NEW PRODUCTS WILL
C BRING NEW $$5 FOR
ADVERTISING ~ ». 26
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lling shaving cream? Use Spot Radio in the early
»rning and reach him while he's lathering up. Sell him
Il and he's your customer. Put Spot Radio ta work
your brand on these outstanding stations.

Albuguerque WTAR Norfolk-Newport News

Atlanta KFAB Omaha

Buffalo KPOJ Portland

Chicago WRNL . Richmond

Cincinnati  WROC Rochester

Cleveland KCRA Sacramento

Dallas-Ft. Worth  kaLL " Sait Lake City

Denver  wOAI San Antonio

Duluth-Superior KFMB .. . . .San Diego

Houston KYA San Francisco

Kansas City KXMA Shenandoah

Little Rock KREM Spokane

Miami WGTO Tampa Lakeland-Orlando

Minneapolis-St. Paul KVOO coos Tulsa
ntaln Network Radio New York Woftdwide

RADIO DIVISION

DWARD PETRY & CO., INC.

THE ORIGINAL STATION MEPRESENTATIVE

* CHICAGO °* ATLANTA + BOSTON *» DALLAS

®* LOS ANGELES * SAN FRANCISCO *» ST LOUIS \ \




This is Atlanta!

AR

-~

®

VETERAN PATTY BERG, one of golf's all-time greats and a
member of the Wilson Advisory Staff, is framed by WSB-TV's WSB'T“
famous White Columns. Miss Berg and WSB-TV have a lot in

mmon —they're experienced champions and are still winning! Channel 2 Atlanta

m NBC affiliate. Associaled with WSOC AM-FM-TV, Charlotte, WHIO AM-FM-TV, Dayton; WIOD-AM FM, Miami.



BUT... WKZO Radio Takes Every Trick in
| Kalamazoo and Greater Western Michigan!

Al honors m Greater Western Michican: NCS ‘ol
6-COUNTY PULSE REPORT wes WIKZO R
KALAMAZOO RETAIL TRADING AREA—SEPTEMBER, 1962
SHARE OF AUDIENCE—MONDAY-FRIDAY
| Az
WKZO Station B | Station *'C"* : o |
n {
6 A.M. - 12 NOON 30 19 s .
12 NOON - 6 P.M. 27 18 6
6 P.M. « MIDNIGHT a0 17 ur
|
1 \ 3\
' ! I
' 1
8 %The odds against it are 158.753.389,900 to 1. T \

Fhe fe/}ez Halions

RADIO

WEKI® KALAMAZOO-BATTLE CREEX
WIEF GRAND RAPIDS

WIPM GRAND RAPIDS-KALAMAZOO

WWTV-FM CADILLAC

TELEVISION CBS RADIO FOR KALAMAZOO

WKIO-TY GCRAND RAPIDS-KALAMATOO AND GREATER WESTERN MICHIGAN
CADILLAC-TRAVERSE CITY .
WWUP-TV SAULY STE. MARIE Avery-Knodel, Inc., Excluiive Nolionol Representotives
ROLN-TY / LINCOLN, NEBRASKA
I6-TY GRAND (SLAND, NEB.
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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:
$12,540,000 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
1anguage 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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34

37

45
54
44
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Key Stories

ALITALIA MAKES A GIANT-SIZED FM BUY
[talian airline to take on sponsorship of ABC’s
symphony. Plans extensive merchandising drive

WHERE THE NEW MONEY’'S COMING FROM
Corporate profits of many leading companies today
come from recently-introduced products, air-sold

WEAVER PREDICTS NEW WEBS WITH UHF GROWTH
Concluding tape-recorded interview, he sees unlimited
opportunities for performing and marketing talent

GHOUL BECOMES GOLDBUG FOR LOCAL ADS
Cleveland merchants hit cash payoff by inventing
new products named after zany tv star, Ghoulardi

ADVERTISING EXECUTIVE RAPS RADIO RATE RISE
Miller Brewing’s Ball decries increases by medium

made profitable by the support of adrertizers

Sponsor-Week

Top of the News 82  Radio Networks
Advertiser & Agencies 52  Tv Networks
Stations & Syndication 59  Representatives

Washington Week—broadcast media news from nation’s capital

Sponsor-Scope

Behind-the-news reports and comments for executives

Departments

Calendar 7  Publisher's Report
Commercial Critique 62  Sponsor Masthead
Data Digest 62  Spot-Scope

555 Fifth 38 Timebuyer's Corner
Newsmakers 61  Viewpoint

F e Yark 100017 212 MuUrroy Hil 7-S080.
= % MIDWEST OFFICE:612 N. Michigan Ave., Chicaga 11,312-MO _4-1166

SOUTHERN OFFICE: Bax 3042, Birmingham 12, Ala. 205-FA 2-6528
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PRINTING OFFICE: 29 th St., New York 10001, N
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Acquisitives’...Ride Better in Cleveland

',)ne out of every six households in Cleveland purchased a new car last year.That's
hy WIJW-TV is programmed for acquisitives . .. the people with money to buy.

*Ac-quis’-i-tive—given to desire, to buy and own.

ACQUISITIVES WATCH

WIWeTV




Dirry Capitalist

You can’t farm without dirt. Ditto $. If
you're intercsted in bccoming a corn-raising
dirty capitalist. figurc on $300 to $400 per
acre for good Eastern lowa dirt. Add cost of
home. barn and othcr farm buildings, to
taste. Major equipment will include about
$6.000 for a diesel tractor, $2,500 to $5,000
for a combine, and at lcast $3.000 for a
picker-sheller.  Miscellany:  tandem  disk,
$750; plow. $900; cornstalk cutter, $500;
v set, $140.%

Capital investment in the average farm in
WMTland is around $45,000. Many run
more than $200,000.

Is it worth 1t? lowa's 173.000 commercial
farms annually produce $2.2 billion in gross
product. an averagc of about $13,000. Farm-
ing is big busincss in lowa.

So’s business. Total personal income from
non-agricultural activities in 1961 exceeded
$4.9 billion.

Sets in WMT-TV coverage arca at last count
(NCS 61): 342.360. Area includes 60% of lowa's
population and purchasing power. and three of
lowa's six largest population centers — Cedar
Rapids, Waterloo and Dubuque.

WMT-TV e CBS Television for Eastcrn
lowa, Cedar Rapids—Watcrloo

Represented by the Katz Agency
Aftiliated with WMT-AM; WMT-FM;
K-WMT, Fort Dodge; WEBC., Duluth
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sigmificant happenings in

R E PO RT broadcast advertising

The President and the broadcasters

Na Thesday e Lte Nngnst 1 was m Canaeda Bstenmg to how the
BBG rthe Canadian equivalent of the FCC) nusonderstands and

abnses the Canadian broadeaster,

At about the <anue tinre the President of the United States was
lunching with 19 broadeasters, He warmed them with his enthnsiasm
for the vadio and television media and cnconraged thew to et down
their hair i ~ome Y0 minmes of good frank eriticism, gripes, and
suggestions. He abso et it be known that he has a high regaed for E.
8 Williun Henove his pew FCC Chatrman,

One conclu~ton that can be wade withont contradiction: wheveser

vou go there are regnlatory problems.

Another: since this is the first time i lstory that heoddeasters
have been tendered a White Honse hinchean. althengh thes 're a tradis
tion with print media. the President nust feel that a bit of <pecial
broadeaster recognition and prestige is called for.

Ui glad the President feels this way. Tt gives me added confidenee
that he 1<0’t going 10 pernit the American svatem of free-enterprise
broadeasting to he maltreated of he has anvthing to <av about . And
that goes for Congress ag well as for the FCCOT hope that's what he

means.

My hopes have been high <inee 1 had v own private Tnncheon
with Chairman Henry carly in Augn<t aud found this cavnest, likeable
voung man svipathetic to my hneid deseription of the aente <tae ol
confusion. harassment. and angnish <haved by many broadeasters
as they go about their daily erises. He gave me the distinet impression
that he intends 10 do something about relieving their sad lot at the FCC.
Maybe when he speaks 1o the RTES in New York Later this month
he'lF have ~<omething to <av on this snbyject,

I was also impressed with his obyvions vespect and aduivation for
NAB President LeRoy Cotlins, o view of the many new inenrsions of
FCU and Congress into advertising aspects of the hroadeast busimess
it ocenrs to e that a summit session or two between the chairman of
ithe FCC aud the president of the NAB may help ns cnt a few
Gordian knot-. The climate is certainh right.

Mavbe I'in whistling in the dark. but I think things may start fook-
ing up for the broadeaster and the advertiser, Washington-<peaking.

luring 1963-61.

Of conrse. I'm known as the gullible, optimistie type. But anvway,

e o

iere’s hoping.,

OR 2 sirrrvimir 1903

WPTR : WNY(

ALBANY-TROY NEW YORK
SCHENECTADY N.Y.
N.Y.

DIFFERENT?

EDUCATION . oo,

year tistory Nea Yorks city oaned Rado
Station has buit a sol'd reputat on of in
formation and educaton In our fifteen
years service to the Great Mortheast WPIR
too has worked with, and in behalf of, edu-
cational institutions far above and beyord
the call of duty From fund-raising eforts
for Educational Channel 17 to the weekly
traning ground® of six hours for student
broadcasters, ¥PTR continues to extend
funds and efforts so that Broaccasting ang
its vast sefvice area wi'l be belter served
for 1t

QUOTE from a facu'ty adeisor

of Schenectady's Union College Radio Sta
ton, to hear students’ efforts put to
a practical use and amplified by WWPIRs
50.000 watts 1s indeed a thrill May we et
press our thanks for this continuing gen
erous donation of your program schedule

RATINGS ] [

exist in the WPTR Edycat onal Block, but ae
think you might st:ll be nterested in the
latest Hooper all-day averages July thro-gh
August, 7 AM to 6 PM

WPIR  Station X S nY atios [
169

YES: WPIR

Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Samuels

robert e.eastman s CO., ue

representing mejer radie stehens

-
‘




GREATER
APACITY
O RENDER
N SERVICE

Moto- Mower, Division of Dura Corporation

WGAL-TV does the BIG-selling job

MULTI-CITY TV MARKET This CHANNEL Bstation
Lo

g R ZINY 3P0
is more powerful than any other station in

its market, has more viewers in its area

“ ona

than all other stations combined. Hun:

LwiTown mIFILINTO WM

' 1 READING
Waes, usa non/-.
. HARRISBURG TR

dreds of advertisers rely on its alert ability

)

to create business. So can you. Buy the
big-selling medium. Advertise on WGAL-TV.

¢ WGAL-TY

Channel 8

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres:

ANBU e e e ;

fi S ' | _LANCASTER
YORK )

n 3 veersi g Coatiyvame

GETTYSBURG “
- sarecves MANOVEE

lative: The MEEKER Company, Inc.* New York * Chicago * Los Angeles * San Francisco
SPONSOR ¥ serieyuer 1963



Pauley fires back: \B( Radio president
Robert R Panles niade veply at week's cnd
to Miller Brewing ad divector Fdward Ball's
chiarges on network radio vate inereases (see
page 370, While noting that ABC was pleas-
el 1o have Miller as a “tenant.”™ Panley ve.
ported that ABC Radio had wade many e
provements e its factlities. “Smee the tine
Miller stavted with ns. ABC Radio ha< added
seven major 30.000-watt stations i mmpor-
tant
<aid, S Addittonallv, we have afliliated 17

markets across the conntin.”™ Panley
new e hetter radio <stations and 57 of onr
existing athhates lave improved their faeili-
ttes. Clearance of yonr <liow ¢ Miller’s) ha<
reached an all time high of 97,7

“We have told vou™ Panlev vontinued.
“that ABC Radio i~ an appreciating valoe
and while these 1mprovements ave going on.
they acerue to von without cost s a honns
A\ along. von've lieen getting more and
more tha vorcoriginally havgained for. ABC
ha~ been paving for all of these improve-
wments. the advertiser has not. bt the adver-
tiser is gn.ing to. at least 1o a (|('gr('('. \fter
all. network radio s <ull a subsidized me-
dinm. Advertisers Tave heen binving at be
low cost for a loug time and the networks
are now coming hack into their own after
vears of havd work and privation,”

“1 <ubmit that we'se carned the privileges.
W here vour simalogy collapses i~ in the <tate-
ment that the tenant has made the improve.
ments. worked for them. fought for them.
and effected them. We have every reasan 1o
believe that what we have done has heen
i the advertisers” interest.” CBS Radia pres.
ident Avthur Hull Taveso and William K.
MeDaniel. head of NBC Radio, deelined 1o
conunent on Ball's vemarks,
Legislation proposed: A hill tn har the FCC
from any rulemaking on length or fregnenes
of broadeast commereials was introduced on
Fridav by Rep. Walter Rogers of Texas, The
anthorship packs a Jouble wallop. becanse

~SPONSOR-WEEK|

Top of the news
in tv/radio advertising
2 SEPTEMBER 1963

Rogers s chamuen ot the Tonse Commerce
Stthconnmnittee on Conmamications, He prob
able will call tor heavmgs on the aneaans
1~ ~oont s possible atter the solcomuntee’s
~cheduled Tusarvings on broadeast editariahy
ing swhich begin 18 september. Fegislatiom
wonld knoek ont the contuisstou’s proposed
rdemaking by whieh it hoped o <et ap of
tective hrowdeast advertising gnidelines Iy
I Janeary, Rogers <aud nnposition by CC
of mles limiting commercials conld have
drastic consegnences to the ceonomie vitaling
of the bhroadeast industry .

Kluge honored: Metromedia chaivman Joln
W Rlnge has been <electsd Polee’™s 1963
“Nan ol the Year”
Vwared will he given
at ~pectal hinehieon
e New Yok, 16 O
tober., Citation 1
given each vear 1o
mdivtdnal who,
optnion of Pulse and
Lhroadeast indnstry
panel. makes notable
contribintion to il
vancement of hroad.

KLUGE

cast indnstiy o ats
pmblic nsefulness, Previons wnmers mclude:
George Bo Stovers Manon Havper, Donaled
MeGannon, Dy Allen B D Moot Awawd o
KNlnge i~ tn recognitton of his creation withim
fonr <kort vears of a new foree i the hroad-
ca~ting imdu<try (Metropolitan Broadeasting
divicion of Metromedia), Pulse presudent,
Dr. .‘)(lll(‘\ Ro<dow <atd. Klllg-"~ aetivities

nelinde real e<tates a food hrokerage firm.

Graphie \rts P'res<sinaddition to Metromedia

ABC radio stations: KNetehwm, Macleod &
Grove has heen appomted ageney for ABC-
owned radio ~tations, Twosvear velation<hip
with Dantel N Chavles was termmated 7 Ang-
nst. Stations inclide ontlet< o N YL Pins.
Iirgh. Detrott, Chicago, San Fraatciseo, 1L\,

SPONSOR-WEEK continues on page 10
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Top of the news

~SPONSOR-WEEK| £ e f

New Cox posts: Marcus Bartleut, formerly
general manager at WSB-TV. Adanta, will
be in charge of all community antenna ty
operations, newest activity of the Cox organ-

BARTLETT GAITHER

ization, and Frank Gaither, formerly general
manager, WSB Radio, will be iir charge of
all Cox radio and tv stations. J. Leonard
Reinsch, executive director of the Cox sta-
tions annonneced at the weekend. Also an-
nounced were appointmeunts of Don Elliot
Heald as station manager of WSB-TV, and
Elmo Ellis as station manager. WSB Radio.
Ir addition to WSB stations. Cox properties
include: WHIO radio and tv, Davton. Ohio;
WSOC radio and tv, Charlotte. and WIOD
radio, Miami. Bartleu joined WSB Radio in
1930, while Gaither started at WSB in 1916.
Heald lias been WSB.TV sales manager,
while Ellis has served as WSB radio program
manager.

RAB agency drive: Radio Advertisimg Bu-
reau has major effort under way to cover top
advertising agencies. According to RAB sales
vice president Robert H. Alter, drive has
three divisions. First are acconnt-level pres-
emtations directed toward specific marketing
and media problems of individual accounts.
Secondly, agencies are being hit with quintile
study and RAB radio test plan results. In
thrd part, “road show™ is being revised,
with collection of 50 ontstanding radio con-
mercials set up for plaving 10 ageney creative
departments.

P&G to buy Folger: Procter & Gamble has
reached an agreement 1o acquire J. A. Fol-
ger, 113-vear-old coffee marketer. Agree-
ment was signed by company officers. and is
subject to approval of directors and share-
holders. In addition to extensive line of soaps
aid cosmetics, P&G also is a major food
marketer. ln the latter field, it has Duncan
Hines cake mixes (at or uear the top), Jif
and Big Top Peanut Butter, Crisco. and
Whirl shortening. With the Folger acquisi-
tion, P&G now enters another food line. P&G
president Howard Morgens said they expect
to operate Folger as a separate subsidiary
with Folger management. Headquarters
would remain in Kansas City and San Fran-
€isco.

Maxwell House stars: Fall tv commercials
for General Foods™ Instant Maxwell House
will feature three top stars: Claudette Col-
bert, Edward G. Robmmson, and Barbara Stan-
wvek (seen below). According to GF. cam-
paign will be most extensive network pro-

gy

t

r"k R Er

‘
graming placed for any instant or ground
coffee and begins this month. Spots will
run on 16 network shows on ABC and CBS
as well as lieavy spot drive in major markels.
Commercials carry theme “a coffee so much
richer in flavor that you can make it by the
pol.” Benton & Bowles ix the ageney for Gen-
eral Foods.

