend over N7 million

dollars annually.

.. DAILY contact with 369
of the total North Cavo-
linn NEGRO

who earn 49.7%% of the total

population

spendable income.

.combination vates of 59
addijtional discount when
a simijlar or equal schedule
ix purchased on WGIV and
WEAL.

placement. one set of copy.

Only one order

and one monthly billing.

CALL OUR REPS

BERNARD HOWARD
AND (0.
NEW YORK — CHICAGO

LOS ANGELES — ATLANTA
SAN FRANCISCO




FIRST in
NEGRO RADIO
in
CLEVELAND:

WIMO

programs

top Negro
talent . ..
backed with
consistent and
heavy
promotion to
deliver your
message to
260,000 Negroes
at Cleveland’s

* %k Kk

WIMO

RADIO

Cleveland Ohio

* Pulse, May-June, 1962

Represented nationally by:
NEW YORK: UBC Sales, 420 Madison Ave.
CHICAGO: UBC Sales, Wrigley Bidg.
ATLANTA: Dara-Claytan Agency, Inc.

]
31

Scotland Neck

WYAL 1280 kc 9 kw
Total Broadcast Hours Weekly. ..... . ... 99,
Percent Negro-Appeal Programing. ......25
Negro-appeal program types Hrs. wk,
PAUSIE! g5 g 8 s o oub ol s S B 9 20
REITEION w g o wama o * o & Lfiiendun- T
Pub. SETViCel aq rumntnspseaperamse 1
Manager Byron Thomas
Representative T-N Spot Sales

Winston-Salem

WAAA 980 kc 1 kw
Total Broadcast Hours Weekly..........110
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NEWSH oits cidmmnstin o s Wb e 4
WS B ey e e T o ) 76
REITBION! 53 1599 25 eate sxonens roxswie, o 18 S0l 15
PUb: SETVICE  sawewiiie’ - o pwrcdn fas ves 10
Manager Ranny Daly

Representive Bob Dore, Bernard |. Ochs

OHI0

NEGRO POPULATION .. ....... 786,097

WHITE POPULATION .. ... .. 8,909,698

Cincinnati

WCIN 1480 kc 1 kw

Total Broadcast Hours Weekly.. ... .. .... 98

Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NEWSE ' & imin s b sy ot LA R 15
Music ..., s ma kI
RElIZTON yaracacs masiotis ¥1As o 2 oA e o s - e 24
PUD: SEIVIGE" ¢ naerird e a dna b ore swe 0] & s 20

Manager Carl Glicken

Representative Gill-Perna, Rounsaville

Cleveland

WABQ 1540 kc 1 kw

Total Broadcast Hours Weekly. .. ........ 98

Percent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk.
News ...... ... e p—, cys
MUSICH o ot & & micaiic 5 s e V.o o bk 69
RENTZIONN magum gomemyters o woscreld7a o emel e 19
PUbY [SETWICEL . grmns 2w i ol h femgrde W 4 6 4

Manager Bert Noble

Bernard Howard

1 kw (d), 250 w (n)

Representative

WIMO 1450 ke

Total Broadcast Hours Weekly .......... 163
Percent Negro-Appeal Programing........ 92
Negro-appeal program types Hrs. wk.
NEWS! " ie s Vi oo b Y 9 S Tamer o« g onenf 41,
MUSIE o rirmird - 4w ool v .. 124v,
Religion ............covviennn. . 134
Pub. Service . ................... IA%!
Manager C. C. Courtney
Representatives United. Dora-Clayton

(WA N O AN IWANCH
MLECTSAQUEEN

- g g

Choosing a gueen

VWinner of Chesterfield radio contest i
introduced on station \WANIQ, Pittshurgl

Columbus

WVKO 1580 kc 1 kv

Total Broadcast Fours Weekly. . . -

Perc~nt Negro-Appeal Programing. .= . .10
Negro-appeal program types Hrs. wk
NEWS 54 gl oo v o et e v . 4
SPOrS -4 as it fua Lo i 10 B it 0N
MUSIE v s 200 ot P
Religion ... ........... a oo 1
Pub. Service ....ciwhenusimane.- o

Manager Bert Charle

Representative Bernard Howar @

PENNSYLVANIA
NEGRO POPULATION ........ 852,75
WRITE POPULATION ... ... .. 10,454,00
Philadelphia
WDAS 1480 kc 5k
Total Broadcast Hours Weekly. . . ..... ... 1t
Percent Negro-Appeal Programing. ... ... 1€
Negro-appeal program types Hrs. w
NeWwsi wewa: e o KD EMp et 1 me st
SPOMS: sxym: srpmomamnt 1q==2 e JON
MIUSTC | s o5 A g e v e ) 1
Religion] w... sb 23a o suts o d
Pub. SEIViCe «e:vevsvecssassssanill
Manager Robert A. Kle
Representative Bernard Howa
WHAT 1340 kc 1)
WHAT-FM 96.9 mc 20,000
Total Broadcast Hours Weekly......... 163
Percent Negro-Appeal Programing .. ... 100
Negro-appeal program types Hrs. ¥
News .......... § 5 aerar sz 20
NAUSIC oo - 68 5 815 - 10 et s w o g 69
Religion . ........oeveeiiieeanaunn 23
PUb: SEIVICE 5xess siiss an o dhdsier. MU 42
MATSEL | it wmerysmmenas nonttat-r TR ]
Manager Miss Dolly Bar
Representative Boll

SPONSOR/26 Aucust 190




what's happening in PHILADELPHIA?

Astonishing change now affecting the media

strategy of many enlightened advertisers.
Look at two recent revelations from the pages of...

- \@he Coening Bulletin

WiTh BUNOAY MORMNG EXTION

Lo -

Negro Pupil Enrollment f—=_| fememytecauete :
¥ans 50% Mark Here City's White Population
l?f’ffj H. Blng Nex:e« in high schools reflects IS Down by 340,m

Of k2 Julletin Stoff their greater school dropout
j.i7ate. Many factors contribute The Pennsvivania Economy] —Between 1855 and 1960

Negro enroliment in the Phil- A L Y r L
ldelpf: public  schools s drigast but it sfeon: League reported yesterday that|about 23,000 migrated here
e over 50 per cent for the JIKIEA, oneing el g 200,000 white pessons and 75./0ach 1car Of these 17.000
,',‘:, e in ,,,,‘:.,}. Nege: _problems facing Amencan edu- e ’ nit. | *€re White and 6,000 nonwhite.