SPONSOR-WEEK continues on page 12
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Time Buyers’ Bonanza
one-minule availabilities
wmal-tv

WASHINGTON, D. C.

Call Harrington, Righter & Parsons Inc. for 1-minute
spot avails on more than 26-hours of new local programming

each week. (Some 20-sec. and 10-sec. avails, too.) =
o W— 4
9P esesvssssrsce T 00 0000 00000 0000000000 0006000 0000000 00000000000000000I00CREIRRNREEERS .é

NEWS [/

6:30-7:30 PM
MONDAY THRU FRIDAY

Early-evening 1-hour newscast re-designed to even

better present the news. Flexible format with
the importance of news item determining its position and length, New format tailormade for participati

------------------------------------------------------------------------------

TH E SALES ACTION HOUR

5:30-6:30 PM, MONDAY THRU FRIDAY bpifferent show each day:
Cheyenne, Surfside 6, Adventures in Paradise, Checkmate, Maverick

THE DIVORCE BACHELOR

1ST RUN MGM NAKED DICK POWELL

30/63 MOVIE CITY THEATRE FUNNY COMPANY COURT FATHER
11:30 PM 10:30 PM Thursday 11:15 PM 8:00-9:00 AM 1:30-2:30 PM 5% 30 PM
Friday 11:30 PM Saturday Sunday {M-F) (M-F) (M-F)

wmal-tv S

The Evening Star Broadcasting Co., Washington, D .C.

! SPONSOR 2 <rpiivnrr 1963
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Avuto dealer agency: Nine more Ford deal-
erships have appointed Leon Shafler Golnick

=

Advertising, of Baltimore. as their agency,
bringing to 37 the number of car dealership
clients, including Chevrolet, Rambler, and
others in addition to Ford. it has throughout
the countrvy. The ageney is now in the process
of opeiiing offices v Los Angeles aud other
strategic cities to serve auto dealers from
Canada to Florida and from the east to the
west coast. The newest auto clients arve:
George Nutil. Downtown Ford, L.A.: Red
McCombs. Hemphill McCombs Ford, San
Antomo: Abel Ford of Boston; Cavaher Ford
of Norfolk: Summers-Hermann Ford  of
Louisville: Bemnett Motor Co. of Salt Lake
Cityv: Ben Page Ford (Crown Ford) of Nash-
ville: Foxworthy Ford. Indianapohs; and Li-
tle Ford of Toronto.

NBC O & O research: Establishment of re-
search department for NBC owned stations
and spot sales divi-
sion and naming of
William  Rubens as
dirvector of the new
department  was  an-
nounced todav. For-
mation of department
recognizes  Increased
significance of re-
search  for

stations
and spot sales in serving advertisers and
agencies. Ravimond W. Welpott, executive
v.p. i tharge of NBC owned stations and
spot ~ales division said. Rubens was former-
Iv manager of audience measurement at

\NBC.

Ideal tv campaign: Major tv campaign for
Ideal Toy's Mouse Trap Game begins this
weeh on eight CBS and ABC TV wetwork
shows, plus spot tv on 76 stations in 43 mar-
Kets. Bdeal plans for major tv role were re-
ported previously (spoxsor, 26 August).

in tv/radio advertising
{continued) =

Top of the news

Daytime rating boost: The Washington
Freedom Mareh proved to be a shot in the
arm for daytime tv ratings last Wednesday,
according to information from A. C. Nielsen.
Average quarter hour rating. Weduesday,
Nielsen’s New  York  Audimeter report
showed. was 21.0. from 9:30 am to 5 pm. A
week earlier, the figure was 19.2. Peak at
12:15 pm was a 33.9 rating, compared with
21.0 the same day a week carlier. March was
covered extensively by radio and tv. networks
and stations.

First ‘outsider’ for STS: Siorer Television
Sales has been signed to rep its first station
outside of the Storer a-0 groap—WGHP-TV.
which begins operations between 15 Septem-
ber and 1 October, serving Winston-Salem.
Greenshorvo, High Point, N. C. A primary
ABC afliliate. WGHP-TV is headed by presi-
dent-gen. mgr. James W. Coan. with E. A.
( Buzz) Hassett as asst. gen. mgr. STS will rep
station nationally. except in if= local avea.

Peak color-casting: WLW.T. Cincinuati will
air 66 hours of color programing this fall.
a record v history. The station will color-
cast 35 hours per week. with NBC TV provid-
ing the remaining 31. Total does not inclnde
expected network and local specials. T addi-
tion to the contimning series. WLW.T will
contribute 22 live originations and newly
purchased svudicated programs and feature
film= to the upcoming schedule.

Newsmakers: Douglas E. Jones. formerly
with T1-R Representatives. has joined Venard.
Torbet & McConnell in New York as a radio
aceount executive . Dancer-Fitzgerald-
Sample has named George Dean. Pavker
Haudv. and Peter MeSpadden vice presidents
... Richard Meeder has been named national
sales manager. WAVY radio. Norfolk-Pocts-
mouth-Newport News. He joined station in
1950 as account exeentive,

SPONSOR-WEEK continues on page 45
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KIRSCH

particularly enjoy your articles on

success in radio or tv.”
M. Wolff, Advitg. Mgr.
Kirsch Beverages, Brooklyn

M

“Find it gives me good round-up of
common tv problems, solutions.’
Roger F. How, Advtg. Mgr.
3 M, St. Paul

FRC&H

“I find SPONSOR
useful.”
Sandford C. Smith, VP
Fletcher, Richards, Calkins & Holden
New York

C-E

“lt's good. Keep up the good work.”
Frank W. Townshend, VP
Campbell-Ewald, New York

ALCOA

“l find SPONSOR a great source for
broadcast information and ideas.”

Howard M. Osby, Mgr. Adv. Services
Aluminum Co. of America, Pittsburgh

GUMBINNER

"Keeps me informed and up to dafe in
the broadcast business.”
Hal Brown, VP Acct. Supervisor
L. C. Gumbinner, New York

KASTOR

interesting and

Ed Johnstone, Exec. VP
Kastor, Hilton, Chesley,
Clifford & Atherton, New York

EVERYBODY'S TALKING ABOU

products which have had spectacular |

“Like current (yellow page) news!”

GREY

"Fine, in-depth publication.”
Hal Miller, VP & Media Dir.
Grey, New York

AYER

“l look forward to reading SPONSOR
every week and find it extremely help-
ful in keeping up to date on important
broadcast activities.”
Jerry N. Jordan, VP
N. W. Ayer & Son, New York

K&E

“Read it cover to cover every week.”
Joseph P. Braun, VP, Media
Kenyon & Eckhardt, New York

AMERICAN
TOBACCO

”| find SPONSOR interesting, useful—
and informative!”’
A. R. Stevens, Advfg. Mgr.
American Tobacco, New York

BRISTOL-MYERS

"Very informotive and useful.”
John H. Tyner, Dir. of Advtg.
Bristol-Myers, New York

AF-GL

| feel | learn a great deal by reading
about the experiences of others as re-
ported by your publication. It is stimu-
loting ond breeds new ideas.”
Robert G. Fest, VP
Albert Frank-Guenther Law
Philadelphia

AYER

“Appreciate your broader base
tures.” ‘
L. Davis Jones, VP
N. W. Ayer, Philadelphia

S&H

”One of the best publications cove:
the broadcast media field.”
Henry Halpern, VP-Med. Dir.
Sudler & Hennessey, New York

JEWEL

“Good for brood and timely infor
tion.”
Joseph Klinge, Advt. & SPM
Jewel Teo, Melrose Park, I,

AEROSOL

7| find SPONSOR interesting and 1
ful AND timely. Well written. Impo
in reporting news!”
Anne L. Hall, Advtg. Mgr.
Aerosol Corp. of America, Bosto

FIRESTONE

“I'd say SPONSOR is almost a ‘m
for anyone interested in broadcastir
A. J. McGiness, Nat’'l Advtg. Mg
Firestone Tire & Rubber
Akron, Ohio

STEFFEN

“SPONSOR is always full of ‘up
the minute’ information—trends, 1
shows, market information, ratings, «
many other worthwhile features.”
Ralph L. Latimer, Advtg. Magr.
Steffen Dairy Foods, Wichita




BBDO

‘curccly an issve | don’t clip two or
ee items of interest not only 10 my-
(f but others in the office.”
Dole G. Costo, VP
88DO, Buffola

GENERAL MILLS

{hink SPONSOR is the best maga-
te in its field.”
Monce Rose, Merch. Mgr.
General Mills, Minneopolis

MORGAN

Yoften clip articles ond send them
ng to clients — since you uncover
igs we'd never know.”

John Morgon, Pres.
John D. Morgon, Inc., Chicogo

MELDRUM
FEWSMITH

. olways has useful infor-

Rolph Wright, AE
drum & Fewsmith, Inc., Cleveland

BIDDLE

e of the only mogozines | read
cover to cover.”

John G. Reinhord, Res. Super.
iddle Compony, Bloomington, Ill.

PLOETZ

v do o splendid job of cavering
s new ond of interest in the field
rief, time-soving form.”

Lester H. Ploetz, Pres.

Ploetz, Inc., Chicogo

ONSOR!

WADE

”I find SPONSOR interesting ond use-
ful . . . yes indeed!’
Morvin W, Harms, Sr. VP
Wade Advertising, Chicago

HENDERSON-
AYER & GILLETT

“A most helpful 1aol!”
Mrs. Joyce Clark, Med. Dir.
Henderson-Ayer & Gillen
Charlotte, N. C

RIVAL

"Your SPONSOR-.SCOPE commentor-
ies are mast helpful.”
Harry L. Godau, VP of Advig.

Rivol Packing Company, Chicago

D°ARCY

“SPONSOR provides the only ade-
quate coveroge af the broodcosting
industry from buyer’s paint of view.”
Richord K. Jones, AE
D’Arcy Advertising, St. Louis

MILES

“lt gets thoroughly reod and routed
every week! Frequently ‘clipped’.”
Haorold ). Beeby, Advtg. Mgr.
Miles Laboratories, Inc.
Elkhart, Indiano

STOCKTON-WEST-
BURKHART

“It is excellent.”
Richard Kuck, Acct. Dir.
Stockton-West-Burkhart, Cincinnati

These quotes typify recent agency advertiser

Y&R

SPONSOR serves to kecep me in
formed on developments.
R. E Whitting, VP-Acct Super

ubi Qo
Young & Rubicam, Chicogo

FOLGER

most interesting ond informan
publicotion.”

8. F. Howe, Advtg Mgr
J. A. Folger & Co., San Francisca

COMPTON

“The current picfure af national od
vertisers, their commercials and sales
success is most helpful.”
Lyle E. Wesrcan, AE
Compton Advertising, Los Angeles

K&E

the most current and complete
coveroge af the field.”

John L. Baldwin, VP & GM
Kenyan & Eckhardi, Boston

NL&B

"Look farward to each issuve—infor
motive, well written.”

Edmond C. Dollord, VP
Needham, louvis & Brarby, Chicogo

Hoerer, DIETERICH
& BrowN

"Without question, | find SPONSOR
to be the mast timely, interesting ond
helpful of all the broadcost medio
business magozines. Keep up the gaod
work!'
Wallace C. Riddell, Jr. VP
Hoefer, Dieterich & Brown
Son Froncisco

'

"

response to

SPONSOR‘s vitality, force and energy.
Look at the company names. Look at the names of the top level

agency /advertiser executives.
obviously excited by SPONSOR. They “read” it
They “clip” it.
The excitement readers are finding in SPONSOR means

They “get ideas” from it.

“use’ it.

Look at what they said. They're
. They “enjoy” it

They “route” it. They

excitement, visibility, and penetrating power for your selling
story. A new or intensified schedule in SPONSOR will have our
readers talking about you, too. And more important, buying you.

SPONSOR 555 Fifth Ave., New York 17, N. Y.



The company she keeps

Forty of the fifty lorgest U.S. corporotions
have a Chorlotte oddress. Not because of
her beauty. But because Charlotte is one
of the largest commerciol ond distribution
centers in the Southeost. There ore more
people within o 75-mile rodius of Chorlotte
thon in a corresponding radius oround
Atlonta, Indianapolis, Konsos City or Min-
neapolis. The largest businesses in America
ore in Charlotte to reach these people. You
con reach them through WBT Rodio Char-
lotte. For over 40 years, WBT has haod the
lorgest adult audience for the 37-county
basic areo ..the audience thot receives ond
spends most of the Charlotte areo’s $2,612.

784,000 worth of spending money.* Join
the company thot Charlotte keeps—through

WBT RADIO CHARLOTTE

Jetterson Standard Broodcasting Company.
Represented notionally by John Bloir & Co.
*SOURCE SURVEY OF BUYING POWER
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Basic facts and figures
on television and radie

~DATA DIGEST|

ECONOMY ROLLS ONWARD AND UPWARD

New highs in sules, income, and output were reported in July, th
Ofhee of Business Economies, Department of Commerce. said last
| week. But the highs. the office adds, were not strong enongh 10 reduee
the rate of unemployment significantly.

Continuing shifts in factors contributed 1o the overall rise in busi-
ness. One shift was improvement in vetail sales. Revised figures were
np about one per cent over those for May, and July sales, on the basis
of advance reports. were up another oite per cent over June, after

| seasonal adjustment. The July sales were up five per cent from a year
ago.

Personal income moved ahead to reach a total of $164 liillion. at a
seasonally adjusted annnal rate, a rise of $1.7 billion over June an
$21 billion over last July. The rate of inerease was slower than in the
second quarter and reflected chiefly a less rapid increase in wage an

| salary payvments than in prior months as well as a decline in dividend:
from an unusually high June figure.

N\ew orders received by durable goods mannfacturers during July
were about the same as in June, after seasonal adjustment. according
to the advance report. A feature of the month was improvement in new
orders received by iron and steel prodncers.

Industrial production in July rose above the peak rate reached the
month before. Output in the durable goods industry as a whole wa
little changed, as a large decline in steel production offset mereases
in fabricated metals and machinery, mining and pubhic ntilities.

Tite automobile industry began its annual model changeover witl
dealer sales continuing very strong in Juiv. Dealer inventories. while
more than 1,000,000, were low in relation 1o the sales rate.

The OBE adds: “A strong demand for consumer durable goods
especially autos, and the continned long-term growth in credit use
bronght about a substantial rise on consumer credit outstanding in the
first half of the vear. While this new credit has provided an importan
supplement to income for consumer purchases. the available evidenes
does not suggest that eredit wtilization in the recent period has heer
excessive when viewed against the postwar experience.

“In the first six months of 1963, consumer installment eredit ont
standing increased by $2.7 billion, afier seasonal adjustment. or bt
$5.5 bithion at an annnal rvate. This rise, the extenszion of a eveliea
increase that started in 1961, compares with advances of 80.7 bitlion
in 1961 and $1.7 billion in 1962, The largest previons annual ris
was $5.0 bithion in 1959.”

Volume of evedit outstanding totaled abont $30 billion at the end o
June. and coustitnted 121, per cent of disposable personal income
W hile this was a record proportion. the department said 1t “appeares
to he approximately in line with the long-term growth in eredit ove
the past decade.”
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NTVL 80LD-FACE LISTINGS

In the 19 Angnst assine aof sros
son, on page 39, von ran o story
alvit National TV Log's pln o
give bold-lace histings to helevision
pragrams in nessspapmers throngliont
e conntiy

I o interested m tuether infor
mation along this line and wonld
appreciate il vonr ambd inrward
this letter to the campany or barnish
e with their complete address,

It i~ a pleasnre to read sroxson
cach week, Even thoneh it does
not Lall within the vornal interests
il onr particular type of a telecast,
et there are manmy atems which |
ind are of e valie and help to
ne.

Ernest N. Wendth,
' Director of station relations

Faith for Today

New York

National To Log as located at 32 Van
erbalt Avenue, Now York 17, N Y.

-

OLOGIES TO CUNNINGHAM & WALSH

We were sa pleased to read My,
oom-Johnsan's - critigne of - the
Ioflman radio conunercials in vom

Anunst issne. b am sad, thongh,
hat he didun’t mention Conninglam
¢ Walsh was responsible tor “this
wp Lactory’s nnsical commercial
\itl: i clnee lor continning sne-
PSS |

Hoffuiin Beverage s a new
1963) acconnt at the ageney, and
think thase responsible deserve
good deal of credit Tor the snecess
i the cnrent campaien,

Barbara Huss,
Public Relations
Cunningham & Walsh
New York
\

PURRR-FECT COMPLIMENT

After reading the 12 Auenst jssie
reacted as vy Siamese eat does
hen she's pleased—I purned?
And why not? Your well written
pork - of the San Francises
Fwenty's Plenty™ and NeNalan
resentation was perceptive and
tual—and  reflected  the hasic
Hosopliy of TVAR and KPIN'S
tles approach.  Also, the KPIN

SOR 2 srevpviner 1963

*555 FIFTH|

Letters to the Editor
and Calendar
of Radio/Tv Events

landled o comples
grace ander

sty
with

avanl”
sitiaatiom antd
sk,
Philip Lashy,
Vice President Westinghouse Broadcasting
San Francisco

»

ME AND MY SHADOW
(e 19 Yngnst issne, on g
a0 article "Radha's

nnke vonr

Shadow Betnnns

Yan e damn el at has retured

e tact, WISN Radio Las e
granwd TLhe Shadow  an Sundays
Iremne A0 Fo 52300 PN oevery woese
sinee 7 Octeber 1962 hnost o
Netal

James T Butler

Vice President and General Maoager

WISN Radio

Mdwaukee

*CALENDAR

AUGUST
Television  Aflbliates  Corpuration,
programing conference, Hilton Inn,
San Francisco (26-27)
Board of Broadeast Governors, hear-
ing, Ottawa, Canada (27)

= SEPTEMBER
West Virginia Broadcasters Assn.,

annual fall meeting, The Creenbrier,
White Sulphur Springs ( 5-8)

b Arkansas Broadeasters Assn., fall
1 meeting, Holiday Inn, North Little
Roek (6-7)

American Women in Radio and Tele-
vision, educational foundation, board
of trustees meeting, New York N
Western Assn. of Broadeasters, an-
nual meeting, Jasper Park Lodge,
Alberta, Canada (8-11)

ABC Radia; remonal affiliates meet.
ing, Farmonnt flotel, S, 150 (9,
Sheratou-Chicavo  Hotel,  Clucago
{EEY, Fantamehlean Matel, Now Or-
leans (1 13Y, St Regis Hatel, Now
Yark (17

Radio Advertising Bureaw. manage-
ment conferences, The Homestead,
Hot Springs, Va. (9-10); The lilton
Inn. airport, Atlanta (12-13); The
Holiday Inn-Central, Dallas (18-17);
Cideon - Putnam, Suratoga Springs,
N. Y. (23-21 . O'Hare Inn, airport,
Chicagoe (30-1 October); Rickeyv's
Hyatt House llotel, Palo Alto, Calif.
3-4); Town House Motor Hotel,
Omaha (7-8%; The Execulive Inn,
Detroit (14-15)

Electronie ndustries Assn.. fall imeet -
ing, Biltmore Hatel New York 10
i3

Michigaw Asan of Browmboasters, 15th
annnal fall convention thdilen 3 al
les, Coavlord (FE 14

Radin-Television News  Directors

Assin, 1Sth international conference,
Radisson Hotel, \Minneapolis (11.14)

Ty

[

_ L aa

1CC Bar
National

D.Co(12
National Aclemy of Television Arts
and Scinees, hoanl of trustees, Begs.
velv Wildlare Hotel  Besorly Thills
(13-13)

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

New York State AP Broadcasters
Assn., banquet and business sessions,
Cran-View Motel, Ogdensburg (13-
16)

Louisiana Assn. of Broadcasters, con-
vention, Sheraton  Charles  Hotel,
New Orleans (15-17Y

Rollins Broadeasting Co., stockhold-
ers meeting, Bank of Delaware Build-
ing, Wilmington, Delaware (17)

e, lnndheon micetimy

Press Clah W aslanertan

American Assg. of Advertising Agen-
cies, Woestern region convention
\ark Hopkmns Hotel, San Francivco
(17-19)

Advertising Federation of Ameriea.
10th  district convention, Commu-
dore Perry llotel, Austin, Tevas (19-
21)

American Women in Radia and Fele-
vision, santhem arca conference Ca
Imbns, Ga (20 22

Flarida  Assn. of Broadoasters, fall
comferance and board vaeetineg, Coan |
10 .0 erns [ T | vy

IR RIANAEN LA ERI N - i

Nevada Broadeasters Asane, It an
mual convention, TEwel Sabare | ooe
Vewrs 123.25

Assu. of National Adsvertisers, work

shop, Nassan Inn, Prin eten (26-27

New Jersey Broadeasters Asa, 175t
aehal conventian Coleny Vot
Atharitic Cits ., N ] 301 O) ¢obwy

Coearvia st of  Broadeasters,
waail pwetn Atlen I

Y oweoston Al wy State |op <l
L O aolwr




TURN I'T UP
or

TURN IT OFF

Want to make an interesting discovery?
Telephone a KTRH listener . .. at home.
First thing you'll hear is:

“Just a minute ., .. 'til | turn my radio off.”

WE LOVE TO HEAR IT.

BECAUSE

That’s no statistic you're talking to . . .
that’s no set-in-use,

that’s a listener you're talking to.

And if you're fair

You'l] evaluate ratings with this in mind.
Ratings now mean different things

on different stations.

What difference?

Info/radio on one Houston station ... KTRH.
Where ratings guarantee 100% LISTENING!
LISTENING WITH THE SET TURNED UP.

The other choice:
Music and news radio on 11 stations.
Where ratings indicate sets turned on . . . nothing more.

If the set isturned on .. .is it also turned UP?
It's a gamble. You take your choice.

You should see our list of advertisers who
don't LIKE TO GAMBLE.

Andyoucan.......
Call CBS Radio Spot Sales
Or us.

KTRH'CBS HOUSTON'S AMOST INFLUENTIAL STATION

RICE HOTEL, HOUSTON

SPONSOR, ‘2 srparatBiR 1963




' interpretation and eommentary
] on most significant tv/radio
3 and marketing news of the week

2 SEPTEMBER 1963

Network rating battle promises to be lively this month. There are 35 new evening programs.

Ameriean Research Burean is <et to go, with special rate eard on overnight
surveys sent ont to snbscribers last week. ARB has five overnight survey market
groups which can be purchased.

Says the bureau: “The telephone coincidental enables broadcasters and ad-
vertisers to gain an immediate indication of a current program’s audience per-
formance. Rates listed are based on the number of interviewers required to obtain
300 useable calls.” In addition. ARB has Sttion Audience Index. with rates based
on 500 to 1.000 useable calls.

\ 4
TvB has prepared detailed analysis of “Newspaper 1" group. It isn’t flattering.

Formed several months ago. Newspaper 1 has 30 newspapers including V. Y.
Daily News, Chicago Tribune, Los Angeles Times. San Francisco Chronicle, Detroit
News, Philadelphia Inquirer, and others.

Reports TvB: line rate of these 30 papers increased 417¢ in past decade, while
cireulation rose 107;. Papers have circulation of 12,927,831; total cost of 1,000
lines is £35.133: cpm circulation eomes to $§2.72. Using Starch noting scores, epm
for all uational ads. men noters i= §14.30, female noters is $12.35. adult noters
$6.47.

“For gas and oil. a male appeal category, eost-per-thousand male noters
810.45. For toiletries. a female-appeal category. cost-per-thousand women noters
... 87.76. For radio and tv. a category which wonld probably appeal to both men
and women, cost-per-thonsand men noters, 88.21: cost-per-thousand women naters,
89.06: and eost-per-thonsand adult noters $4.31." the hurean adds.

v
Sale of Petry firm to employees (see page 54) includes only the company itself.

Not ineluded are Petry firm investments. In letter to rep firm stations, the chair-
man reports: “We have finallyv obtained a ruling fram the Internal Revenue Serviee
mnder which Ed Voynow and I will he able personally to take over the company’s
investments and to be paid the halanee of the purchase price of onr <tock by the
Petry Company over a substantial term of years.”

Investments of note are a block of Metromedia stock and about 109 of Trans-
continent Television. Transcontinent stations as reported previously, with exception
of Cleveland. are <lated to go to Taft and others.

-
A. C. Nielsen and CBS will soen be next-door neighbors in New York City.

The research firm has made a Labor Day move to brand-new quarters in the
1290 Avenue of the Amerieas building. in what has now hecome an unofficial north-
ern extension of Rockefeller Center. (New general phone number is one of those
digit deals: 956-2500.)

Being constructed. just a few steps awayv. is the new CBS headquarters. Niel-
sen’s recent New York headquarters was on Lexington: CBS is still at 485 Madison.

R/2 sepTEMRER 1963 19
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No, there won't be any more Warner feature packages for outside distributors.

So says Joseph Kotler, v.p. of WB’s tv sales operations, who last week em-
phatically denied that Seven Arts “or any other outside distribution firm will handle
Warner Bros. features for television in the future.”

Kotler’s remark came on the heels of earlier attention by Seven Arts to theatrical
movic liaison between Warner Bros. and SA (see Sponsor-Scope 26 August).

“We firmly intend to distribute our own features from now on,” Kotler said,
pointing to $3.5 million in sales in two months for his firm’s recently launched
Warner Bros. One feature package—sales made at what WB describes as “highest
prices ever paid for features.”

There’s no SA-WB animosity, however. Kotler said that WB was “pleased”

with the way Seven Arts has handled distribution of earlier post-1950 films.
v

Men's toiletries is a booming business—a $350 million market, in fact.

So reported the Wall Street Journal last week, which noted that most com-
panies (particularly Revlon and Elizabeth Arden, cosmetic houses which have in-
vaded the field) try for Gung-Ho masculine produet names.

A few: Right Guard, Count Down, Tackle, Command, Afta, etc.

Lamented the WSJ: “Time was when the American man managed to spruce
up with soap and water, and maybe a touch of hair tonic and after-shave lotion.”

\ 4

New promotion piece from CBS Radio Spot Sales is a handy radio primer for admen.

Titled “Don’t Use A 12-inch Yardstick,” the three-fold booklet makes a num-
ber of generic, low-pressure points for the spot radio medium in the realm of quan-
titative and qualitative factors.

Here are a few:

P “Ratings should be thought of as minimuins (in radio, now a mobile,
personal medium), certainly not as maximums in terms of audience size.”

P ““People, not homes, buy things. A step to better advertising requires know-
ing whether the station attracts men or women, and when.”

P “What may be a surprise to many pcople is that weekends not only offer
large audiences but prove to be a great buy price-wise.”

P “To capitalize on radio’s large reach (and get the greatest possible un-
duplicated audiences), it is important to look al research estimates for campaigns
covering at least a four-week period.”

p “Is there a demand for attention or does the station program nothing but
‘audible wallpaper?’”

P “Each of the stations you are considering should be asked for a statement
regarding their commercial scheduling standards.”

v

Admen can check on those luncheon Dry Gibsons, thanks to a Canadian station.
CKRS-TV, a tv outlet in Jonquiere, Quebec, has made up a station mailing
piece which is a small card with a red square in the center. The gimmick: You
breathe on the spot. If it turns blue, you’ve had enough to drink.
Card-holders are also advised that if the spot stays red, “you’d better use

more CKRS-TV.”
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What amounts to an “import-export” firm has been formed in broadcast rep field.

It's called Overseas Broadeast Serviees, Lid., and it lias a working deal with
Britamn’s Television Liternational Enterprises, Lul. OBS, which is Leaded by Steve
Maun (at one time sales manager of ABC limternational Television), will work an
several arcas:

> Representation, mn the U5, of foreign networks and stations.

P Represeutation, in foreign markets, of U.S. broadeast operations.

P Cousultaney on launching U.S.-mannfacturred products in foreign markets,
and in the introduction of foreign produets in the U.S.

P Supplying U.S. programing, personnel and general know-how to foreigu
broadeast customers, and in repping foreign producers in the U.S.

v
There may be a competitive tv-theatrical film race in the musical Land of 0z.

At least two projects in this area sound rentarkably alike. As announeced by
different sources reeently, they arve:

Return to Oz, an hour-long animated speeial, produeed for General Electric
by Videocraft hnternational as a drop-in 3-6 p.m. special replacing GE College Bowl.
It will have a seript by Romeo Muller with original score and lvries. Target date:
carly in the 1963-6:1 scason.

Return to the Land of Oz, a co-production amimated feature planned by ex-
Talent Associates executive Mike Samangelo and Lincoln Productions. Name stars,
such as Danny Thomas, Liza Minnelli (Judy Garland’s daughter), and Milton Berle
will provide the voices. Target date: April 1964.

Meanwhile, CBS TV still holds tv rights to its perennially popular MGM The
Wizard of O:. starring Judy Garland, now virtually an annual event.

v
Triangle decision to give its fm stations independent status is new boost for medium.

Each of the gronp's five stations now has its own manager, reporting directly
to Triangle president Roger W. Clipp. Latest action follows by a few months their
joining National Assoeiation of Fm Broadcasters.

At that time, only WFIL-FM in Philadelpbia had its own manager, Joe Winkler.
Since then. Norman Boland was named manager at WFBG-FM, Aloona: Warren
Korbel at WNBF-FM, Binghamton: John Ellinger at WNHC-FM, New Haven, and
Don LeBrecht at KFRE-FM, Fresno.

Triangle move is predicated on belief that fm medinm i< moving ahead and
deserves strong sales support.

v
Attention retailers: a new pitch at major department stores is being readied by TvB.

Extensive presentation has heen prepared and previewed to burean members in
San Francisco, Chicago. Los Angeles, and New York. Target is big eity stores which
use little or no tv, and it differs considerably from earlier presemations which were
largely on a “how 10” level.

New TvB offering deals with medium and its application to stores in manner
which would interest the most soplisticated tv users. First test will come in Octabes
before major midwest department store.
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Fox's Movietone News and United Press International have parted company.

The link was formed a dozen years ago when 20th-Fox, which wanted to get
into the tv newsfilm business but didn’t have station contacts, and United Press,
which had station contacts through its radio newswire service but no major news-
reel operation, decided to form an alliance.

Now, UPI will syndicate its own newsfilm service to tv clients in the U.S. and
over 40 foreign countries starting 1 October. Movietone will launch an “independen
production program,” but it may be aimed more at theatrical newsfilm and docu
mentaries than at tv. )

A Movietone source told us that his company had faced “losses you wouldn't
believe” in the tv field lately. The problem, in part, is that tv networks and many tv
stations developed their own newsreel operations needing little outside aid. '

v
There’s a steady growth in station purchase of filmed-in-color features, says Seven Arts.

The number of stations which have signed for color prints of movies group-
packaged by Seven Arts now stands at 48, with 14 of these outlets joining the color
fold since the first of this year.

The stations cut across network lines, with affiliates of all three webs repre-
sented in the color-buying list, plus a number of major independents, according to
Seven Arts’ director of operations Herbert Richek.

About half of the Warner Bros. and 20th-Fox features offered by Seven Arts
are available in color, a total of 126. Costs of color printing, which are higher than
costs for b&w feature prints, are passed along to stations, but there’s been a steady
trend toward reducing the price as demand increased.

Color feature movies, a basic item in program buys of color-minded spot
advertisers, will be the subject of a forthcoming report in SPONSOR.

\ 4
Syndicated off-network reruns are attracting some blue-chip spot buyers.

A good example of this is the rerun in New York of Naked City, the onetime
ABC TV series, on WPIX.
A month before the show’s 18 September debut, all availabilities were sold.
This 1s the client roster:
Chunky Chocolate, Campbell Soup, Procter & Gamble (Duncan Hines; Salvo;
Duz), Gold Seal (Snowy Bleach; Glass Wax), El Producto Cigar; Pepperidge Farm
(now a Campbell Soup offshoot), Miles Labs (Alka-Seltzer).
The situation’s by no means unique to independent WPIX, with many top
syndicated rerun properties from Four Star, Warner Bros., Screen Gems, MCA-
Revue and others attracting spot buys from tv’s giants.

v
Specialized rep-consuiltant Roger Coleman has scored another radio coup.

Coleman, who is concentrating on the fm field, has been named national rep
for WHK.FM, Cleveland, of which Jack Thayer is general manager.

WHK-FM, interestingly, is part of the Metromedia station group, one of the
country’s major broadcast operations (for other news of sales rep activities in-
volving Metromedia, see Sponsor-Scope, this issue.).
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Three-million-plus people in WBEN-TV's cov-
erage area offer a challenging composite of
diverse interests and backgrounds.

WBEN-TV meets this challenge by a continu-
ing creative effort in developing public service
programs that satisfy all interests — that enter-
tain as well as inform.

During the past months WBEN-TV cameras
focused on the installation of the Buffalo Dio-
cese’s new bishop, recorded five documentaries
on cancer at famed Roswell Park Memorial
Institute, caught the action of the All-American
Bowling Team battling Buffalo's top bowling
five during the ABC Tournament, brought new

Natwmally represested by: Harringtos, Righter & Parsons

WBEN-TV

The Buffalo Evening News Station

PONSOR 2 sprvtviser 1963

WBEN-TV
serves a great
community with
a great public
service effort

insight to area viewers on their rights and obli-
gations under the law in “The Law and Y
series that again won the top State Bar aw
and captured the gaiety and color of the Chopin
Society's beautiful choral music 1 excit
Polish dances.

Religion, medicine, sports, the lively arts — all
are in range of WBEN-TV's production f
ties, mobile remote unit and enterprising staff

That's why, in this great market extending
from northwestern Pennsylvania to the Cana
dian Niagara Peninsula — pioneer WBEN-TV
retains its unsurpassed audience loyalty

CH.

C8s In Buttalo




and have you caught their new

late afternoon programming for Mom
and Dad, too? Adventures in Paradise,
Rifleman and Zane Grey Theatre. | can’t wait to
see that new

Jerry Lewis Show.