Economy League Report:

000 nonwhites migrated to P

‘cation, i G
A racial survey made Py the The survay showed that e adelphia duning the 19508 Ii Perton-w-Ptnon. Plan
considerabie amount of de facto In the same decade, 540.000' —From 60 to 75 per

whites left the city, the PEL'th e

® NCok

_isegregation exists in the Phila.
'delphu public schools. De facto)
j)s. £RFERaLION 13 segregatio

1 {acy not in lgw

saig  The 200.000 wiutes, who W
igrated (o the city, offset this'y
vemernt from the City g0

~Gagliseag whit

Indeed, this is America's third Negro market, by a wide margin — and growing at an incredible
rate. Philadelphia is nearly 309% Negro . . . almost 700,000 persons — and larger than the
total population of a score of ‘‘major’’ cities.

Where are your ad dollars in Philadelphia? Can Negrd-delphia be ignored any longer? Isn't it
about time you re-examined your strategy here?

A small budget siphoned off your major effort can establish a product franchise in this ‘make
or break' market. Many are doing it with as little as $10,000 per year invested with WHAT
Radio . . . a station with a distinguished record of service to its community and advertisers.

Call The Bolling Co. for more provocative details.

WHAT Radio Center, 3930-40 Conshohocken Ave., Philadelphia 31, Pa. « TRinity 8-1500

PONSOR 26 avcusr 1963



Pittsburgh SOUTH CAROLINA
NEGRO POPULATION ... 829,291
WHITE POPULATION ......... 1,991,022
WAMO 860 ke 1 kw i :
WAMO-FM 105.9 kc 72,000 w Charleston
Total Broadcast Hours Weekly........... 168 S T a
Percent Negro-Appeal Programing........ 100 WPAL 730 kc 1 kw
Negro-appeal program types Hrs. wk. Tota! Broadcast Hours Weekly. .. ........ 84
News ... e T 10 Percent Negro-Appeal Programing. ..100
Sports . ceieeeen s Negro-appeal program types Hrs. wk.
Music ' 114 HEWS iae bt ] £ wirld 740§ il le 2 A
Religion 1 Music “....... T N S ..38
Pub. Service . ... 20 Religion .........................33%
Misc. T Pub. Service -.......... W e W 8%
Manager Leonard Walk Manager Robert Chrystie
Representat.ve Bernard Howard Representative Bob Dore, Dora-Clayton
DOUBLE SOON 1080
A MO ®
PITTSBURGH BOSTON BUFFALO

(Pending 7CC

Approval)

€90 86

Bill Powell Dora Richardson Alexander Martin Malcom Erni Sir Watter
WAMO WUFO WUFO WAMO
Jimmy Lyons Marlene Moore Leroy Hacker Eddie 0'Jay Sylvia WAMO
wWUFO WAMO WAMO WUFO

DOUBLE WAMO PITTSBURGH

Pittsburgh’s vnly Negro Market
Station. Over 15 years with power,
coverage, and well established per-
sonalities. WAMO 860 AM, 72,000
watts, 106 FM. Now serving the tri-
state’'s Negro market 24 hours a
day. WAMO AM coverage includes
the important mill towns up and
down the river valleys that total more
population than Pittsburgh itself!

20/N/C
/i 00 C as. ///Iy

WUFO IN BUFFALO

Programming full time to
the Buffalo Negro market
which increased 143% be-
tween 1950-1960. One of
America’s fastest growing
Negro markets!

WILD — BOSTON

Soon to be added to Dynam-
ic Broadcastings growing
group of stations serving
the Negro market.

Bernard Howard
National Representative

Leonard Walk
President

Joe Bassett
Vice President
National Sales Manager

Call 462-6000 Area Code 412

36

Columbia
WoIC 1320 ke 1 kw
Total Broadcast Hours Weekly.......... 133

Percent Negro-Appeal Programing.
Negro-appeal program types

...... 100
Hrs. wk.

NEWS 2 mainen = huressialie v s s & ae VA 14
MUSIC. i e s 2 0 g w srore o e O 89
Religion .................... ..20
Pub.. Service .. . dsseadiin 5o el 10
Manager Russell George

Representative Bob Dore, Dora-Clayton

Florence

WYNN 540 ke 250 w

Total Broadcast Hours Weekly. ......... 90

Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NEWS .. coipees mpsnpmrmsensns il 5
MUSTE! .00t e Al et & 70
Religion ................ b 10
Pub. Service ....................... 5 8.

Manager David C. Phillips ¥

Representative Bob Dore, Dora-Clayton

Hartsville
WHSC 1450 ke 1 kw (d), 250 w {n}
Total Broadcast Hours Weekly......... 1144
Percent Negro-Appeal Programing...... 34
Negro-appeal program types Hrs. wk.
NEWS! ... <F\-Lhide  alor- DR owors S - . 8
MUSITE! o/ s m6awva v arere veim swmione wen (winru i 20
Religion ...... . 11t2
Pub: SErVICE & pepomer s tumeins. mg wal 2
Manager Oby B. Lyfes
Kingstree
WOKD 1310 ke 9 kw
Total Broadcast Hours Weekly .....,.....
Percent Negro-Appeal Programing......... 500
Negro-appeal program types Hrs. wh.
MUSIC 4 vivesnnnsmsemeseneny naii
Relgion .o...uivisonomspirnes-u il
Pub. Service ..........ccuon...connti
Manager E. G. Robinson, Jr.

North Augusta

WTHB 1550 ke 1k
Total Broadcast Hours Weekly ... ... ....
Percent Negro-Appeal Programing........
Negro-appeal program types Hrs. wk
NEWS iveieigme fiesasmesionaiii
Music .......... PO . . 53
ReligIon! . v.vuie e damsmecnimn e
Pub. Service ............c.iiii.en
MiISEs ittt RO 8 .
Manager Reese ). Vaught
Representative Bernard Howarc

SPONSOR/26 aucusT 1963



|

ontribution to youth

lembers of Charlotte teen-ave council look on as William Sanders of WOGIV pecein
ward for the station, Award is wmade for wost ontstauding vouth coutribution e ar

T O O O O T VRTINS S P

YONSOR /26 avcust 1963

. Wisc 1142
M Manager Robert G Blow
Representative
wZ00 1400 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly .. . 140 ;
Percent Negro-Appeal Programing bh 25 Memptus

Negro-appeal program types Hrs. wk.

Music .. " . 35 WDIA 1070 kc 50 kw
Manager John K. L. Peterson Total Broadcast Hours Weekly 140
Representative M. A Sales, Bernard |. 0 Percent Negro-Appeal Programing

Negro-appeal program types Hrs wk
TENNESSEE News H
N Sports
NEGRO POPULATION 586,876 =
WHITE POPULATION 2,971,753 Rengion ..