KTVIH's new
Weather Girl
is lovely.
Even makes a

There will be

more new shows The Price

f this fall on Is Right
rainy forecast KTVI = TGS
sound good. to0 KTVI
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Say “‘new’'—when you say “'KTVI’/ Simple fact: KTVI leads in offering new
programs to the St. Louis audience this fall. Start with the new ABC line-up.
Add KTVIi's new programming. Include the continuing successful local leaders—
Steve Allen, Divorce Court, Chiller Theatre, True Adventure, etc. And all launched
with a fresh, new promotion campaign that’s got the whole

@ St. Louis

town talking. When you think of St. Louis, think of the station

reating the most excitementKT v I | @
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Gardner execs Tom Pellegrino (left), Alitalia account man, and Weymouth Symmes, media director

ALITALIA GOES STEREO

- It is the biggest buy on a per-hour cost to a client.

ever made on fm in the Uniled States”™

-— Tm‘ seEARER s Alexander Smual- What prompted Carduer to make
lens, e, (Jeft) station director of this b, worth $S10.000
WABC-FAL New York, the AB(C B \

owned i stereo ontlet

Smuallens was disenssing the up
coming  E3-week series of week
orchestral concerts to he stereocast
live, starting 27 September, from
9:.03 to 10 P\ '

The series will he sponsored I
\litalia. the Ralian National  \ar
lines, and wall headline the Ahtalia
Symphony Orehestra with Donglas
Browning s host. (The “\hitalia
Symphony Orchestra™ iy really
ABC's onctime Firestone Svimphon
Orchestra. the “honse svmphony

The avenev, Gardner Vdvertis
ing. and the fin station, revard the
deal as @ momentons one, pointing
ont that the series will offer tm
listeners “an opportimity to experi
ence fin stereo with a realisin and S
Lrilliance never before heard in
New York

SPONSOR SEPTENIRER DR




ALITALIA continued

Unquestionably, Alitalia will be
getting an upper-crust listening au-
dience. "Fm today is playing to the
higliest common  denominator,”
Smallens, son of the distinguished
symphony  conductor, observes.
Furthermore, the orchestra is look-
ing forward to fm sterco playing,
more so than it did on television,
Stereo is ‘pure sound” and i this
series we expect to produce the
ultimate in sound.”

Smallens claims there’s been a
resurgence in concert music “and it
is indeed a healthy sign.” The fact
that ABC network’s top echelan is
solidly behind the fin station, is a
strong hackstop.  “Realistically, it
would cost $10,000 per hour to put
the  Alitalia Syinphony  Orchestra
on the air,” Smallens observes. The
airline, obviously, is not paving this
sum to present the stereo series.
The brumt of the tab, fortunately

being picked up by ABC.

All commercials on the show will

live and the ageney is giving the

a free hand to schedule
mercials as it sces fit. “Alitalia

is artistically oriented on this show,”
Smallens says proudly. “And all of
us are confident that Alitalia will
get Y0% of the fm stereo audience
in New York.”

On the subject of fm audience,
Smallens has this to say:

“You don’t buy fm on ratings be-
cause of the specific nature of your
audience. You buy programing—
and if you are providing the right
kind of programing—ultimately vou
will be providing the ratings. We
are not aiming to make the station a
spot carrier. Our entire sales ap-
proach is based on the sale of pro-
grams.”

The full production resources of
the station will be behind the up-
coming symphonic series. Ira Mari-
on, a highly regarded scripter, will
be the writer-producer of the Ali-
talia series. Smallens will be execu-
tive producer. NMurri Barber will
be the director. The engineer will
Lie Bill Sandreuter. The technical
consultant will bhe Al Weintraub,
head of the Bell Sound Lab, from
whenee the weekly conceerts will
cmianate.

The sterco-voiced series marks

) N
Passers-by admire Rome's famed Trevi Fountain, one of the many tourist sights singled out in Alitalia's upcoming commercials on WABC-FM

Alitalia’s first active participation in
a live show. To date it has been pri-
marily involved in sponsoring re-
corded and taped shows both on
English speaking and foreign lan-
guage outlets in the United States.

Alitalia’s present broadcast bud-
vet is in the region of $106,000, a
considerable increase  over what
was spent last year. Radio is getting
approximately  $8§4,000; television,
$32,000. About 10% of Alitalia’s
all-media budget is allocated to
radio television.

Currently, Alitalia is heard on
WCBS. New York on the Bob Max-
well Show with daily five-minute
segments  promoting the airline’s
various destinations. The schedule
calls for cight-week campaigns in
the spring and a similar run in the
fall.

The Italian airline also has been
active in television in the metro-
politan arca. In 1960 it sponsored
the annual Macy's fall fashion show
with Celeste Holm as mistress of
ceremonies over WNBC-TV. A sim-
ilar program was presented over
WNBC-TV in 1961 with Carol Knox
and Tex Antoine. This vear, Alitalia
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For the overseas fraveler

Urbane copyline will be followed in radio commercials peuned by acency o

Robert Christenberry Jr, for Alitaliy S pon 4

sponsored the NBC TV coverage
of the coronation of Pope Panl Vi

Alitalia is also heard on Halian
radio  programs in 13 American
cities with Roberto Stampa as host.
This is a 10-minute taped program.
Supervising all of the airline's ad-
vertising is Marco Cicero, advertis-
ing manager of Alitalia.

Among the merchandising items . A L‘I TA L IA
under cousideration in connection AIRLINES
with Alitalia’s sponsorship of the fm ]
stereo broadeast series are pasel-
hack mounted photos of the Alitalia
Symphony Orchestra for distribu-
tion to leading travel and resort
agents and, perhaps, a self-liui-
dating recording of notable selec-
tions by the orchestru, Additional
promotional  and  merchandising
plans for Alitalia are ip the hopper
at the ageney.

“You will notice that in all of our
broadcast time purchases, we try
to reach a  quality  andience,”
Pellegrino says. "Coupled with our
print buvs, broadeast lends flexibil-
ity and immediaey. Broadeast s

very cffective in promoting destina- Scene of promotional activities
tions, schedules ‘fllld., TAN AT (e Alitalia’s Fifth Asenne. No Y, tichet office l
packaged tours, \ 4 celebrated
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eltng swings
It’s not ““how good is it°?
But “how old is it’?
That clinches ad battle

Where thej

GEORCE WasHixngTtoN Hicr — re-
member him?

When the Revson brothers were
still in short pants, G\WH was ter-
rorizing the ablest citizens along
ad row.

Like a lot of people, Hill had a
theory about selling. Every ad ses-
sion at American Tobacco began

NEW NATIONAL AND REGIONAL SPOT TV ADVERTISERS first quarter. 1963

MANUFACTURER

NEW PRODUCT/SERVICE

Helene Curtis

Secure deodorant

American Home Products

Albert-Culver

Direxin

Helene Curtis

Color Essenee haircolor

Subdue shampoo

Anier. Shower Door

Helene Curtis

Bright Idea haireolor

Shower doors

Cheseborough-Ponds

Aziza exye eosmetic

Annabelle Candy

candy

Chemical Products

Kleenmaster iece remover

James Austin

Acro Appliances

Austin bleaeh

Carey Salt

Carey food products

Magna-Tenna

Conrad Chemical

Majic Mist oven cleaner

Amer. Sugar

Sunny Cane sugar

Dell Publishing

Amer. Hentage books

Anhc:lser-Busch
Bristol-Myers
Bnta_Slm(

Bordc nr '

Bissell

Bison Airlines
Brauer Bros.

John Breck

E. ). Brach
Borden

Colgate Palimolive
Colgate Palmaolive
Colgate Paliolive
Colgate Palmolive

Chemway Corp.

Michelob beer

— S S

Fitch shampoo

E. C. Dewitt

antibiotic powder spray

Dymo Industries

Dymo labelmaker

shoes

dehydrated l_)otntocs
Bissell oven cleaner
travel

Paradisc Kitten shoes
Teunder Glow shampoo
Brach candy

instant coffee
Dernassage

Cleopatea soap

Tidy Toys bath ail
Goddess soap

Twinkle Tane nail polish

Cold Label wine

De Kalb Ag. Assoc.

Dietene

eotton seed

Country Oven custard mix

Dow Chemical

Handi sandwich bags

Dow Chemical

Dow oven eleaner

Dow Chemical

erab grass killer

Farmers' Cotton

Fawcett Pub.

fertilizers

magazines

42-Products

Sho-Curl hairset

Gillette

Heritage House

Ingrams Foaod

White Rain hairspray

lawn products

sauces

I ———————.

huperial Tobacco

Jandrain sausage

Kendall

Canfeo cigarettes

meat produets

Fling hosiery
s



wneh the same wav, While acconnt
evees  aud  adwmen epuailed, 1
would pill ot pack after pack of
Luckies, slam them downe on the
table with cu-snapping vigor, mean-
while seredming:
“Tabacco,  geatlemen,
That's what it's all ahont
It was o nice, simple adea, It

tolviceo.

nude o Jot of jnouey But would
it work toda?

\ppaveuth not. For some of the
higgest carporations—including the
tohaceo giants the pavoll now
comes ont ol new products, heavily
air-sold. Naking more people Tun
one good rticle just doesa’t wonk
amy longer In the medaton age of

'NEW money’'s coming from..

aarketing,
rate profits came ouly throngh
cver-enlarged evde of uew thuaes
and uew brauds o old thau

CNET Inereasinyg corpn

The effect of this duage npon

advertising, and especially the use
of braadeast imedia, has heea far

reaching, The spot industry Tas

heuwefited enovimonshy, Network

Lavelle Labs

Lever

Lever

Lever

Williany Loce

Lavelle cosmeties

Clinic: shampon

Bove shampoo

Colden Ladle dinners

Save The Baby products

Little Pub.
Missonri Food

Menley & James

Mail Pouch

Meredith Pub,

MeCulloch

\ncke Meat

NMagla Products

Notorigt Muntnal

Maiden Flour

Philip Morris

Philip NMorris
=

Papular Science magazine

jellies
Coldaid cough remedy
Mail Pouch tobacco

Better Ilomes & Gardens

outbaard motors

meat products

ironing hoard covers

insurance
s0. biscuit corn meal

Pastan cigarcttes

Personn blades

:
Philp Morris

National Food
-

Norwich Phammacal

Noren Labs

Saratago cigarcttes

feeds

Mr. Engyme

Ohwvdent

Norcehff Labs

- =

National Biscuit

Allolene cleansing cream

Rose foods

National Biscuit

Millbrook cakes

Novena Chemieal Naxema aftershave

Narragansett Brewing Krueger ale

Natianal Airlines travel

Oconto Brewery Ocanto becer

Porter-Cable Machine power tools

Plantation candy

Plantation Chocolate

Republic Steel institutional

AL Robing Kabetussin caugh svrup

Revere Camera tape recorders

Swift Vita Gro plantfood

Swirl Swirl clothing )
Sterling Drug Caroiud ‘ o
.\.\vitn'rlaml Chorese L cheese "

Totino's Finer Foads foods

Thorahred Thorabred dogfood

U, N Treasury saving bonds

United Vintners Silver Satin wines

F. Udduv, Sure Pinc oil

0. S. News & Warld Report magazine

Virgmia State Apple Comm, apple products

Vi-Jon Labs. Vi-Jon deodarant

\Woolfolk Chemical

agricultural chemicals

AV Yonng Warm Up

Sovnce. Ranasaven IWvB




NEW MONEY continved

evision has been reshaped, partially
to meet these needs. For media
and marketing specialists, the suc-
cessful launching of a new product
has become oune of the most import-
ant facets of campaign strategy.

Why?

Look at last vear's sales figures.
Procter & Gamble nutde over 609%
of all its sales out of products
laimched sinee World War 1. Corn-
ing Glass, 25¢%: S. C. Johnson, 50%;
General  Foods, 20°7;  Canpbell
Soup, 33%%; Bristol-NMvers, 60%—
thus nearly every major advertiser
today is spending heavily to pro-
mote new products.

Is it only the giants who play the
new-thing game?

Kceping an eve on the field, alert
adwen, reps and net salesmen look
mostly to big, diversified manufac-
turers. It's true that the brand-new
company with a brand-new product
is a likely broadeast prospect——a
fact that’s confirmed by the ad
schedule of shows like Today and
Tonight. (Sce sroxsor, 19 August,
2. 29) Buat most new money is most
likelv to come from established
companies  which are adding to
their existing lines.

In recent months, for example,
there’s been considerable trade in-
terest e
b PLC getting into the disposable-
diaper business, tia its Charman
Paper sabsidiary.

» Boyer Labs. of Chicago, whose
H-A hairfix has been avemented by
a new deodorant, Halt, and an af-
tershace, Hark.

b DuPont, which has a vew bleach
in test markets.

P Proctor Appliauces, with a nin-
taturized lawudry-drier.

b Armstrong Cork, which took its
One Step Floor Wax from castern
testing and into national marketing.

When a big company launches a
new  product, the hudget  signifi-
cance is twofold. There's firstly the
new ad money itself, and then the
probability that if the product goces,
it will spark counter-bndgeting by
established hrands. Result is a hig-
ger broadeast bill all around.

The success of Leonard  Lavin

nd the Alberto-Cnlver Company

m off-cited example of dramatic
laimching. 1Cs no secret that when
\-Centers a new field, its ultimate

advertising objective is t tv hudget

whicl is at least as big as the leader

of the field.

What's not so widely appreciated
is that even though A-C is an extra-
vagant advertiser, its campaigns
must fulfill precise marketing ob-
jectives set beforehand.

Thus, when VO-3 Shaunpoo was
launched, its three goals were to
capture 10% of the market for the
first vear and 20% the second; to
make the Sl-size the most popular,
and to help inerease the total size
of the market by 10%. These aims
were fulfilled, and more, solely
through broadcast advertising,

The regenerative effect of a suc-
cessful new-brand  launch is well
illustrated by another A-C success.
Here's how Barton Cummings, pres-
ident of Compton, describes it:

“Two years ago the woman’s hair
spray business was in the doldrums.
Shelves were ghutted with cheap
brands and most of the major na-
tional brands were so busy fighting
cach other with trade deals and
price-off packages that the category
was suffering from under-advertis-
ing.

“At this seemingly unpropitious
time, a marketer with vision and
guts introdiced a new hair spray
under an established name. It was
a fine product and it was backed by
the most powerful advertising cam-
paign ever put behind a brand in
this product category.

“In a matter of months it was tlic
lcading seller; at the end of a vear
it had 207 of the market. At the
same time, the entire category took
on a new life and the market for
hair sprays  expanded by almost
50"

As with VO-5 Shampoo, the hair
spray was set at a relatively high
price. Cumimings points out that
both these case-histories prove that
having the lowest retail price need
not be the determining factor in
making a sale.

In hoth cases, the quality of the
product and weight of the advertis-
ing were made possible by sonnd
pricing. Commings savs "what
would  have happened  had  tlie
brand entered the market to com-
pete on a price basis with no more
than competitive yality and  a
meager advertising budget, we be-
lieve, is obvious.”

Of course, Alberto-Culver is no
exception in setting up its market-
ing objectives. Every sophisticated
advertiser does the same. How to
arrive at these yardsticks is, prob-
ably, the heart and substance of the
continuing controversy over meas-
urement of ad effectiveness.

In discussing how to set corpo-
rate criteria for new-product per-
formance, the first essential is to de-
fine a new product. The question is
answered by Gilbert Miles, mana-
ger of the creative packaging de-
partment of Colgate Palinolive.

Miles says “1 like to think of new
products upon three levels with re-
spect to degrees of novelty:

“One—Products which arc new
in brand naine and package appear-
ance only.

“Two—Products which perform
an existing service in some new
way, and,

“Three—Products which perform
a new, hitherto unimportant service.

“According to my way of thinking
the largest percentage of marketing
suceesses in the field of consumer
coods must alwavs come from the
second group.

“It is here that we find the im-
proved detergent, the better pair of
pliers, the new filter tip, the supe-
rior cake-mix, the improved refrig-
crator.”

The new filter cigarette, however,
may well prove to be rough smok-
ing. It's in the test market that the
manufacturer discovers the bugs, if
any, in his new produet.

Aecording to the experts, the im-
portance of test marketing can't be
put too strongly. Dr. Perham Nahl,
staff economist of the Burnett agen-
cv, describes it by sayving “You get
data both for the test product and
competing products on  displays.
deals, promotions, distribution and
out of stoek, shelf facings and so on.

“You can find out whether the
trade accepts vour product enthu-
siastically. merely tolerates it, or
will not stock it—the test market is
like a rehearsal. The factors studied
carlier are very likely to operate
somewhat differently and less har-
moniously than we might have ex-
pected in the environment of the
market place. As the psychologists
arc fond of saving, ‘the whole is
greater than the sum of its parts.””

continued an page 41
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AN
exclusive SPONSOR

interview:
Weaver

on
UHF

SPONSOR 2 ~peniviser 1963

-

When Syivester L Pat™ Weaver was pro-

graming czar at NBC v was growimy
apace. It was an era of great physical ex-
pansion. Stations were heing  <titched
together into the first real national andio-
visnal networks. and advertisers enjoyved
delivions snecess with new wavs of selling.

Has the primeval stemn died down?
Weaver. now head of MeCann-Erick<on
hiternational. helieves tv is o temporary
doldemms. But e sees a new explosion of
performing aud marketing talent aliead.
in the ereation of new majoranarket net-
works utilizing the nltra-high-frequenes
spectrnm. His hopes are outlined in this

sccond part of a tape-recorded interyiew ¢



WEAVER continued

“"Advertisers need a new major-market network’ |

Q: You obviously attach a great
deal of importance to the open-
ing-up of the spectrum via the
w’s. How will this development
ocenr?

A: You bet 1 do. The u’s, first of
all, will be able to support a fourth
network, and mndoubtedly a fifth
and sixth network. I'm speaking
now particularly of a major-market
network, which is extremncly im-
portant to najor advertisers and
major trademark advertisers: such
a nctwork will therefore be in direct
entertaininent  competition.

Q: You mean it will challenge,
head-on. the existing neticorks?

A: Yes, because it’s an open form
and hecausc the time costs will be
low aud the moucy will be spent in
programing rather than in the facili-
tics. The ratio of money spent today
for programing, versus time, is ut-
terly reversed from the way it used
to be when | was running things—
it will be back to where vou spent
the monev on the show, with the
u’s, as you start vver again in the
major markets.