Pub. Service
Chattanooga Manager

Representative

IWNOO 1260 kc 1 kw
Total Broadcast Hours Weekly 103 WLOK 1480 ke 5 kw
Percent Negro-Appeal Programing 100 Total Broadcast Heurs Weekly ... 11634

Negro-appeal program types Hrs.wk.  Percent Negro-Appeal Programing 109

News 14 Negro-appeal program types Hrs. wk

Sports o . News 15

Music 56 Music 71434

Religion PX] Religion ‘

Pub. Service Manager W L. Whitworth

Mise . Representative Bernard Howard
Manager Fred J. Webb
epresentative Bob Dore Nashville
Jackson WYOL 1470 ke 5 kw (d), | kw (n)

Total Broadcast Hours Weekly .. .. 13
NIAK 1460 kc 1 kw Percent Negro-Appeal Programing 100
fota! Broadcast Hours Weekly 96 Negro-appeal program types Hrs. wk.
Percent Negro-Appeal Programing. 100 News . . 9. o )

Negro-appeal program types Hrs. wk. BIUSIE s ket s i 65

feWs ... ioo..... b Grarererensi £ LB Religion 33

Music ...... 47 Pub. Service 30

Religion ‘ 13% Manager Donald K. Clark

Pub. Service € Representatives Gill-Perna, Rounsaville
A A T T T L T T VT T O TSR O

Saaen’i7 Lo cuEnu

Sell all

TEXAS

You cannot cover
250,000 Negroes in
East Texas from
Dallas and Houston

KJET

SEAUMONT-PORT ARTHUR
AND
TYLER-LONGVIEW
ONLY NEGRO MEDIA AVAILABLE
FROM N.E. TEXAS TO THE GULF

Accounts looking for sales use
these stations 52 weeks a year

REPS: BOB DORE
Dora-Clayton in S.E.
or call Tom Gibson in Dallas
EMerson 1-0405

UNDUPLICATED!

ANOK RADID

DALLAS-FORT WORTH
REACHES THE LARGEST
UNDUPLICATED NEGRO
RADIO MARKET IN THE
UNITED STATES!

No other Negro advert.sing medium

Market 5 44

One Station! With One Order! One Schedule
For 10025 Sales Effectiveness

2
Dallas Studio A

!(:1\‘ 1-4144
REPRESENTED B8Y
BERNARD HOWARD CO

1962 U. S Census Estimated
Negro Population



TEXAS
NEGRO POPULATION 1,187,125
WHITE POPULATION 8,374,831
Beaumont
KJET 1380 ke 1 kw
Total Broadcast Hours Weekly .......... 80
Percent Negro-Appeat Programing .....100
Negro-appeal program types Hrs. wk.
N T p—— . 8
Music ... .............. .50
REIGION' mawepphansgss isa .16
Pub. Service ... T T Th
Manager Edward Henry
Representatives Bob Dore. Dora-Claytan
Dallas-Ft. Worth
KNOK 970 ke 1 kw
Total Broadcast Hours Weekly .. . 105
Percent Negro-Anpeal Programing .. .. 100
Negro-appeal program types Hrs. wk
NEWS & qeuimminp b lagylus .. 8%
SPOMS susss s onzads s alue 22
Music e 521%
Religion et )|
Pub. Service ........ o7 i A
Manager Stuart }. Hepburn
Representative Bernard Howard
Houston
KCOH 1430 kc 1 kw
Total Broadcast Hours Weekly ........... 107
Percent Negro-Appeal Programing . ... ... 100

Negro-appeal program types Hrs. wk.
NEWS! 45 a4 aemmsoms e b o sans s a—
SPOrtS ... =5 2
MUSTE! o 5.7 i e Wt s i e i a e O
RENZION: wip t ot nameid v sonmeinmemgiam S 21
Pub. Service ..................... 17
Miscy, rsss oo od BB R ECap e B
Manager Roberf C. Meeker
Representative Savalli/ Gates
KYOK 1590 ke 5 kw
Total Broaicast Hours Weekly ......... . 133
Percent Negro-Appeal Programing ... .. .. 100
Negro appeal program types Hrs. wk.
NEWS! 5 abomscebiniid s s mists som et i A M H 0 22
SIS v SEs L T e e 10
1T P R -y 75
REITEION] bt s Wi s s bl v Y 26
Manager Joseph R. Fife
Representative Bernard Howard
Tyler
KZEY 690 kc 250 w
Total Broadcast Hours Weekly..... ...... 86
Percent Negro-Appeal Programing........ 100
Negro-appeal program types Hrs. wk.
NS (ol s R - A Ay T e P PR 8
SPORES, Basmons. seme duansbgsbmmmnkints I
MUSIC * s X ims w7l o 50
T e 25
Pub. Service ................... .. 2
Manager W. L. Whitworth

Representatives Bob Dore, Dora-Clayton,

Harlan Oakes

NEW KCOH BUILDING MEANS MORE WAYS
TO SELL HOUSTON’S NEGRO MARKET!

The new KCOH building is impressive evidence of support
and acceptance by the Negro community in Houston . .. from
its gleaming new Gold Room, which will seat 300 people for
sampling sponsor products to the fabulous “Looking Glass
Studio” . . . the new building emphasizes KCOH’s leadership

in the Negro community.

National Representatives

SAVALLI-GATES

deol 1430

KCor

KCOH

RADID™1 430

KCOH 5011 ALMEDA,
HOUSTON 4, TEXAS
AREA 713—JA. 2-1001

] 0 to
(K[ ONE
\&F

“ROCKET
RADIO'

*Source—Metropolitan Negro Pulse, Sept. 1962 :

reaching:

the NINTH HEAVIEST
CONCENTRATION of
NEGROES in the

COUNTRY . . . prus

FORT BENNING
the World's largest Infantry Center

with:

% TOP PERSONALITIES

% 8 Remotes each week

* TOP WOMAN'’'S SHOW
% ROCKET NEWS Capsules

% Consistent and HEAVY
PROMOTION to
reach 236,000 listeners.