So voull have an entertainment
operation  that will develop into
a dircet competitor, undoubtedly
fragimenting the audience of the
present networks and  causing no
end of trouble—but, that’s lifc.

Q: Is this the only kind of ser-
vice the u’s will give?

A: Therell be another service
which, I'in sure, will be oriented
toward the cultural and information
needs of at least more than half of
our country. In other words, if vou
talk abont majority tastes, 1 would
say that the majority of Americans
today want programing of what we
wonld call a “quality” nature.

I ovan add the classical music
lovers—and vou can find how wiany
there are by taking the come andi-

nees of WOXR and WNYC and

ther fine music stations, as well as

I’ sales—take that group, which’ll
i 257 of vour total homes, and
idd to that the book-loving groups,
md  the  so-called  information-

9

4

oriented people who read Time and
Newsweek aud so on, and thesc are
not parallel groups, they follow no
cthnic or academic or income
grouping, the demography is all
mixed up. These are people, de-
pending on their personality and
the interaction of their personalities
with the communications business.

Yon add up eunltural coverage,

A man & an era
1934

Writing, producing and selling
for station KlIJ, Los Angeles.
To New York, when in . ..

1935

Weaver is hired by NBC to
write and produce “Evening in
Paris,” sponsored by Bourjois
Perfume. Thence, to Y&R as
producer of Fred Allen show,
becoming manager of ageney’s
radio division. In . . .

1938

Aged only 30, Weaver is ad
tlivector of American Tobacco.
under titan George Washington
Hill. The war, and another spell
at Y&R, then . ¢ .

1949

Head of NBC TV network: board
chairnan in 19535, Created: the
magazine concept, with “Today”;
followed by “llome” amd
“Tonight”; the rotating-star
system, in Colgate’s “Comedy
flour”; the first tv Spectaculars
and, in “Your Show of Shows,”

the Saturday-night show which
was death-knell of the movichouse
ucighborhood-run business.

1959
1lead of McCaun-Lrickson Int'l.

and information orientation, people
who like the legitimate theatre—
who might hate good musie but like
the theatre classies, Shakespeare,
Shaw, 1hsen, the ancient theatre—
people who like non-fiction, people
who want to go places in the real
world, see things, meet real people
—not stories, not storv-telling: Add
all these together and that's more

than half of all the people in the
country.

Q: Can these people be cap-
tured by television?

A: Everybody in the nation, unlcss
he’s handicapped in some way, can
be gathcred together for great en-
tertainment events; we know that
from the cumulative audiences of
some of our big comedy hits. It’s
hard to do in drama, but in comedy
vou can get a 99% cumulative audi-
ence; virtually evervbody will like
part of the show if the form is open,
like the old Comcedy Hour form
which started co-sponsored with
General Motors and Colgate, and
had scveral different comedians, in
fact more than that, because wc had
guest comedians, and the people
who didn't like Dean Martin or
Jerry Lewis would like Eddie Can-
tor or Bob Hope. Put them alto-
gether and vou get 100°%.

All right, that’s onc kind of peo-
ple: when you move to a closed
form like the Western cven the
most popular have a cumc that
drops from the 99 to, like, 60 and as
vou go to a more targeted andience
vou get lower and lower on that
service in terms of how many of
vour total audience are vou reach-
ing regularly. Certainly you reach
997 of them with entertainment—
'm not saying that, when [ say the
majority of people in this country
want quality service— 1'm saving
they want that in addition.

Q: Surely this has heen tried
already?

Obviously, when von ask “why
don’t they watch the Chicago Sym-
phony on Channel Five’ instead of
looking at Ed Sullivan and so forth,
von get into what has to be a very
philosophical discussion about peo-
ple and how many individuals cach
one of us is within himself and how
it depends on his mood and what
kind of a day we've had and what
kind of a day we're going to have
and what time it is and what we did
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.. Weaver says

carlier and what we're gomg to do
later—all these things influence us.

Aud, many times, we don’t w.int
to do what we know is a more e
warding  and greater  eaperience,
any niore than we want to jump ont
of bed and do that 15 minntes
esercise that we know will make ns
feel so good. We know what's goad
for us, and we even nake ourselves
enjor it wlhien we doit, bt it is still
a matter al disciphne and matority
and mest of us are not diseiplined
or neture and won't be for a long
time, il ever.

Q: B hea the w's opea wp isn't
it more likely that. iastead of a
major-market neticork, what
we'll get is a proliferation of nn.
imaginatively - rua  independent
statioas?

A: Yes, it could happen. But Fm
sure there are a munmber of ns—uot
just me—who have no intention of
letting that happen. In this conntry,
problem-solving and reaction to de-
velopments is a matter of private
enterprise and of competition. Now,
when a nhf station opens up. if it's
going to compete with the same old
schlock material it's coing to have
a terribly difticult time cetting any-
one to advertise on it aad in making
good.

I'm not saviug that in the first in
stance they won't he trvinig to run
free matevial hecanse there’ll he a
vers diffienlt transition perie] For
these stations. But they should al
ready —and ve talked to some and
1 know some of them are—he think
ing ahicad—they should be thinking
of the plan, what is the plan?

Are they coing to be for the elite-
caverade network, are they coine to
tailor their programing to a point
where they could never expect to
get a rating of more than 15 or 20
ever, becanse they e not really tny
ing for the other stuff? Are they
oing to he o different kind of .
service: if so, they should be part
of a grand design that makes sense
and that can be supported aud

continuecd on page 42
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Aged 27, Weaver (3rd 1) hit stride as radio producer of Fred Allen’s

Town Hall Tonight

GOLDEN DAYS, WHEN ..

\s manager of Young & Rubicam®s radio tepartment in 1936, younye Pat
Weaver hecame part of a halevon era. “We had Allen, Jack Benny,

Phil Baker. Burms & Allen. and Kate Smith.” he reculls,
Weaver's break came after brief, unsnecessful space-salesman

fling in New York, followed by stint of writing, prodncing

and selling on K1 (newly bought by Cadillae salesman Don Lee
Aged 26, Weaver came hack ta New York: seenred jab with NBC throneh
Thomas MeAvity, then radio head of Lord & Thomas avenay

Year Iater e was with Y&R, producing Fred Allens show

Allerr hated agencies, clients and networks mdiseriminatels

Weaver kept them off his back and accarding to Allen,

“At least made life hearable.” Weaver's still a top radio-tv diplomat

in early '50°s, movies felt Saturday-night pinch when Sid Caesar took to television

;s




Ghoul becomes gbldbug fo

Role is still crazy but no longer is homicidal No more photographers
uccess on Shock Theatre, Emie Anderson his also wseceeded with more- Eaploitation and merchandising of tv star
any  bot unfrightening host featured  on kid's comedy  progran sets frantic pace for promotion tafters
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ocal admen

I\‘ Creviann, vou can hay sweat-
shirts, ice eream, cola and hame
burgers. And out of every nickel,
dime and dallor that's spent, a frae-
tion winds up in the cotlers of
WHNWLTY,

The station isn't in the business
of selling clothing or food. But it is
in the business of selling airtime
and mrturing its awn Jocal  air
persomlitics.

Becanse of one of those personal-
itics, the Storer ontlet has been
dragged willv-nillv into a wild mer-
chimdising and exploitation jovride.

It's Tocal and national advertisers
are directly affected, becanse a size-
able ¢himk of the Cleveland
audience (approx. 1,330,000 ARB
homes) is newly hehaving in a most
peculiar manner.

The focns of the disturhance is a
thing called Ghoulardi. An  ¢x-
misic critic, ex-decjay, and snecess-
ful free-lince commercial announ-
cer, Ghoulardi has temporarily as-
sumed  the body of  39-vear-old
Ernie Anderson.

The result of this demoniac pos-
session is that, in three separate
time-periods,  Ghoulardi has  in-
creased WJIW's ratings by 10077
and mare.

Further. the entire city of Cleve-
Lind is more or less filiar with
and more or less nuts abaut him.,
Thraugh a rare outhnrst af mass
hysteria, Choulardi can undaubted-
Iv clim to be (tempararily) the
best-known citizen in the nation’s
seventh-lirgest television market.

His notoricty isn't hecanse he has
Lan overwhelming 997 cume fol-
lowing. (He doesnt.) It's through
twa things:

b The frantically caciferons loy-
alty of kids and teenagers, generat-
ing a hydra-like growth of Choulardi
quips and mannerising.

b Hyper-alert merchandising and
promotion hy station’s youns (acer-
age age 32) management.

Of course. it wonld be entirely
too neat if all concerned could say

SPONSOR 2 sepreviner FOO3

Tv welrdo not only sells
products but also creates

“we told vourso o 7 Seven montlis
ago the station hegan a fairly ron-
tine tyvpe of late-night presentation.
Ched by consistent resnlts gained
from science-fiction and macabre
movies (see Other Worlds, Srosson
13 May) the station slotted a Shock
Theater package for 11:30 pan. Fri-
davs,

Then,  duplicating, o practice
which las  become  standard i
many markets, the Cleveland pro-
aramers looked aromd for a local-
live host wha conld inject a trifle of
novelty into some of the old filins.

On hamd was Ermie Anderson—
ahout as nnlikely a choiee as could
be imagined. A veteran of radio and
tv in Rhode island, Tray NOY. and
three of Cleveland's own stations,
Anderson was  then  combining
hooth work for \WWJW with a highly
profitable ($26,000 anmnally) free-
lance announcing carcer. He has an
excellent vaice, modnlated but with
strang timbre, and this plas a re-
assnringhy conservative appearance
have made him o long-term pitch-
man for many of the area’s higuest
broadeast accounts.

Master of humor

However, behind Anderson’s so-
ber facade Inrks the mind of a sub-
tle and original lmmorist, and the
technical crews of the station knew
him as a master af inspired, off-
limits foolery.

To general manager Bob Buch-
anan goes the credit for secing in
these impromptn performances the
germ of a horrar-flm host a la
burlesgue-Karlofl.

Na one—and  Buchanan  makes
this disclaimer  loadly—was pre-
pared for the resnlt

The ARB report shows the mech-
anical chanee: fram a 9 rating, the
Friday night mavie shot up to 20,
and wow iy maintaining 23 and 24
The station’s mailroom knows an-
other dimeusion of this change: an
average of 4000 preces of il
weeklhve (its claimed ) more than
175.000 pieces to date.

new ones for teen market

Further, much of tlas mail s not
were letter-writtnge, Ghonlardh has
bheen inondated with objets dlant
made by devotees The standimg ty
set for his weekday show  of windh
more later) is merely a hare studio
floor on which has heen piled o
mountainons  collection of  weird
artifacts — foothall with
fancets serewed-in, take sheletons,
ane-stringed instroments called
Chanlitars, tnbber shulls—many of
which represent s of labar in
manufactnre. FThrongh, over
aroand all this Hoats the \tn()pv(l,
mantis-like figure of G lsell
complete with heard, third exe, and
accompanied by a live raven nioned
Ovnard,

Within a conple of weeks of
Shock Theater's unveiling, station
manarement realized it was in the
sitoation of grnbhing for potatoes
and striking oil instead. The prob-
lemv was how to cap the gnsher,
and it was highlighted by the action
of am cager pramoter who rshed
thromeh  an order of  Ghonlardi
sweatshirts, off-loaded  them onto
a downtown  department  store
which, in torm, sold-oat in one
afternoon. Bob Buchanan prompthy
coprrighted the name, an helalf of
Storer Felevision, and since then
has kept legal canmsel busy dealing
with the aftairs of Choulardi

Motivation was not to capitahize
of commercial sidelines, bt to pro-
teet the station's air property. Over-
exposnre of Ghoulardi, by unanth.
orized merchandizers, conceivably
could weaken the magmie of name
and personality

Further, some of W Nadver-
tisers thennselves now have a vested
interest i the name. For example
Manners regional driveam cuan has
a drink named the g

helimets

created

nees color witl

Chon il(ii
the glass tollowane a G aplonan
“tuen blue™ which now v a cateh-
shrase for Cleseland vonth

The pulling-power of the name s

ntvmte |
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Ghoulardi's own secret formula.
16 ounces of delicious

And made only by Manners.

devilment. Makes you feel glad you're alive.

FRIC SHK SCREEN
439 1Wia

Payoff from nonsense is cash in the till

Regional restaurant  chain,
promoted  new

I

T T T

Manners,

Choulardi  products.

Weirdly wonderful.

of several sizable
rings  and  sweatshirts  are

is one
Dolls,

//l"}’ GROUP
COOL IT/

DRINK A

- MANNERS
BIG GHOULARDI °
35¢

© COPYRICHT STORER BROADCASTING CO

Remember
Zacherley?

One of the first, and most pub-
licized, of tv's monster-men?

He's been resurrected by in-
dependent station WPIX, New
York. And, like Cleveland’s
Ghoulardi, Zach has taken over
a children’s show.

He bowed this week as the
Cool Ghoul, host of a new car-
toon series, “Hercules.”

It's a far cry, in a sense, from
John Zacherley's earlier tv stint
in the 50's. He then showcased
late-night shock movies for WOR-
TV, another indie NY outlet.

There was a good deal of pub-
lic outrage at the time, when
sick humor was a long way from
becoming fashionable. But
Zach’s dexterity with brain op-
erations, cooking spiders, and
wrapping-up mummies also
brought him some of the heavi-
est fan mail a local personality
has ever earned.

Since then, Zacherley has
toured with a successful caba-
ret act, and plays straight roles
in tv commercials.

advertisers  who've
upcoming

e e

TR OO

F

AT AR R O O SO AT

GHOULARDI ontinued

illustrated by the faet that the 35-
cent drink sold 75 units at one res-
tanrant in the first hour on the mar-
ket; at anothér location, 230 unnits
between 8 am. and 1 p.m. first day
on the market. The medium was
point-of-purchase only; no broad-
cast promotion was needed. Several
thousand units have been sold to
date.

Similarly, the 87-store Kroger
chain last weck Dbecame official
headquarters for the (eopyrighted)
Ghoulardi sweatshirt. A first order
of 30,000 has been manufactured;
there are some expectations that
more than one million will eventu-
ally be sold. In what's now become
normal practice, Storer will receive
only a slight eonumission. Anderson,
of course, gets his eut, and he csti-
mates his total income this vear will
have doubled. But the main pur-
pose of licensing from the station’s
viewpoit still is simply to try and
keep control of a volatile situation.

The Kroger sweatshirt, for ex-
ample, is merely a traffic-builder for
the store. The attraction for WJW
is that, for the first time, the stores
are eoming into tv, to the extent of
31,000 weekly.

Success brings new problems,
however. One of them is the dis-
gruntled advertiser—that’s to sav,
the good tv client who wants to get
a part of a hot show and can’t.

With the late-night movie sold
out, WJW's answer was to dust off

a shelf of the more general-appeal |

celluloid  veterans, re-title them
with some audacity as Masterpicce
Theater, and have Ghoulardi host
them in carly-evening time. Same
reaction: Saturday’s 6 to 7:30 p.m.
ratings doubled, from 10 to 20.
Following the punter's prineiple

of staving il A good thing, the |

station next duq out some .lgcd one-
reel comedies. Styled as Lauwrel,
Choulardi & Hardy. this Monday

through Fridav 5 to 3:30 p.n. show §

now attracts about half of all ARB
sets-in-use for its period. Tts suceess
is the more remarkable in that the
show was launched in the trough
of the summer viewing depression.
Fortunately for WJW, Emie An-
derson has proven to have a mnlti-
faceted talent. He's effected the
switch from a late-night monster to
continued on page 41
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Network landlords bite feeding hand,
Miller Brewing’'s Ball charges

Adman raps radio rate rise

10 THE ECITOR:

You may Tind the attached arficle tust a bit
too provocative for tust a it too dull’

for your use

If not, however, feel free to publish it The
author Ime) 1s gething st a bit fed up with
media which bites the feeding hand.

Perhaps enough comments along this hne
from advertisers may help hold back the
constant rate increases which various media
groups pass along to the people who put them
on the profit path!
Cordially,
EOWARD G. BALL
Director of Advertising
Miller Brewing Co.

w1 Fiewsit was ane of those

Handv-Andys wha conld work
wanders with @ buchet of paint, o
few seraps of luniher and a mind-
full of imagination. Shartly after
stuning a vears lease on the suny
side of a somewhat rim-down du-
plex (hie luad his chaice becanse the
other side was vacant too), he cat
the Landlard’s penmission ta “sort
of fix things up.”

The walls of all siv roams ot a
hricht new  pastel treatment;  the
scidfled tived woodwark was rejn-
venated with a spanking caat ol
varnishs Ve Ficksit was provided
with a built-in corner hateh; the
ruhibish-collecting alecave  heneath
the hasement stairs was transformed
inta a wine cellar; and the asement
}Iitwlf blossomed into a gay rumpus
roam, cowmplete with ba and a
brace of har stoals.

! The Laindlord looked over Bill's
handiwork and prompthy and
proudly tonred a prospective tenant
hrongh the renovated vooms. The

prospect was so impressed he leased

#he vacant part of the duplex. And
he Lndlord was so pleased with
aenthine he vowed ta shaw his
ippreciation in fashion o
mother.

L And he did. When Bill's lease ex-

dred, he raised the rent $30.00 4
nanth!

some

1l
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The Lindlord telt he was come-
pletely justified. Atter all, o place
fined np as well as Bill's conuand
cd o lot more vent tian the decrepit
digeings of a vear avo, Besides, if
Bill didn't ga for the hoost in rent,
there were a lot ab other wonld-be
tenants who'd he glad to pay the
new price.