Phil Melfzer, President

WO K

P. O. BOX 1998
COLUMBUS, GEORGIA

BERNARD HOWARD & CO., Inc.
NATIONAL REPRESENTATIVE

BARNEY OCHS & CO,, Inc.
Atlanto, Ga., Regional Representative

SPONSOR /26 Avust 196
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IR LN TR MBI AT TR

" Gospel singing contest

é |lepresentat|ve
|
Norfolk

Frelit weed comtest staved by RZ19Y 0 Tl
farurite t cony
vl Al \i K710
- 1
VIRGINIA
NEGRO POPULATION 816,258
WHITE POPULATION 3,142,433
Chase City
WMEK 980 k¢ 300 w
Total Broadcast Hours Weekly 98
Percent Negro-Appeal Programing 30
Negro-appeal program types Hrs. wk.
News o 3
Music 22
Religion 3
Pub Service
| Manager Arthur A. Moran, Jr
Danville
#ILA 1580 ke 1 kw
fotal Broadcast Hours Weekly. . .12
dercent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk.
News 13
Sports
Music 37
Relig or: 20
. Aanager George ) Lund

Bernard Howard

YRAP 850 kc 5 kw (d), 1 kw (n)

‘otal Broadcast Hours Weekly 130

‘ercent Negro-Appeal Programing 100
Negro-appeal program types Hrs. wk.
News 9
Music 841,

£ PONSOR 5w et <1 1963

| 3

Rel

@

Mise
Manager
Representative

Petersburg

WSSY 1240 ke
Total Broajcast Hours Weekly
Percent Negro-Anpeal Programing
Negro-appeal program types
Music
Reuglon
Pub Service
Misc
Manager
Representative

Richmond

WANT 990 ke
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing
Negro-appeal program types
News
Music
Religion
Manager

Representative United. D

WASHINGTON

NEGRO POPULATION
WHITE POPULATION

1 kw (d), 250 w (n)

124
25
Hrs. wk

C

. A, Be:

1 kw
98

100
Hrs. wk

48,738
2,804,476

Seattle

KZAM FM 925 01¢ 17,500 w

Total Hours 3roadcast weebly 162

Percent Negro Appeal Programing 100
Negro appeal program types Hrs wh

Manager

WISCONSIN

NEGRO POPULATION 92,9717

WHITE POPULATION 3.690.027

Milwaukee

WAWA 1590 ke 1 kw

Total Broadcast Hours Weekly 100

Percent Negro-Appeal Proiraming 50
Negro-appeal program types Hrs. wk
ew 4

sw

Manager
Representative

WANT RADIO

is a solid

FIRST IN
NEGRO
AUDIENCE

RICHMOND, VA.

42% city of
Richmond is Negro
(1960 Census).

WANT

S13 E. Main Street, Richmond, Vo.
Millton 3.8368

A Dwiion of United Broadcosting Co

NEW
ATLANTA

1"ty n Av:

Dora Clavton Agency. lac




STILL THE MOST
IMPORTANT
COMPUTER IN
THE BUSINESS

This compact data processing system is located in the back of the buyer’s mind. It
prevents buying disasters, encourages buying triumphs. Output: Cheering go-
aheads, damping danger signals, memorable advertisements, noteworthy call-letters,
unusual techniques, good ideas. On what does this stream of consciousness feed?
On SPONSOR, notably—all broadcast, all buying. SPONSOR programs the necessary
news; thoughtfully probes for meaning; perceptively reports trends, up, down, on,
off. And the more important non-human computers become—the more our human
friends will be relying on SPONSOR, the broadcast idea weekly that brings to the
moment of decision many messages (including station advertising). 555 Fifth
Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080

SPONSOR 26 aucusr 196




Other Negro-appeal radio stations

(Less than 257 of schedule)

ALABAMA
Auburn
WAUD 1230 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly 128
Percent Negro-Appeal Programing 15
Negro-appeal program types Hrs. wk.
News Various
Sports . Various
Music = 12
Religion Various
Pub. Service 1
Manager Elmer G Salter
980 kc 1 kw
100.9 mc 370 w
Total Broadcast Hours Weekly. . .. 12
ercent Negro-Appeal Programing 19.6
Negro-appeal program types Hrs. wk.
Music . 9
Religion 8
Pub. Service . |
Misc. . 4
nager James H. Dennis
epresentative Continental
560 ke 5 kw
otal Broadcast Hours Weekly 95
Oercent Negro Appeal Broadcasting 15
. Negro-appeal program types tirs. wk
| BIBWS oo s s e Ly
Bfusic .. . .ies 10
" Relgion ... . 2%
Aanager Mrs. Agnes Dowling Simpson

lepresentatives Thomas F. Clark,
James S. Ayers, Harlan G. Oakes

_ufala

=
VULA 1240 kc 250 w
}stal Broadcast Hours Weekly 123
‘ercent Negro-Appeal Programing 18
~  Negro-appeal program types Hes. wk.
- News 32
| Music e 23

2 Rehigion .. .. 4
Nanager Martin J Danty
epresentative Keystone

PONSOR 206 atctst 1903

Fort Payne

WZ08B 1250 ke 1 kw

Total Broadcast Hours Weekly 98

Percent Negro-Appeal Programing 7
Negro-appeal program types Hrs. wk.
Music S
Religion

Manager Glenn M. Grav.tt

Representative Keystone

Selma

WGWC 1340 ke 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly 130

Percent Negro-Appeal Programing 17
Negro-appeal program types Hrs. wk.
Sports . o1
Music . ... . 714
Religion .. .. b2

Manager Robert J. Martin

Representatives Hal Holman, Dora-Clayton

ARKANSAS

Pine Bluff

KPBA 1590 ke 1 kw

Total Broadcast Hours Weekly R

Percent Negro-Appeal Programing. 10
Negro-appeal program types Hrs. wk.
News 1
Religion . ke 8

Manager Howard M Peters

Representative Gene Bolles

FLORIDA

Fort Pierce

WARN 1330 kc 1 kw

WARN-FM 98.7 kc 1300 w

Total Broadcast Hours Weekly 126

Percent Negro-Appeal Programing 11.9
Negro-appeal program types Hrs. wk.
Music 12
Rel:gion

Manager Charles C Castle

Representative Prestige

Ocala

WMOP 900 kc 1 kw

Total Broadcast Hours Weekly 98

Percent Negro-Appeal Programing 10

Negro-appeal program types Hrs wh
MNews
Music 8
Religion
Manager b
Quincy
WCNH 1230 ke 1 kw
Total Broadcast Hours Weekly 118
Percent Negro-Appeal Programing 20
Negro-appeal program types Hrs. wk.
News
Music . 21
Religion
Manager Dave Drew

Representative George T Hopewell

Sanford

WTRR 1400 ke 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly m

Percent Negro-Appeal Programing 6
Negro-appeal program types Hrs. wk.
Music ..... - 614
Pub. Service

Manager Myron A Reck

Representative Hal Walton

West Palm Beach

WIRK 1290 ke 5 kw (d), 1 kw (n)

Total Broadcast Hours Weekly. 125

Percent Negro-Appeal Programing 11.6
Negro-appeal program types Hrs. wk,
Music 12
Religion ;

Manager Joseph S Field, Jr.