How did Bill Fichsit react? About
as yar'd magine. Cot sare as hell,
and was tempted ta move out, Fa-
cept that it wanldn't salve any thing,
really. Someone else wounld mave i,
and Bill wauld have to start all over
avain somewhere else. So he de-
cided ta stay for a while, hat he
pondered, “How nugratetnl can vou
wet?”

Now then —

Couple vears hack, the radio net-
works were Landlords of o mighty
run-down property. They had
travhle leasing aut the place, and
there were more vacancies  than
tenants. What prospeets there were
conld  pick amd  choose ta their
heart’s content, and when it cune to
Liorse-trading over the rental tenms,
the lessees wan most of the argu-
ments hieearse the lessor was o
poor pasition to haggle. The net-
work properties were too rim daw,
and the averhead on all the vacan-
cies had ahnost put them out of
the radia netsvork hnsiness,

By and by, however, a cauple of
solid tenmants moved in on a look-see
hasis. Prestige people like the brew
ers of Nliller Hieh Life, the kind of
national advertiser that any netwark
landlord would like in his duplex,
Iu 196G, MViller ook o shoct-tenn
lease aita smadl apartment on ABC
Then they rented Liveer guarters on
the ssone network, signing up for
full vear’s lease. And in 1963, Nilley
liked netwark hiving so mnch thes
signed another full-tie lease, this
time on three radio networks, CBS
and NBC as well as ABC

The landlords were michty
pleased  with this ocenpaney. It
added class to their property. The
\iller folks, along with other es
teemed national advertisers, helped

to attract other tenants Not only
that, hit the fall-vear rontals en
abled the networks ta wake some
needed fpravements, in programe
ing and in atiliates

The network property hegan to
boow.  Maore and tenants
moved in, and the appallme, costhy
vacancies hega to il ap And tlas,
thanks  considerably ta the " Rill
Fichsits™ ke Miller and other na
tional advertisers wha saw the po-
tential in the radio praperty

Was the Lodlord pleased? But
voes! Was the Lindlard grateful? Bit
na!

nmore

Iven now, wath several months
still ta vo on the current lease, the
network landlords are telling their
old-time tenants, the very people
who hvaught them back from the
brink of absearity, that the rent will
he higher in 1961 — considerabhy
hivher, i radio tenus.

Theyvre saving i effect, “Look,
this property is worth o lot inore
than it was a vear or two avo. Bes
sides, other peaple are ready to
move into vour quarters and pay
onr price.”

So they ve told Nhller cand ther
ather tenants as well - that the 149614
rentals would be abont 127 Ineher.
In Millev's case. this amonnts ta .
hoost of somne $53.000 wine adds
up toa lot of rent. And that's from
st two ot the radio networks, At
this time ol wntmye, the word
wasn't in fromm NB(C

What can NViller do? \What awaill

Miller do? tEs aomoot question Pers
haps they T swallow the erease for
one wore s ear—rmuch as Bl Facksat
Jdid But they wen't he happy abont
it And in time they 1 probably start
talking to some othor rental agent

Wndat all the other tenants da the
same thing, the notwork Landlords
will Tikely he me the samie sad pre-
dicament as was Bill Frekarts Lo
lord. Being o handy gy with
birchet of i)xllili. Bill blithe v dhanbed
all the walls of a1l the rooms wath
the blackest pant he could mn—
and moved ont! L 4
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ANOTHER VALUABLE
ADVERTISING
| OPPORTUNITY

ON WNBC-TV

NEW YORK

“PATHWAYS"

ROTATION
PLAN

Delivers identifica-

tion with five differ-

ent prize-winning

programs-—and the

chance of reaching
an influential audi-

ence at modest cost.

HERE'S HOW THEY WORK

YOU BUY a share in WNBC-
TV's unique ""Pathways"” con-
cept, which provides rotating
participation in these widely
varied prestige programs:
“Youth Forum,” “Direct Line,”
“Dialogue,” *Recital Hall”"—for
$25,000 per year (less than
$500 a week).

YOU GET, each week, a min-
ute institutional message in a
different “Pathways” program
and visual identification as a
series subscriber at the begin-
ning and end of all of them . ..

. invaluable association with
an entire group of opinion-
molding informational and cul-
tural programs.

IT GIVES YOU MORE FOR
YOUR TELEVISION DOLLAR

Ask your WNBC-TV or NBC Spot Sales
Representative for complete details.

WNBC- TV m NEW YORK

" TIMEBUYER’S| ... .cn.

what they are doing

CORNER| ™™

KSL-TV (Salt Lake City, Utah) presentation: The CBS affiliate recently
held a series of four luncheons for New York buvers in the Peters,
Griffin, Woodward offices that city for showings of “Mormon Land”—
slide market story. All buyers attending a showing were given an album
of selections by the Mormon Tabernacle Choir. Among the agency
people present, the CORNER saw Graham Hay, Compton; Jack Geller,
Weiss & Geller; Jim Watterson, Lennen & Newell; Howard Tobias,
Reach, McClinton; Bob Lazatera and Brad Littlefield, D'Arcy; Bob

\ \\. };#3\. R

e

\V X

A g RS NS

Trio in Central Park & world's taliest tower

Rep, buyer, and station man utilize New York's garden spot to watch \WBIR-TV
(Knoxville) presentation on new 1750-foot tower which will inerease station’s homes
delivered an estimated 30%. L-r are Bob lHorwitz, Avery-Knodel a.e.: Joan Stark,
supervisor spot broadeasting, Grey: and Ken Maxwell, station’s national sales manager

Anderson and Lloyd Harris, SSC&B: George Blitim, Gumbinner: Jerry
Rettig and John Oliver, Grey: and Paul Roth, Kenyon & Eckhardt.
New York buver makes a move: Al Kalish is now with Ted Bates’
Colgate group, buying for Code 10 (men's hair dressing in tube ). Col-
gate Dental Creamn, and Palmolive Rapid Shave. Al was formerly with
Gumbinner, where he bought for such hard-to-spell acounts as Tarey-
ton, Roi-Tan cigars, Noilly Prat. and Cherry Kijafa. He was with Foote, j
Cone & Belding hetore that.

News from Penusylvania: David Williams has been named associate |
director of the media department at Ketchum, MacLeod & Grove
(Pittshurgh). He was media manager at the ageney.

New York switeh: Dick Scehops is now a media huyer at Ogilvy. Benson

& Mather, where he's heen assigned to the Shell OQil (central region),
and Tetley Tea acconmts. Dick was a media buver with Dancer-
Fitzgerald-Sample on Best Foods™ Hellman's mayonaise and Nucoa 8
Margarme

From north of the border: Frances Sundford, who was supervisor of 8

(Please turn to page 40) ]
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PEOPLE-TESTED . . . “personality’ radio that's
dynamite in the Albuquerque area. Person-to-person
KQEO, red-hot with New Mexico listeners and ad-
vertisers alike . . . because it's program-proved with
people. KQEO promises “bang-up” results — people
who listen, like it . . . people who buy it, love it!

¢k kK * ¥ & K AW

LRI 2 R AR S

KQEO
1S
PEOPLE-TESTED

WHAT

BLAST
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PROGRAMING
v

P

...... is another
reason why
more advertisers
are investing more
dollars on WSUN
Radio than at
any time in our

35 year history

ONE OF THE NATION'S
GREAT STATIONS

WSUN

5 KW 620 KC
Broodcosting 24 hours daily!
TAMPA—SY. PETERSBURG

Get all the facts from

Notl. Rep: VENARD, TORBET & McCONNELL
S E Rep JAMES S AYERS

10

“TIMEBUYER’S

{continued from page 38)

CORNER .

media services at Young & Rubicam, is now with Goodis, Goldberg,
Soren (Toronto) as assistant media buyer.

Up and down the Coast: Lyn Gross, who was media director at Guild,
Bascom & Bonfigli's San Francisco office, is now swith the agency’s
Scattle office as media director on the Carling Brewing, Scattle Trust
& Savings Bank, and Pacific Northwest Bell Telephone accounts.
Jerry Gilley, who was a member of the media department staff in the
ageney’s Seattle office, has traveled southward to become associate
anedia director in the San Francisco office.

Death reported: Marion Vilmure, media buyer at Hal Stebbins, Inc.
(Los Angeles) and past president of the Advertising Women’s Club of
Los Angeles, died in St. Joseph’s Hospital, Burbank, after a brief illness.
Reach, McClinton (New York) department merger: Paul Keller, form-
erly rescarch director, has been named research and media director at
the agency following a merger of the two departments.

Texas agency revamps: Included in the revamping of the administra-
tive staft of Goodwin, Dannenbaum, Littman & Wingficld (Houston)
was Krin Holzhauser, who was upped from timebuver to air media
director. Krin is president (her second term) of the Houston Chapter
American Women in Radio and Television.

Detroit switch: James Dunn has joined LaRue & Cleveland as media
director. He was with Ross Roy, Inc., same city.

Val Ritter: Every day, tossing away

“Why isn’t there more positive research sent out by the media rather
than negative research? By that | mean, why don't stations stop
trying to prove how much better they are than their competitors—and
instead provide some useful information that the agencies can work
with, such as basic data for comparing the different media? Every
day | receive research data that
is of no earthly use whatsoever—
| toss it in the wastebasket.” So
says Val Ritter, media supervisor
at Tatham-Laird (New York), who
voices his complaint against this
waste with a ready smile and the
hope that media men will take his
advice, stop comparing apples with
oranges, and set up good standards
for research pieces. Val, with
Tatham-Laird four years, works on
the American Home Products,
Mennen, and Parade accounts; was
previously media buyer on food and
drug accounts at Cunningham &
Walsh for two years; was a buyer
at N.W.Ayer and Dancer-Fitzgerald-
Sample before that. He began his
career as a media analyst at the William Esty agency after graduation
from Hofstra College (Long Island), where he majored in marketing. Val
and his wife Priscilla and 16-month-old son Mark live in Glen Head,
Long Island, New York, where Val spends much of his spare time
working on do-it-yourself projects.
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YOUR MAN IN THE
~ TWIN CITIES!

Your sales story never sounded so good,
as it does spoken by — or supported by
— WLOL's Big 5 personalities! Give your
| product an airwise salesman like this!

Carson Rennie & Co.
6-10 a.m..

What's Rennie got in theé bag? Wake
up music for one thing. And music to
keep 'em up and humming. Plus a big
parade of WLOL news reporters . . . time

|
1

signals. temperature, weather reports,
the lowdown on highway conditions, right-
from-where-they-bite fishing tips, the
morning edition of WLOL's exclusive AIR
ATCH traffic reports . even timely
wreports on buses, planes and trains that
Wren't on time. He also has in there the
newest Pulse, which shows a 4 months
audience increase of 85%." Why not tell
Carson Rennie to take his foot off the
Eag and add your commercial to the Twin
ities” most popular a.m. radio show.

*Pulse—7.9 a.m Nov -Dec. 1962 vs. Mar.-Apr. 1963

W MINNEAPOLIS o ST. PAUL

LARRY BENTSOMN, President
Woyne ‘Red’ Williams, Vice-Pres. & Gen. Mgr.
Joe Floyd, Vice-Pres.

Represented by AM RADIO SALES

—A [0 YTY sTAaTioN———
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NEW PRODUCTS

Coatinned from Page 30

The privary reaso TS
gets lie
nets s
tine-Inving sostem adlows nat st

that o market Dy ket

veographical selection, it also dol
har weightings that are conmpetitine
v halaeed inaceord switli the hite
eveles of other brands” cngpaens

For example, Procter & Camble's
ty suceess s sometinges thoughitless
Iv dismissed as the ernshimg vieton
of an cnormouas budget

It's trne that with $57 aillion,
lot ¢can be done. But carcinl anah
s of low themoney's spent reveals
that P&C has o lot more on the hall
than mere fore

1 1961, three of PACGTS new prod
ucts had spot hndeets which rmaed
from ronnd $1400.000 to $2.200,
000, But the v erage of dollars spent
per spot nirhef ranged from less
than $9000 to more than $21,000,

In oy of these markets spend
ing of the three P&C brands was
cqualled and frequently topped by
smaller companies. In three more
new-product kinches during 1961
PG cach time committed 1007 ¢ of
the budeet to spot tv—but look at
the range: Stardust. $25.500; Thrill,
$635.500; G, S139.700

Size is thus onlv o part of the
the manner i which Pac
varies acd ‘.\‘k'luhl rom ]um:uu o
product and market to mmarket is an
important part of their suceess

seoeret

Success tells the storn

Since 707¢ of PGS household
volume  todin comes from
products, the importance of  the
Droadeast media in new -prodnct
Finmching s eraphically illustrated
by the 0 hehni
SUCCESS,

A sidelight on this comes trom
management pundits Booz-Allen
Hamilton, who once reported
ailure rate of new products differs
surprismuly little between indos
tries, bt there is a great differenoe

bailin os hetw
This appears to he Lrgely g retle
tion on the differences i nanag
ment effectiv eness

Mannizing that eflectiveness ap

l" Jjobh that 1 n'.\::(

pears to nda t
s accomplish withe cnormous i
pact. As the chart, S,

more than 100 kinown new prodocts

“GHOULARDI”

ontmted  fron

)

IFrida
4 130,000
TOL000 teens and (to the

women
| 1Y
children
t .

S-4.O00)
135.000 children
VW

Buclimea vindicated
\ ]



WEAVER STRONG FOR UHF

(Continued from page 33)

where you can get yvour patrons and
sponsors and work one way.

Or, are they going to be part of
the entertaimment aspect, and if
thev are, their problems are not to,
use the fourth re-runs of Maverick
—uwhich was a good show, T might
say, hut some of the others are less
good—that isn't the way to really
have any future or position com-
mercially.

They might be able to get by,
being a re-run relay point for a
while when no-one really wants to
buy them anyway because the sat-
uration is too low—that may hap-
pen. But there are certain directions
in which they can really be support-
ed by advertising money not now
being spent in television, at least,
not in this way.

Q: Why is there any need for
a major market network by big
trademark advertisers?

A: If you take a trademark brand
that has a major television exposure
—twa or three minutes a week—it
runs now, I-think about two-million-
two per minute, so that if you have
three minutes a week vou have six-
million-six, which is quite a bit of
money. and if you have six minutes
a week or one hour, that’s twelve
or thirteen million — the actual
need of the big trademark brands
wonld he, after first national cx-
posure, to move into the major mar-
kets, the top forty where probably
they will do seventy-five percent of
their business anyway, and fight it
out there for brand share-of-market
in their category.

The best way to win share-of-
market for ahnost all categories is
television, and if they could spend
their money and pick up—instead
of six minutes now—if they conld
take three minutes nationally and
take the other three minutes and in-
stead get six minutes in the top
forty markets, or nine minutes. to
have that extra power where they
need it—they’ll do it. There’s no
question about that. The only rea-
son | was not able to do that pre-
viously was not because it wasn't
ready but because there weren't
enongh stations to mount that kind
ot an opceration,

Q: Would it be fair to say that
the opening up of the w's will be

12

one of the great evolutionary
steps?

A: Oh, ves . . . they should have
passed that law ten yvears ago.

Q: You described yourself
once as an optimist about the
general future of broadcasting?

A: I'man optimist about the gen-
eral future. But the real, sad thing
about communications is when the
promise is not met, in a time like
we're in. We have gone through
this really complete revolution in
society. The values we grew up
with (at least, for the older of us—
and there’s a whole new set of basic
principles; wherce things like grad-
ualism and scarcity—fundamentals
that we really based a whole way of
life on) have gone. The one instru-
ment that can save us is communi-
cations, and the development of
communications that can reach peo-
ple, wake them up, change their
minds, change them so that they ac-
cept the drastic modification of
what they believed before because
it wasn't true, educatc them into
new modes of behavior and new
ways of thinking and new processes
of judgment, towards a more ma-
ture and disciplined kind of indi-
vidualisin.

Q: Why should television as-
sume this burden?

A: We should be leading this op-
portunity around the world because
we know the most about audio-
visual impact on individuals. We've
had the training, we really are the
people who in movies and radio and
in television do know this field; and
vet, so much of the cffort is siphon-
ed off into material that in all too
many cases is much too mediocre.

We should be working out meth-
ods and testing them and working
on them for using television as a
world-wide instrinment not only of
communications  but  of teaching
and of information-relaving and of
making available to the whole
world not only the total of man's
knowledge—which we can do now:
as they say. at the push of a buttow,
at the speed of light, vou can know
anvthing or be present anywhere
von want, if yvon look ahead a few
vears to the satellite transmission
svystem,

I might say that this has been
known to most of us at the plamning
level for  fifteen  vears:  Arthur
Clarke's brst diagram of this he

brought to me in 1949; the cartridge
television system that was in the
paper this week is something that I
personally outlined to RCA in fifty-
one as the shining center of the
home that was to come, and that
what we had to do was bring the

pcople up so that when we got to

where they were running in and
buying spools of cartridges and tak-
ing it oft the air that they'd want
the opera and ballet and the visit
to an art exhibit and history re-
dramatized, and that sort of infor-
mation and not just escape; that,
too, but not just that.

And we are in too many cases
pressing too hard on just escape.
Now, when vou say ‘what about the
advertiser and the agency?, re-
member we buy what’s available.