Representative Yasta

GEORGIA

Americus

WDEC 1290 kc 1 kw

Total Broadcast Hours Weehly 86

Percent Negro-Appeal Programing 15
Negro-appeal program types Hrs whk
News U5
Pub Servce

Manager

Representatives :



Athens

wDOL 1470 ke 1 kw

WDOL-FM 104.7 m¢ 3920 w

Total Broadcast Hours Weekly wawin 90

Percent Negro-Appeal Programing 217
Negro-appeal program types Hrs. wk.
News ... ... ....... ......... 1%
Music T e D .. 10%
RETIZION G nr s s e ¢ s S L 1Y
Pub. Service v e 12

Manager Frank Harmon

Representatives Thomas F. Clark, C. K. Beaver

Baxley
WHAB 1260 kc 5 kw
Total Broadcast Hours Weekly. ..... ... .90
Percent Negro-Appeal Programing,... .. ... 10
Negro-appeal program types Hrs. wk.
NUSTE e vy A ey ms i waont e w'n N
RENGION: 4 s 4 o o s o g dhom g 3
Manager Farnell 0'Quinn
Representative Prestige
Blakely
WBBK 1260 ke 1 kw
Total Broadcast Hours Weekly ......50
Percent Negro-Appeal Prozraminy .23
Negro-appeal program types Hrs. wk.
INEWS: - w6-oomesm manmmurs N T b 41, 2
Sports . ........., ..., 1
Music .............. . 12
Pub. Service .. .... il L s D
Manager Wayne R. Foster
Representative Keystone
Brunswick
WMOG 1490 kc 250 w
Total Broadcast Hours Weekly. . . . .. 140
Percent Negro-Appeal ProZraming... ... 8
Negro-appeal program types Hrs. wk
News ......... DR Th Y o¥7 PO .1
MUSIC 5% = e g st o 501 c st mmion st = e = DR
Rehigion ... .. ............ ...4
Pub. Service . Tl 2
Manager George K. Wolfes
Representative Alien Woodall
La Grange
WLAG 1240 ke 1 kw (d), 250 w (n)

Tofal Broadcast Hours Weekly. . . ......  .126

Percent Negro-Appeal Programing.. .. ... 6
Negro-appeal program types Hrs. wk.
News ) 2 e F i i F bl
Music e ot b AT §
Religion . § S—— |

Manager Edwin Mullinax

{0

Madison
WYTH 1250 ke 1 kw
Total Broadcast Hours Weekly. .....98
Percent Negro-Appeal Programing. . .. ....14
Negro-appeal program types Hrs. wk.
MUSIE  vorase adarss T S 0L Sel’3
Religion ......coooviiiniinn. R
Manager James Small
Stateshboro
WWNS 1240 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly........ 0. 117
Percent Negro-Appeal Programing....... 15
Negro-appeal program types Hrs. wk.
IMOSTE st o it et = museirm e o - PSS 82
REITETON: yeswpimimess eesans ananaess 8%
Manager Donald McDougald

Representative George Swearingen

Swainshora
WIAT 800 kc 1 kw
Total Broadcast Hours Weekly. ... ...... 98
Percent Negro-Appeal Programing.. ....... 20
Negro-appeal program types Hrs. wk.
NEWS §104 Mok 4404 SR8 b X paRAMOLEH) L2
Music ... .oiiiiiieiieyon. .19
RENIZION smmbe s ivress sens.te Hablbapaien 2
Manager John J. Bailes
Representative Gene Bolles
Valdosta
WGOV 950 kc 5 kw (d), 1 kw (n)
Total Broadcast Hours Weekly ........ .129
Percent Negro-Appeal Programing..... ... 10
Negro-appeal program types Hrs. wk.
NEWS) & 00T Gie s imi €4 I606ms § St SDOD TS 1
Music ... 8
Religion ........... Y= XY o b
President W. H. Keller, Ir

Representatives Bob Dore, Dora-Clayton

Waycross

WACL 570 ke 9 kw

Total Broadcast Hours weekly. . 132

Percent Negro-Appeal Programing. .. ... 8
Negro-appeal program types Hrs. wk.
MUSTE o o 1 5m 7t m B Ao s s e 10)

Manager James S. Rivers, Jr.

Representative Savalli/ Gates

ILLINOIS

La Grange

WTAQ 1300 ke 1 kw

Total Broadcast Hours Weekly. . 133

Percent Negro-Appeal Programing ..... 1.9

Negro-appeal program types Hrs. wk
Religion ........... = Wi S b T 2
Manager Arthur L. Schlaman
Representative Vic Piano
INDIANA
Gary
WWCA 1270 ke 1 kw
Total Broadcast Hours Weekly......... .. 120
Percent Negro-Aspeal Programing........ 18
Negro-appeal program types Hrs. wk.
News .........: o5 £ Db o mes oidas il
Music ..........................18
Pl DR SETVI CE| ' vt ot A R . 2V
Manager Dee 0. Coe
Representative Gill-Perra
KENTUCKY
Lebanon
WLBN 1590 ke 1 kw
Total Broadcast Hours Weekly. .. 101%
Percent Negro-Appeal Programing .. 18
Negro-appeal program types Hrs. wk.
News 52 enb 8 2
Music
Religion 2
Pub. Service ........... ... .. ...
Misty sawiliannnns - W AA Y 43
Manager J. T. Whitlock
Representative George 7. Hopewell
Madisonville
WTTL 1310 ke 590 »
Total Broadcast Hours Weekly
Percent Negro-Appeal Programing.
Negro-appeal program tyjes Hrs. wk
NEWS . fwsiian anessiss .
MRy PO .«
RENZION]  prx @ieauns et s et 2
Pub. Service ....... .............. %
Manager Vernon Arnette
Representative Hal Walto

Middlesboro

WMIK 550 ke 500 v

Total Broadcast Hours Weekly. ..

Percent Negro-Appeal Programing -
Negro-appeal program types Hrs. w
MUSIC qicooesanioe s nsamea R

Manager Maurice K. Henr

Representative George T. Hopewe

SPONSOR 26 \uvgust 196!




WE SQUEEZED

| broadcast . . . all buying ... all im-
‘rtant. That's SPONSOR, designed as
and still—a buyer’'s book. Not pe-
“ntic, mind you. Not gossipy. We pre-
. L the top of broadcast news, quickly;
: meaning of the news, deeply; the
‘nd of the news, perceptively; the fu-
e of the news, daringly. Do we ever
inoy? Offend? Disrupt? Yes. We also
irich the buying mix in the back
Lthe buyer's mind—with the stuff that
Ips make the difference between
" dering” and "buying.” That's why the
Iyer reads SPONSOR, the broadcast
a weekly with the fat trimmed away.
% Fifth Avenue, New York 17, Tele-
fane: 212 MUrrayhill 7-8080.

ANS0R 26 avcust 1963

LOUISIANA

Lafayette

KvoL 1330 kc 1 kw

Total Broadcast Hours Weekly 135

Percent Negro-Appeal Programing 14
Negro-appeal program types Hrs. wk.
News e 4
Music 13
Pub. Service 2

Manager Evan H Hughes

Representatives Meeher, Southeastern

Lake Charles

KAOK 1400 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly 126
Percent Negro-Appeal Proaraming 16
Negro-appeal program types Hrs. wk
News .. . 112
Music . .. 16
Relgion . . 2
Pub. Service . 2
Manager W L. Jackson

Representative Bernard Howard

Opelousas

KSLO 1230 ke 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly 123

Percent Negro-Appeal Programing 8.5
Negro-appeal program types Hrs. wk
News ... . lg
Music . 93,

Relwgon . ... ... Y

Manager Mart n ). Danty

Representative Hal Walton

MARYLAND

Baltimore

WITH 1230 ke 1 kw

Total Broadcast Hours Weekly 168

Percent Negro-Appeal Programing 16
Negro-appeal program types Hrs. wk.
News ...... e .. 114
Music ...... ...... 221
Religion ....  ..... o3

Manager R. C Embry

Representative Select

MICHIGAN

Muskegon

WMUS 1090 kc 1 kw

Total Broadcast Hours Weekly 70

Percent Negro-Appeal Programing 1
Negro-appeal program types Hrs. wk.
Rehigion . . 4
Pub. Service 5 minutes

Manager #Hes ey B Tebeau

Representative G Perna

MISSISSIPPI

Belzoni

WELZ 1460 kc 1 kw

Total Broadcast Hours Weekly 98

Percent Negro-Appeal Programing 13
Negro-appeal program types Hrs wh
Music 9
Rel gion 4

Manager Jerry Caddy

Representative Breen & Wiard

Clarksdale
WROX 1450 kc 250 w
Total Broadcast Hours Weekly 126
Percent Negro-Appeal Programing 245
Negro-appeal program types Hrs. wh
News 1
Music 24
Religion 12
Pub. Service 1
Manager Thomas G Reardon
Representative "as a
Columbus
wCBI 950 ke 1 kw
Total Broadcast Hours Weekly 1212
Percent Negro-Appeal Programing 12
Negro-appeal program types Hrs. wk.
News o L
Music ... 10t2
Religion .. . 3
Manager Robert Evans

Representatives Masla. C K Beaver

Greenville
WGVM 1260 ke 5 kw
Total Broadcast Hours Weekly 100
Percent Negro-Appeal Programing 24
Negro-appeal program types Hrs. wh
Music 20
Religion 3
Pub Service 1
Manager Edward W Guss
Representative Devney
Macon
WMBC 1400 kc 250w
Total Broadcast Hours Weekly 1M
Percent Negro-Appeal Programing 15
Negro-appeal program types Hrs. wk,
News 1y
Music 14
Re 1gion 2
Manager Fredenicy A Davs

Representative George Hopewe

13



West Point

WROB 1450 ke 250 w
Total Broadcast Hours Weekly........ 114%2
Percent Negro-Appeal Programing...... 20
Negro-appeal program types Hrs. wk.
News .................. -
MUSIEL st o mdilnly s rbrosetls 513
Religion ................... A
Pub. Service ...............cieii.l. 2
Manager John E. King, Jr.
Representatives C. K. Beaver,

George T. Hopewell

NEW JERSEY

Vineland

WWBZ 1360 ke 1 kw

Total Broadcast Hours Weekly.......... 126

Percent Negro-Appeal Programing....... 1.5
Negro-appeal program types Hrs. wk
MUSIE  (rom = 300 o poerm g iwmm 37 @1 o
Pub. Service ...................... Va

Manager Robert C. Crager

Representative Gill-Perna

NEW MEXICO

Hobbs

KWEW 1480 ke 5 kw

Total Broadcast Hours Weekly ..... . ... 128

Percent Negro-Appeal Programing........ 16
Negro-appeal program types Hrs. wk
MUSIC (s s e s e s v s s e WPV A 20%2

Manager Harry McAdams

Representatives Grant Webb, Keystone

NEW YORK

Albany

WABY 1400 kc 1 kw

Total Broadcast Hours Weekly..... .. ... 168

Percent Negro-Appeal Programing...... B8
Negro-appeal program types Hrs. wk.
Music ... 13
Religion ................ .. ........ 1

Manager E. L. Trudeau

Representative McGarren-Guild

Niagara Falls

WL 1440 ke 1 kw
Total Broadcast Hours Weekly .......... 88
Percent Negro-Appeal Programing........ 1
Negro-appeal program types Hrs. wk
Music .. 1
Hours Weekly

Manager Thomas W. Talbot
Representative Burn-Smith

NORTH CAROLINA

Burlington
wBBB 920 ke 5 kw
Total Broadcast Hours Weekly.... . ..... 15
Percent Negro-Appeal Programing........ 115
Negro-appeal program types Hrs. wk.
Music ... e e 6
Religion ......... ... ... 1
BATSC i Mot It Al Yo T 2T SAMEAN ol 1
Manager E. Z. Jones
Representative Thomas Clark
Dunn
WCKB 780 ke 1 kw
Total Broadcast Hours Weekly............ 80
Percent Negro-Appeal Programing........ 8
Negro-appeal program types Hrs. wk
MUSIC' ramemmmniwnmmmil Al #Y s oonm 7
Manager A. Lincoln Faulk
Farmville
WFAG 1250 ke 500 w
Total Broadcast Hours Weekly............ a8
Percent Negro-Appeal Programing......... 8
Negro-appeal program types Hrs. wk.
INEWS 11 v 50 scmmmot o cvst o Wi s g omiv 3
Music ... 3%
REIBION, ammmopoxtnio 3 188 3 2 b onens 3's 1%
Managers Carl V. Venters, Jr. and

H. Cloid Wade, Jr.

Representative George W. Hopewell

Greensboro
WGBG 1400 ke 1 kw (d), 250 w (n)
Total Broadcast Hours Weekly............ 137
Percent Negro-Appeal Programing........ n
Negro-appeal program types Hrs. wk
News .......ooeveinne. e 2
Music .............. ooyl b W oA 12
Religion . .......... ... .o ol 1
Manager Ralph M. Lambeth
Representative Burn-Smith
Kinston
WELS 1010 ke 1 kw
Total Broadcast Hours Weekly, ............ 84
Percent Negro-Appeal Programing.........12
Negro-appeal program types Hrs. wk
Music ... 8
Religion . .......coviniiinnnnnnnnn. 2
Manager Jack P. Hankins

Bogner & Martin,
Whitehead Assoc.