There are uses for us, when we go.

into print advertising, if we want to
advertise in the Scientific American
or the Reporter or US News or
Newsweek or Time, we can do that

... on television our ability is more

timited. There is no program like

Sports Afield is in printing, in spite

of the fact I'm sure there are fifteen
or twenty million fellows who'd be
glad to look at it—in fact thevd
probably pay money to go to the
movies and see one show a quarter
that covercd the coming sports
events. This is because we are in an
audio-visual revolution and these
things will come.

Q: Will the agency play a big-

ger part in the programing of

the future?

A: There's place for the agency in
programing and it will come back
again because of the nature of what
will happen. But 1 have not
changed my name about who has
to call the shots in this business; it
has got to be the management of
the audio-visual enterprise, whether
it's called Paramount Pictures, Co-
himbia Broadcasting, or X,

It cannot be MeCann-Erickson or
Young aud Rubicam; it just wont
work out that wav. We are working
for our clients and we will represent
the views of our clients. Now, indi-
vidually, many of us in the business
will in addition try to do things that
are good for the business and try
to project things that together,
somehow, we can get on the air.
But the management is still the
management—and  they  call  the

shots. L 4
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By LARRY MULLER

Just look at the commercials. Lis-
ten to the messages. For every one
that delights ot sells you, or vven
interests von, llow many hore vou
stch — or even worse, got vorr so
angry that vou swaer vou'll never
Ehuy that hrand?

Out of the more than 10,000 t

~COMMERCIAL
CRITIQUE

The secret ingredient of failure

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

Whom do we think we're talking
fo?

Most comnoercials simply - don't
talk to people. Don't vou get the
fecling that theyvre cither tryving
to sell to @ hundle of statistios (fe
2.3 children

or to some

male, 23.7 vears old
familv income $7.6583
kind of simple-minded vuks whoe can

8:03

omwercials  produced  last vear
mly 130 of them were very good,
wecording fo Hlarry Stoddart’s arti-
‘le on the American tv Commercials
Festival (srasson 9 VMay

I The stock answer to this, of
ourse, is: sure, most commercials
tink, bat, bov, do they sell mer
Tandise!

But do they ?

\ recent honse ad for N\ W
B\ver points ont that only one ot
Bof three commercials really sells the
:nn(lx. .

Why this fantastic waste?

Underlving  the sins of wordy
sriters, arty art directors, pass-thie-
nick producers, guick-change com
nittees  and - plaveit-safe plans
ards is the secret ingredient of
ailure.

Contempt for people.
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GOODYEAR

Go Go Goodyear Commercial is Simple and Successful

And it's clean, clear and direct. 1t talks to people. Talks to them straight

he  luckstered ot of  their rent
money?

Fortwately for the future of our
country, there re people ont there
in “Radio and Television  Laud
People, even as thee awd e A
good many of them a vood deal
starter. (OF course, we all know
this but whn do so manmy of us
wt as if it weren't true

One hallmark of every cood con
mercial vouve ever writtew, pro
duced, sponsored or envied s that
it talks to people i oa |
wan

~_-.,;_u| O mons

commercrtls can be simple sathen

being  simple-minded. Yoo don't
need to be a Phi Bete to dige the
Co Co Goodvear stutl or Cracke
Jack or Ozon 1a v oor Neron

Cood commerctals achieve belies

..

dabthty Dy talkmg straweght To peo-

Pl.- ot A v n !ln :..-'(I
1"

A ot toqust i b
1 e, ()

] 1 ]

\ ]

]
myg raom

\1 )
that the at
meant to be Himuy.

I« ¢ t, tl 1| ¢

the-mill tv commercials seem ab
solutely great when vou compare
them to todhy's radio conmercials
For every Arthur Codfrey or Culls
gan Man spot there are an imered
ible muuber of talking,
vibherish.

The common denominator of all
this swasted money, tiime and talent
is that these commercials are di
rected ataomvthiceal lowest common
denominator of the andience. And
the audience is getting pretty weary
of waiting for the advertisers to

ome up to their level

NPonsors

Veencies and sponsors arise! Be
the first on vour block to advertise

l A

1\ \ ¢ K| 1§ | 1
bes, o Sonth Seas island—or swoule
vou prefer to AL L 4

LARRY MULLER

Mnlle
and  assodiate
at Sudler
there by wav of MoCann-1rick
son, Cres Advertising e and
CBS Television. Some of his best
friends are people

vice  president
"reatiny director
Tennesses, arnis e

lare




interest to admen

YV7.0-311 News from nation's
“WASHINGTON WEEK| 35

¥ The FCC should forget the dld nostrums of program categories, and
arbitrary limits on commercials, and instead cure broadcasting ills
with diversity of control, and heavier doses of news to offset advertising.

This is Cmr. Lee Loevinger's preference in dealing with two of the
commission's toughest problems. Loevinger told the Association for Edu-
cation in Journalism last week at its Nebraska convention, that program
mediocrity and over-commercialism are symptoms of a graver blight. TV
particularly suffers from concentration of control, lack of competition,
and a dearth of true journalism, he said.

Journalism, by a "diversity of voices" is the one field where licensees
have full right to claim immunity from regulation of entertainment and
commercial programing, Loevinger believes. This is the basis of news-
papers' "First Freedom" under the Constitution.

Broadcasters should swing out journalistically, develop their own
Broadcast News Association, and drop the AP, UPI news service crutches.

Yy The public in general is satisfied with its tv entertainment, and

"any effort at direct control of programing is not only wrong but
futile," Loevinger believes.

By-passing the commercial program rating services here as discred-
ited, Loevinger delved into other research, British and American, for
proof that tv is accepted by viewers as a mass medium. For anyone to expect
consistently high level in 2,000 programs devoured amnually by viewers
who want it almost around the clock is "simply foolish," he declared.

Loevinger admits that egghead minorities have a basis for complaint
that tv is not living up to its potentials—he, himself, prefers reading.
Then he points out drily that not only the lowbrows but the elite who howl
for uplift are found to prefer entertainment programs 9 to 1 over the infor-
mational. But they all—1literate, semi and illiterate—1like news.

irj( Loevinger would leave the individual broadcaster's programing domain
alone, but not the radio and tv services, which he considers a com-
petitive industry based on limited number of privileged licenses.

He would attack concentration of control by revamping multiple own-
ership standards. He would attack over-commercializing by requiring that
commercial time be at least matched by news time. Crude as this is, he
argues, it is better than arbitrary advertising limits.

With antitrust fervor, Loevinger hopes dispersal of ownership will
get first choice at the FCC over multiple owners, in spite of latter's
programing know-how. He wants to bar any additional newspaper-broadcast
dual ownership. He worries over danger of concentration by network and
affiliate programing which dominates for all but 35 tv stations.

Loevinger hopes that UHF will provide a base for diverse and competi-
tive tv service that could provide the equivalent of radio's almost limit-
less range of programing—everything from rock 'n' roll to Shakespeare.
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The nation’s 30 states will spend
same STO3 nillion lor tonrist travel
wvertising, promotion, and pnblie
clations in 1963, The amonnt is up
b.ST from 1962 SY.5 million, ac
ording to Long Advertising and
Marketing Publications i its 1963
developnuent Adeertising Reports
= There's o bleak note in the report,
JOM ever, hroadeasting,
iew: oily one ol every live states
ses radio-ty advertising, with air
illings totaling bt $206,000. Of
be latter amount, one state, North
aroling, spends STOO00 i air,
o stand head and shonlders above
he rest.

The veport shows that the varions
tate  development  commissions
ve o total of $27.6 wmillion to
pend. OF this, $11.2 million is ap-
ropriated  for tonrist travel and
ndustrial development advertising,
mblic relations, and promotion,

When it comes to advertising for
ndustrial development, print media
bave g complete monopoly. The
Vall Strect Journal, Businexs \Week,
Vortune, Dun's Reciew, wmd other
nmilar publications, plas a number
Bl newspapers are, virtually, the
mly ones receiving industrial de-
clopment advertising budgets.

For tourist  travel  promotion,
owever, media choice is more
aried, thoueh print maintains its
Btrong position. Manv  states ase
* ewspapers i their surrommnding

reas, phos occasional use of New
ork newspapers, national maca
mes,  regional  editions of TV
aniete, and othier aedia,

With the exeeption of North
aroling, which makes broadeast
wdia its major ontlet eveeeding
rint, the other nine states devote
nhy pittances to ratlio and tv. New
ey, for example, spends $3,000
rair time; Georgia, S15,000; \West
irginia,  $13,000;  Michizan, not
ported;  Wisconsin, $5.100; Vi
mri $3.000; Arkansas STO,000; \W'y -
ming. not reported: and Oregon,
12,000.

It's not for u lack of funds either.
tate budgets for tonrist travel and

lrom  the
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tates put $10.3 million in travel ads,
ut only $206,000 goes to radio & tv

promotion are high in some cases
For example: Florida's tonrist tras

el advertismg-promotion badget s
SETO3.0H,  Hawaiis,  for prie
media, $307. 112 Virgmia's, $1.050,
000 Tar tw oy ears; Kentneky's, $:101

OSS.

The major amounts, in addition
lo heavy se of magazines and
vewspapers, vo for hooklets and
audio-visual  aids, et
A Lrge cunount also goes for adinin
istriition.

W. Va. stays with ‘Club’

The West Virginia Department
of Commeree, which Tast vear “ex-
perimented” for the Best time with
network ridio to promote tonrism,
returns to ABC Radio to sponsor
Breakfust Club for the second con-
seentive vear.

Halett C. Smith, commissioner of
the West Virginia Departiment of
Commerce, said: "We  feel that
commercial niessages on Breakfost

brochures,

Cheby plaved an niportant past
thes averall snecess of tonnsm m the
tate Last ven

MWaest A vowal
amisi conpaten on VBO ted,

thronugh 1 Odtober, and

condued I
Breakfast Cluby v Apnb Moy o
i \

from West Virgama's Greconbuer e
sort 1 A hite Sudplon Sprines

Mattel aids competitors
by licensing “tv stars’

Mattel, Tne, which reeentlhv sald
licensing rights to three more
paties to pradince items related ta
its ovwned  characters, sineh
merchandising is hiv hisiness, es
pecially since v of them e
also animated v personalities

Fhe tov anamfacthrer earventh
has about 29 companies in its heen-
sittg network, mannfactirimg more
than 175 items, many of which are
vebited to well-known fictional
stars Matty Mattel, Sister Belle
D, | (ishonest Jolin , and Beam
and Ceeil

The characters as well as the

Koepplinger Baking rises to occasion

Koepplinger Baking, Clesel md dhatnbtor for Aruol 1 Bes red
for the Hrst time wath o fonr-week spot ¢ pam oc KY A v et
W L
Compargn was hickedd ofl at statwn oty vkl Ine [ b Srosadbl
merchandisg L I Ny

N
DL WIS ‘
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tov dolls of the characters — are
Mattel's, but company does give
rights to manufacture related items
such as sweaters, pajamas, pools,
playballs, ete.. using the character’s
name and image. Nany characters
appearing on tv are also sold as
toys but Mattel was one of the first
and is the largest company to own
and merchandise its own characters.

Some of the big companies mer-
chandising tv characters:  Screen
Gems (Hanna-Barbera characters ),
Licensing Corp. of America ( Dobie
Gillis, The Rifleman, Bnllwinkle),
Weston  Merchandising  (Dr. Kil-
dare, Patty Dnke, Mr. Nocak).
JAC (Lncy, Ben Casey. My Fator-
ite Martian).

Mattel's characters all draw large
kiddie audiences. This is one secret
to great demand to merchandise
items. Steven Markelson, vice pres-
ident, of Pressman Toy Co., one of
the 29 which manufactures iteins
velated to Beany and Cecil, says:
“There’s no question about the fact
that tv made Beany and Cecil and
also makes our sales. If the ratings
went way down o the program,
chances are we'd drop the product
as there would be a sharp customer
réaction.” ( Pressman makes Beany
and Cecil peg chest, ring toss game.
tov chest, blackboard. bean bag
game, pull-peg  ponnder, finger
paint set, and skill ball game.)

Many of Mattel's dolls that are
not characters on tv shows, such
as Barbie, Ken, and Chatty Cathy,
and many other toys, are advertised
on tv, however.

Mass communications data

Iflorts of the Television Bureau
of Advertising to spur new hasic
research in mass  conmunications
moved another step last week with
the publication of Telerision and
{tnman Behacior hy Appleton-Cen-
tiry-Crofts.

The book contains complete de-
tails of 18 rescarch plauns selected
for prizes by the Governing Com-
mittee under the acgis of TvB. The
winners were originally announced
in October 1961, following a com-
petition of approximately a vear.
The competition was open to all
and brounglt returns frou many out-
side the field of broadeast advertis-

H
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Corking promo for Armstrong

Armstrong Cork  will offer viewers an
cight-page “Guide to Vinyl Floors™ in its
commereials on CBS TV's “Danny Kaye
Show,” beginuing 25 September, in the
largest seasonal advertising and promotion
campaign in the history of the company

ing. The book is edited by Leon
Arons, TvB vice president, and
Mark A, May, chairman of the
Coverning Commiittee which select-
ed the prize-winners. While not for
general reading purposes, the book
may be of interest to those special-
izing in theoretical research and in
academic cireles.

Johnson Pie cooking up
w. coast Yule spot promo

Pics, free recordings, and satur-
ation spot radio schedules will be
the ingredients in an unusual pre-
Christinas promotion in the Los An-
geles, San Dicgo, Phoenix, and Tue-
son markets by the Johnston Pie Co.
via Grey ageney, LAL) i a tie-in
with the Audiorama Corp. of Amer-
ea.

The twin promotion will offer a
free recording to some 2 million
Johnston customers who purchase a
mince, apple, or pumpkin pic. Al-
bums are Dickens Chiristmas Carol
The Legend of Sleepy  Hollow,
Conrtship of Miles Standish, Latin
Americon Danee Munsie, and Libary
of Congress Folk Songs.

Iach pic will he labeled “Free
Record Coupon Inside,” and be re-
deemable through a johuston P.O.
Boy address. Campaign gets under
way in carly October and continues
until Christmas. In addition to spot
radio schedules, point-of-purchase

promotions will be used, along witl
trade insertions.

Audioraméa produced the specia
recordings as it custom assignmen:
for Johnston. Scripts were writtes
and produced by production direc
tor Jen Novle. Talent was providec
by Celebrity Plavers Company anc
records are on a new lightweigh
unbreakable, seratch-proof plastie
Each of the Platter Books is offerec
for 30¢ or $1.00 and a Johnston Pic
label.

Fantastick covers N.Y.C.

llazel Bishop launches its new
Fantastick imperial-length lipsticl
in the New York metropolitan are
tomorrow  (3) with a saturatiol
campaign on WCBS-TV, WXNBC
TV, WNEW-TV, WOR-TV, and a
least one radio station.

The video drive will feature twe
one-minute commercials. and  the
campaign is projected to he ever
more intensive than that to intro
duce the company’s Color Plus nai
cnamel and strengthener in the ares
two vears ago.

Few biased goods pushed

via tv ads, says Tower

“There is very little advertising
on television which involves pro
ducts or services which are  dis
tributed on a diseriminatory basis,
sayvs Charles 11. Tower, exccutive
vice president, Corinthian Broad
casting,.

Obviously referring to an aceu
sation made recently ago in Ney
York by Dr. S. L. Hayakawa at the
International Conference on Gen
eral Semantics, Tower told the
Kiwanis Club, Brooklyn, that the
overwhelming hulk of tv advertis
ing falls into two categories. "The
first includes low-cost. high-turn
over items such as food, cigarettes
aasoline, toiletries, and the like,
he said. “"The second. mass-dis
tributed hard goods such as refrig
crators, television sets, and auto
mobhiles.”