Representative

Raleigh

WRAL 1260 kc

Total Broadcast Hours Weekly... .....

Percent Negro-Appeal Programing......
Negro-appeal program types
Sports .
Music ........ ceiime oo bhnas o yr e

Manager
Representative

Rocky Mount

WCEC 810 ke

Total Broadcast Hours Weekly. . ... .

Percent Negro-Appeal Programing.........
Negro-appeal program types Hrs. w
NEWS ... oo e e o9 oins - P s il
MUSIC oo =2 umrsmrorn: g o TN
Religion ..ccisagaess PPN Y. .

Manager Mel War

Representative

Shelby

WADA 1390 ke 500

Total Broadcast Hours Weekly ... ... .....¢

Percent Negro-Appeal Programing.........
Negro-appeal program types Hrs. w
T[S
REIIBION .. 6w amgy Aad o dxnwi s mild A

Manager Boyce ). Hanr

Representative

Wilson

WGTM 590 ke

Total Broadcast Hours Weekly........

Percent Negro-Appeal Programing... ...
Negro-appeal program types Hrs. w
NEWS! adsuiad .c. el LT D 5 oS o rani
Music .....oieninniann R
Religion ... ......c.oovvenunnnn
Pub. SErViCe ...u.. e secses .- 1Eu

Manager Penn T. Watson,

Clarke Brown (Sout
T. N. Spot Sal

Representatives

WVOT 1420 kc 1 kw (d), 500 w (
WVOT-FM 106.1 mc 235
Total Broadcast Hours Weekly. . ... ......
Percent Negro-Appeal Programing. .....
Negro-appeal program types Hrs.
NEWS' psrosroe vmypegne e rven. o A
SPOIES L .vivionte.d bonicioa. . M
MUSIC .. oimsee it ans snswets 4 N
Religion ........cooviuviinneenranns
Pub. Service ....e..v:uiio.-..
MISCH wiin: vssamasras s ame: - - = RN
Manager Harry W. Severa
Representative Devr
SPONSOR 26 atGusT 100




THE ONLY PART OF
ISPONSOR THAT'S
NOT ABOUT

d &
l

buying. All broadcast buying. That's
*ONSOR, from stem to stern, master
an editorial policy which bars every-

ng else. What does the editonial
icy let in? The urgent top-of-the-
¥s; the deep significance thereof;
Ads up or down which buyers should
gibclimbing on or jumping off of; in-
Cve views of the future. Result: Vital,
-paced enrichment of the buying
. that reservoir of turmoil and turn-
f in back of the buyer's mind into
ch he stirs fresh numbers and avails
:ome up with the best possible buy.
waste for buyers in SPONSOR, the
Vdcast idea weekly that is all-meat
advertisers, too. 555 Fifth Avenue,

York 1]. Telephone: 212 Murrayhill
-30.

ONSOR 26 at .t a1 JUGS

OHIO

Youngstown
WBBW 1240 ke 1 kw
WBBM-FM 93.3 mc 17500 w
Total Broadcast Hours Weekly L. 13
Percent Negro-Appeal Programing ..... 1
Negro-appeal program types Hrs. wk
Rehgion ..... ........... ST )
President John Cherpack, Jr.
Representative Weed Radio
OKLAHOMA
Muskogee
KBIX 1490 ke 250 w
Total Broadcast Hours Weekly ... .. ... .. 126
Percent Negro-Appeal Programing. ....... 5
Negro-appeal program types Hrs. wk.
Music ..... cm )
Pub. Service . ... = 1
Manager Tams Bixby Il

Representative George T. Hopewell

Sano Springs

KTOowW 1340 ke 250 w
Total Broadcast Hours Weekly. .. . ...... 119
Percent Negro-Appeal Programing. . ...... 20
Negro-appeal program types Hrs. wk
News .. . .. 2%
Music ... .. ...... . ...20
Religion - l
Manager Larry Eck
SOUTH CAROLINA
Greenville
WESC 660 kc 10 kw
Total Broadcast Hours Weekly..... ....84
Percent Negro-Appeal Programiog ....20
Manager John Y. Davenport
Representative Bolling
Greenwood
WGSW 1350 ke 1 kw
Total Broadcast Hours Weekly 98
Percent Negro-Appeal Programing ... 10
Negro-appeal program types Hrs. wk.
Mosic :: ..osind L)
Rehgion ... .. p 5
Manager George B. Cook, Jr.
Representative Indie Sales

Lake City
wioT 1260 kc 1 kw
Total Broadcast Hours Weekly 85
Percent Negro-Appeal Pregraming 1
Negro-appeal program types His wk
Musie
Manager Hub Terry
Mullins
WIAY 1280 ke S kw
Total Broadcast Hours Weekly 85
Percent Negro-Appeal Progzraming 12
Negro-appeal program types Hrs wk
Music
Religion ’ |
Manager James F. Ramsey

Representative C K. Beaver, Tobacco Networs

Orangeburg

WDIX 1150 ke 9 kw (d), 500 w (n)

Total Broadcast Hours Weekly. ...... .. 129

Percent Negro-Appeal Programing ...... 10
Negro-appeal program types Hrs. wk.
News .. 2%
Sports . ...... R 2
Music
Religion

Manager Frederick A. Davs

Representative C 2well

St. George

waiz 1300 ke 500 w

Total Broadcast Hours Weekly .. 98

Percent Negro-Appeal Programing . 2i
Negro-appeal program types Hrs. wk.
News . 59
Music 15
Religion 3
Pub. Service

Manager Clarence Jones

Sumter

WSSC 1340 ke 1 kw (d), 250 w (n)

Total Broadcast Hours Weekly 162

Percent Negro-Appeal Programing 16
Negro-appeal program types Hrs. wk,
Music 15t
Religion

Manager Edward Damron

Representative Thomas F. Clark

TENNESSEE

Clarksville

WIIM 1400 ke 1 kw

Total Broadcast Hours Weekly .. 120

Percent Negro-Appeal Programing 15

15



Negro-appeal program types Hes. wk.
MUSIC e st i g s oyl s . 142
Rebigion .......coveennn. e 2W
Pub. Service I— 1
Manager John Bailey
TEXAS
Amarillo
KIXZ 940 ke Skw
Total Broadcast Hours Weekly. ... 133
Percent Negro-Appeal Programing........ 11
Negro-appeal program types Hrs. wk.
NEWS] it gt 58 iy e o P Pieres 1
SPOItS' wrorrr mu & v b TN & AN 1
Music ... 6
Religion . ... ........ .. .coiuin. 1
Pub. Service .......... ... ... ... 1
Misc. W 5 = A A T 2
Manager John J. Heethand
Representative McGavren-Guild
Clarksville
KCAR 1350 ke 500 w
Total Broadcast Hours Weekly ..... ...... 82
Percent Negro-Appeal Programing.. ... .. .. 20
Negro-appeal program types Hrs. wk
News ... ..o, ¥
SPOMYS’ it 4 s 1 i o Ve
Music ..o, .14
Religion . ....................... 1
Pub. Service ..................... 1
Manager Paul H. Daniels
Representatives Continental, Clyde Melville
Gonzales
KCTi 1450 ke 250 w
Total Broadcast Hours weekly. ... ... 103%
Percent Negro-Appeal Programing. . ... 1.7
Negro-appeal program types Hrs. wk.
Music ... 1%
Manager Lawrence M. Walshak
Longview
KLUE 1280 kc 1 kw
Yotal Broadcast Hours Weekly.... ... . . .9
Percent Negro-Appeal Programing. . . .. 12
Negro-appeal program types Hrs. wk.
News . -,
Music b g's ...8%,
Religion ... ool |
Pub. Service . Y2
Manager G. Lowell Wolfe
Representatives Masla, Melville, Beaver

Marshall

KMHT 1450 k¢
Total Broadcast Hours Weekly. .. ........ 123
Percent Negro-Appeal Programing........ 10
Negro-appeal program types Hrs. wk. |
NEWS] s amimncaontas wrerampimfed ol - 3 (o o @ e o 12
Music . ..ooiiiiiiiiiinea .
Religion W exs et 2R
Manager H. A. Bridge
Representatives Masla, Meiville, Beaver
Palestine
KNET 1450 ke 250 w
Total Broadcast Hours Weekly........... 108
Percent Negro-Appeal Programing....... 1
Negro-appeal program types Hrs. wk.
INEVISE cot i o Ton e B A Vi
MUSIT 'y 3: 3eéia: veasmAT s MEEIREE » & 33 5T Ya
Religion ........................ R 7
Manager Allen E. Vinson
Representative Wells F. Bruen
Pasadena
KLVL 1480 k¢ 1 kw (d), 500 w (n)
Total Broadcast Hours Weekly. ... ... .. 126
Percent Negro-Appeal Programing. .. .. .. 15
Manager Felix H. Morales

Representatives National Time Sales,
Harlan G. Oakes, Don R. Pickens,
Bernard I. Ochs

San Antonio_

KCOR 1350 ke 5 kw (d), 1 kw (n)
Total Broadcast Hours weekly........... 132
Percent Negro-Appeal Programing........ 15
Negro-appeal program types Hrs. wk.
NEWS' annsmiemaidsdboaga ..k yosn durh Il
NIUSHCT o caee St chcovara e 4 B m M 640 <1 & 2 15
Religion ...... R o o R 1
P SEIVICR! » 5yt 1 us shtopaiaomesetiy o bucec oo 2
Manager Nathan Safir
Representative Savalli/ Gates
VIRGINIA
Lvnchburg
WBRG 1050 ke 1 kw
Total Broadcast Hours Weekly ........... 98
Percent Negro-Appeal Programing....... .. 10
Manager Thomas L. Buckley

Representative Thomas F. Clark

Martinsville

WHEE 1370 ke 5 kw
Total Broadcast Hours Weekly..... ... ... 90
Percent Negro-Appeal Programing..... .. .. 9
Managers C. F. Adams, T. W. Patterson

TACN ‘40 evp
Wpjwg o uyop Jp

s
ot o ¥
«®

/S 9 2

No knock at mail (we use it ourselves),
nor at reps (our best recommenders).
But it's a fact that moved, new, pro-
moted, name-changed buyers, take a
while catching up to. Not for SPONSOR.
Buyers make sure SPONSOR catches up,
because of the way SPONSOR keeps
them ahead, keeps their buying mix rich
and current—with the top of the news,
fast. The meaning of the news, deep.
The trends, perceptively. They may not
notify stations or reps of personal
changes, but they do notify SPONSOR,
the idea weekly of broadcast buyin
that gets through better than anybod)
(except the rep). 555 Fifth Avenue, Ne
York 17, 212 MUrrayhill 7-8080.

SPONSOR 26 aveust 10
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{ETWEEN THESE COVERS YOU
tAVE SHOPPED THE MARKET.

IOW LET'S FACE THE FACTS!

e Only one full-time ALL NEGRO per-
sonality radio station in the entire Chicago-
land area.

o« CONTINUITY ... 24 hours every day . . .7
days a week
 Instant Radio . . .

 Stronger Hooper ratings
« Merchandise plan that creates sales
« The station that sends Negroes to the stores

* Wetell 'em... you sell ‘'em!

' 1450 ON YOUR
RADIO DIAL

4 or €O
. BG DORE ossocores Southern Representative LLOYD WEBB

8l Representative—NYC BERNARD HOWARD & CO.. INC
U S (except NYC ond South




What does WAAF do for
National Advertisers?

RADIO CHICAGO 950 KC.

CHICAGOS
NEGRO
MARKET

WAAF'S STAFF OF AIR-TO-STORE SALESMEN

39

DADDY-O VINCE JESSE NORM
SPAULDING

DAYLIE

AAE

GARRITY OWENMS

In early 1922, WAAF hit the airwave
become Chicago's first radio station and
served Chicago ever since. Fifteen years
WAAF pioneered the Negro market witl
hiring of its first Negro announcer. Tc
the WAAPF staff, both sales and talent, is
interracial to more effectively sell the
geoning Chicago Negro market and has
an outstanding job.

Marketing in America’s largest single
culture absolutelv demands that any a
tising and sales campaign be thoroughl
tegrated into a public relations progra
gain full product acceptance. It demanc
understanding of. and respect for, N
living and spending habits and the rec
tion of the legitimate aspirations of
American Negro.

For full details on WAAF's domination ¢
Chicago Negro market. contact \WAAF
Mgr. Thomas L. Davis or WAAF's nal
representatives. the Bolling Co.

Between 1950 and 1960. the Negro popul
of the citvy of Chicago outgrew the ¢
total population of cities like Bostor
Louis and Milwaukee. In addition, m}
class households jumped from one in
one in three. Moreover, middle class oc
tional status more than doubled.*
Chicago Commission on Human Re

An ethnic market of this size simply ¢
be ignored or merely lumped generally 3
promotion campaign geared to the g
market. In many areas. Negro buying
are radically different from those 0
general market.

Over the vears WAAF has dereloped a
understanding of the Negro Markets.