“Generally speaking. these pro
ducts are  just as available
Negroes as they are to whites
Service establishments, where th
possibility of diserimination cxists
such as restaurants, hotels, motior
picture theatres, and  real  estate
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ley clopiments, make npaovery small
hare ol television advertising.”
Tower pointed out that tv shonld
B praised, rather than hlamed, for
hie role it has played in the present
v il richts sitiation. He said nesws
on erage of racial tension has been
wtl conrageous and  responsible
both networks
mdd local stations have probed the

locumentaries by
\
Prroblem i depth, and disenssion
nd interview  programs provide
Boiits af view on all aspects of the
U HITHUIYE SN

obviomh annot
olve the comples problem of vacial

“Television

ann eighitey ear absence, as a sponsor
of three CBS sertes and ome specia
Flienied  on the “Quet Corner
the vegetable portion of the dimuer
plate) the b
Sept 10 8]
Nieht, featnring CBS headliners
Jack Benuy, Carry Moore, Luail
Ball, Phil Silvers, Anedy Crithth, and

Danny Thomas

nupaign ki

seer ont the spectal Openn
ot el poenmn

This will he followed by promao
ton i The Phil Silvers Show |
me 3 October; The Danuy Thomao
Show, howing October. and i
The Andy Griffith Showe i selected
areas ol the country . In addition

Froszen dishies stressed

".‘I"I""I:l-‘. but it e el s Sl Birds Eve will supplement its net. :
UL [, R panie e o S work tvowith o hieavy sehednle of ‘ppea
wderstanding,” he said. . . 0
prame thine spats ih the major
Jirds Eye back to web tv bt nonneed i full
n3 series | CBS spec The tv campaign will be pre i
Birds Eve division of General  viewed in full-color, special four \/ )
Foods returns to tv this month after  pade mserts in September issues of el B 11 (

’Chemsirand

LP HEMSTRAND CORP. has vet to assign partial
[qu\orship to another advertiser for “Elizabeth
“avlor in London” slated for airing 6 October on CBS
“Voand Canada’s CBC TV and vne of the most expen-
ne hour programs ever produced. Chewstrand, via
' doyle Dane Bernbach, has picked up the program di-
cct from its producers—Television Productions  of
vnerica (Phil D'Antont imd Noromum Baer)—and will
= se it for institutional ady ertising in behalf of ity Acry-
m acrylic fiber and Cumuloft nvlon. However, it had
ifanned to sell olf half, as it did when it picked up
* ponsorship of the hour-long “Tour of Monaco with
*'rincess Grace,” but negotiations toward this end are
HIE continuing, The Erst production of the relatively
ew D’Antoni-Baer firm. the London special was shot
l' 135mm color film and will be syadicated throughout
:
|

1 world after its CBS telecast. which D'Antoni and
acr feel will attract from S0-90 million viewers. Al-
wugh declining to reveal the program’s total costs,
ey said production costs alone reached  $200.000.
dded to this are salaries for the writers (S, ). Perel-
un gl Lou Solomon), producer-director (Sidney
mith). and Miss Tavlor (zuaranmteed the hichest fee
ver paidt a performer for a single show), swhich raises
1c overall figure to astronomical heights. The shooting
hedhile took only siy weeks for the special, with Miss
avlor beginning her stint 24 June after completing
er acting chores for the motion picture, “The VIPS”
YAntoni and Bacer said their future plans, alreads
ssured of advertiser backing. call for at least another
weeial evolving arovnd anether famed personality,

' hey added they plan to make few pitches as such.
ith sponsor commitment to come first, to be followed
v the shooting.
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Account men must think

of client ads, says Lusk

Today's account man must have
a keen, vivid, and intelligent inter-
est in advertisements, and a very
low boiling point with respect to
mediocre copy, according to Robert
E. Lusk, chairman and ehief execu-
tive officer of Benton & Bowles.

In the agency’s internal publica-
tion, “Conversation,” he  stresses
that “advertisers are not going to be
satisficd with an aecoint man who
is just a good merchandising man,
or a good walking dictionary of
marketing facts, or just a good,
pleasant contact man to carry the
ads from the eopy department to
the client.

“Clients are telling me that they
want account men who think in
terms of advertisements,” Lusk said.
“I'd say there is a change of some
degree going on in advertiser/elient
relationships. It is not, however, a
basically extreme one. tt is really a
reafirmation of the ageney’s priine
duty to crcate better advertise-

ments, and that responsibility ex-
tends to every member of the
agencey stafl.”

Overseas ad execs join
in judging IBA awards

Top advertising executives from
Europe, Africa, Asia, and Latin
America will join their U.S. counter-
parts in serving as judges for the
fourth International Broadcasting
Awards competition, sponsorcd by
the Hallywood Advertising Club
annually to honor the world’s top
radio and tv commercials.

Accepting the elub’s invitation to
participate in the annual competi-
tion, the Intl. Advertising Assn. has
agreed to organize a committee of
leading admen from all regions of
the free world everywhere that
advertising is employed as a tool of
imdustry and business in the distri-
bution of goods and serviees to the
consuming public.

Robert L. Dellinger, president of
the Los Angeles chapter of IAA, has
been appointed executive chairman

Borden's Eagle on Mt. Everest expedition

Borden’s snpplied its Eagle Brand Sweetened Condensed Milk and Star-
lae Nonfat Dry ALK for this vear’s American Mt. Everest expedition, but
won't he capitalizing on it for commercials. Preparing a enp of coflee with
the condensed milk at the base canp on the Khumbu Glacier, 17.800
feet np, is cameriman Duaniel E. Doody, a member of the eypedition

of the International judging com
mittee, the 14 individuals who wil
assemble in Hollywood next Febru:
ary to serve as final judges of the
comimercials entered in the 1962
IBA competition. One seven-mar
panel will consider the top TV en:
tries; the other will deal with the
radio finalists.

Dellinger is executive vice presi
dent of Grant Advertising, Inc., anc
is in charge of its Los Angeles office

Kellogg’s launching prome

on ‘Food Is a Bargain’

Kellogg's, feeling that the “low
cost of eating” today has become
so contradictory to spiraling cost:
that it must be brought to the con
sumer’s attention, is launching ¢
ampaign in network tvand other
effective mass communication medi:
to point out that “Food Is a Bar
gain.” US. Agricultural Departmen
figures are used to verify the con:
tention.

Drafted to act as spokesmer
while contributing color to the story
and presenting the statistics in ¢
down-to-earth manner is the cas
of CBS" Becerly Hillbillies, whicl
Kellogg's sponsors.

Highlighting the September-Oc
tober campaign is a three-minute
film story which will climax the
IHillbillies show of 9 October, anc
also be aired on My Favorite Mar
tian, which bows on CBS this fall
A one-minute version will be showt
on CBS' What's My Line? as well a:
five top-rated dayvtime network pro
agrams. It is estimated that the
“Food 1s a Bargain” story will reacl
a total of 707 of all U.S. tv home:
about 2.1 times during the two
month promotion.

In addition. a short ilm will bring
details of the campaign to grocer)
headquarter exees. It features Kel
logg Sales Co. president Mare
Leaver. general sales mgr. Charle:
Tornabene, and advertising mgr
Howard List explaining the think
ing that motivated the promotion
and presenting previews of the ty
commercials, magazine advertising
package backs. and in-story mate
rials.

The magazine effort features the
Hillbillies in four-color advertising
in the 4 October Life, while som
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10 nullion Kelloeg's Core Flakes
yichuges on grocers” shelves during
septenher and October will present
imple, Tactnal data featurimeg the
3everhy Thilnllies o osiv dillerent
ersions.

Container Corp. to sponsor

‘etrospective art exhibit

A pioneer in the use of fine ant
)'\' l)lL\i“('\N A3 ||l ('UIIIHI('III(H‘.I((‘ oNver
5 vears of commissioning leading
wainters  and scalptors with  a
notithi-lony retrospective exhibition
n the Tine-Lite Ruilding 28 Sep-
cmber throneh 27 October. The
irt show will feature G0 artists who
wve  done work  specifically tor
the Container Corp. of
merica it osueh advertising pro-
s s the “Great Tdeas of Waest.
tn Nan” series, now in its Bith
‘ear. Container Corp.'s collection
iffers from most corporate  art
cquisitions hecanse the firm com-
vissiotted cach work rather than
herely porchasing existing paint -
hes and sealptures.

ise by

NEW QUARTERS: Lker & Ada-
“an moved to the Tribune Tower,

135 North Michigar Avenne, Chi-
e 0 L

Construction
OF A TV SCHEDULE
SHOULD INCLUDE A
LOOK AT THE

JACKSON, MISSISSIPPI,

TV MARKET

274,500

TV HOMES (Television
Magazine, March, 1963)

WLBT/ WJTV

Construction in Missis-
sippi provides milllons

of consumer doliars.

|II ONSOR 2 <prepevmew 963

cago, accapyvmg the 25t Hoor in
an expansion that almost doubles
the size of ats ollices The agewcy
whicly lnmdles cormnmer and anddus
trial acconnts, plas to hranch ant
into the firancial, medical and elec
tronie ficlds

Minneapolis - hased Camphell
Mithin has opened its sinthe offiee
we Detver with Hueh Fowler, ey
principal of the ool & Fowler
areney, o manager  and acconnt
dirvector. Board  chairman Rin
Mithnn said the decision to open
a4 Denver olfice was made primarily
to service the Denver-flones well
division, whiclt recently added ity
billing to the parent firm in Minne
apolis,  Minneapolis - Honeywell's
1962 Duduet witle C-N was said to
he around $2.5 million, mostly in
trade  publicativns. . The  Denver
Honevwell division s a major pro-
dueer of data acquuisition s hannd-
ling equipment for industry and
the military, plus medical electronic
items and o broad line of photo-
graphic praducts Barnes Chase
Ageney of San Diego has moved
mto new  guarters in the new

FINANCIAL HEPOWR T Ciated
States Boray & Cheniical Corp.
clared o quarterly divadend of 20e

Pt Uee
3 1

Lt prot
N |
Fromima and
Sichel, distributor of Chiristian 3ro
e . .
”I \

al other brands, and sweet wine
las shown o substantial merease
Wlide total sales of Vinerican des
sert wites Jost 100 g the Tast five

vears,  Chirstran Brothers  Sw et

Wines gained alimost 207

MOVENG: Miss Valentine Caldwell
ta media buving post with D' Arey
i San Dicvo

Crey Roudeaa resienced as dealer

149
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Gettleman goes Charleston

One of the Cettleman spots produced by Milwaukee's WISN-
TV features a Churleston version of the brewer's jingle, complete
with dancers having a “rip-roaring” good time, as in the "20s

Modern beat for sippin’ beer

Not overlooked by Gettelman is today’s trend to up-beat musie
m commercials, with another of its new spots being back-
grounded by a modemn jazz tempo of its “Golden Moments”

Brewer boosis locally done tv ads

hd

ILWAUKEE’s WISN-TV is helping disprove an
M antiquated theory that local stations can't pro-
duce quality commercial spots. WISN's latest effort,
which has garnered plaudits from a number of adver-
tising agencies, was for Gettelman Brewing, a division
of Miller Brewing, which over the past ten years had
concentrated its total ad budget in print media except
for a single tv wrestling show buy. Last April, after
station bought “The Steve Allen Show,” it sent a sales-
man to Gettelman’s ageney, Hoffman, York, Paulson
& Gerlach. ITYP&G felt the audience breakdown for
the 10:20-midnight time slot was right, desirable dur-
ing the simmmer, and the show oflered good merchan-
dising tic-ins. Since most heer commercials are filmed
md are relatively expensive, and beeause Gettelman's
budget required a flat-out dollar-for-dollar approach,
the azency decided to tape the spots locally. HYP&G

had an ET witlt a variety of different cuts of the Gettel
man “Golden Moments” jingle, featuring “The 3 Jay
with Jamie” with “David Carroll's Orchestra,” whichi
desired o use to continuc cstablishing the brewer
identity. In conferences with the WISN production
department, the ageney and client stressed  they
wanted to associate fun, young adults, and partie
with Gettelman. Lighting techniques, with product u
the foreground and action in the background, wefe t
be used to deliver the message. Following the debu
of the eommereials, highly favorable reaction wa
noted by distributors, dealers, route salesmen, and the
consumer, and sales shot up. This made the brewe
doubly happy, for it found that with a good buy ant
quality-produced, economical spots, it could compet
more evenly with its smaller ad budget against it
heavier-spending competitors in the area,
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and  trade relations  manager  of
EWC AL Shicidler Pen Company to be
eome vice  president and - general
Diemacer of  KASE Radio,  Anies
How:r,
{ngh Fowler resignetd as prineipal
'nl' the Tool & Fowler ageney to
beconte Denver mnanager and  ac
count director of Campbell-Nithun
Miss Lou Weir to print edia
supervisor  at MeCann-Erickson,
Los Angeles,
Thomas N, MacBurney to acceonnt
supervisor at Crant, Los Anceles.
PDon R, Cunndugham to viee presi
Lilent and numagement representa-
thive of Foote, Cone & Belding's
Los Angceles office,
Willis J. Davis to Needbam, Lonis
& Brorhy's Chicago office as exee
itive producer of radio mul ty pro
luction.
Rod I"arrow to accomt executive at
Fleteher Ricluards, Calkins & Hold-
ain San Frimeisco.
Allen J. Oppenheim to foreign trade
wconts  specialist at Campbell-
Iowald, San Francisco.
Peter Pracd to production super-
bisor it Foote, Cone & Belding in
| .os Anceles.
Arthur E. De Shon to sales man-

il

wer — development at Alberto
Elll\'('r.
fiss Gita 1lall to pnblic relations

ssociates, She was formerly with
Robert Taplinger and David Alber.
fames ), Moore to television busi-
wss namager of Papert. Kocenig,
ois. tHe had bheen an attorney at
. Walter Thompson.,

_ew Ground to vice-president of
Nricht, Allen & Rvan in Ballas,
le previously operated his own
igeney.

F'cnunt executive at Saul Krieg

(homas A, Stabile to production
nanager of  The Shaller-Rabin
Company . e had served as pro-
hiction manager with Campbell-
Swald.

ack  Scheckowitz to director of
wles promotion for Elgin Natioual
Viteh, lle comes to Elgin from
lcCann-Erickson, wliere he was
unarer of the SCE Division.

tacy Stevens to vop. at Doherty,
difford. Steers & Shenfield. How-
rd C. Shank to v.p. and creative
drector of Leo Bumett's creative
rvices division. T, F. Keady to
serlein as director of marketing,
rmmerly v.p. and account super-
isor with Grant in Chicago. War-

P0NSOR 2 spvreyiner 1963

| .

ren Adams lrom Warnweh & L

to VMaorse Tuternatiowal as acconut
evecutive. Robert Gillane to B
& Jacobs Onadia, as wedia duect
Carleton WL Endemann
cortesel and Robert 1, Vate, Jr
associate general counsel ol Fast
crne Paso Region, thuable (hl &
Refinme. Gustave L. Levy 1o dire
tov ol Tt Foods aud Tidostric
Christopher Faton and Andress M.
Pellizzi to commercial production
supervisor of Foote, Coue & Beld
ing, Chicago, Faton is o {ornmer
Londow telesision producer, Pel
lizzi anart aud e director-prodine
frown Creeaville, S. C.

William T, Deaey 1 o caster 1
gional nunager for Reeves Sound
craft, division ol Reeves ladustries
Danbury, Coun.

Wirren R Deasy to radio and ty
director of Dounalmie & Coe, L
Angeles. He o was waith Wade Ad
vertising there.

Mrs. Petie Houle resigning as media
buver at MeCann-Erickson in Los
Angeles, to take similar job with
Smwwock, Debuam & Waddell,
Phipps Rasuinssen to execntive vp

z N .
W it At | it

Iarishe Jeaks

AMiss Florencee Blank
|

Ceorge A VWelels

IUUIII\ \ |’ ul(k
tirement. e w S |

Paul D. Fillinge ‘

tive ol the W Oty 11
San Franciseo, 11
dent o TCHeN |
laud
Jaumes T2 M eCinn, i

Yo

granm eveeatne  at
Rubican 1. Prestonsdy, e was a pro
ducer-writer for \WRBBN-TV, Cla

[§

KMEN-TV O Ch

Spanish-longnage
N rt t W
7

ASWEN A

thils . (
L.A Y/

1

Advertisers netted for Spanish UHF ‘tenniscast’

[\ mickh prcked np fine
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Hurleigh hits quest for data "trivia’

“All any advertiser has to know is
simply when, where, how often,
and to what call letters most audi-
ences listen . . . and what it costs to
reach them regionally or coast-to-
coast,” says Mutual Broadeasting
president Robert F. Hurleigh, “All
clse is a treasure hunt for fractional
knowledge that is better left to
charitable foundations whose p & 1
statements are not as much a matter
of survivial.”

ITurleigh’s comments were
prompted by what he terms a need
for “a couple of straight answers”
to an incredasing number of requests
to broadcasters for “tangible proot”
of listencer loyalty and audience em
pathy in addition to standard re-
search data used for the media.

Writing in the latest  Mutual
Radio newsletter, he criticizes re-
search contributing to “the race for
informational trivia,” asserting that
“the trouble with too many ve-
scarchers is that they become so en-
grossed in a hair on a knuckle they

forget it is part of a hand.”

“Unless a man is a masochist,”
says Hurleigh, “he will not tune to a
station he does not care to hear. If
he doesn’t lke what he hears, he
will tune it out. And that’s about all
the listener ‘loyalty” and ‘empathy’
anyone should expect . station
and advertiser alike.

“NMore, onc has merely to ex-
amine the majority of products that
employ network or national spot
radio to sec how extraneous and
wasteful some of these knit-picking
projects really are. For with the ex-
ception of automobile and appli-
ance advertising, probably 95% of
all goods offered on the air scll for
less than $2.

“In this light, what does “audi-
ence  composition’  really mean?
Does a man who carns $30,000 a
vear smoke ten times as many ciga-
rcttes as the fellow who earns
$5,000? What does ‘empathy’ mean?
Will a woman pick up a cercal her
voamgsters do not want to cat®

No skidoo for this ‘twenty-threeer’

Marking its 40th anniversary this year is NBC o-0 WRC, Washington
D.C.) oldest station, whose personalities got into the mood by dressing

as i the inaugural year—1923. Pictured in their yintage automobile are
from left to nght) Betty Groebli, Al Ross, Ed Walker, and Wilkod Scott

What does ‘loyalty mecan? Will a
buyer go without if he cannot find
vour product on the shelf or the
price is out of line?

“Young or old alike — in every
income and educational bracket —
listen to radio,” the MBS president
continues. “And most of them
smoke, shave, hathe, brush thein
teeth, drink coffee, use cosmetics
fill their cars with gas, and can read-
ily afford to buy alimost every prod-
uct offered over any radio facility ir
the country. If you tell them ofter
cnongh, vou'll get them to sample
what vou have to sell. No medi:
can do morc than that.”

Hurleigh charged that what re:
searchers “seem to forget” is the
multi-millions reach of radio. “How
to motivate these millions to buy i
one thing,” he states. “But it has
nothing to do with the subject al
hand. If vour product is for radio
there is no reason to discover wha!
the listeners’ traumas are, nor fo
what stations thev'd lay down thei
lives and sacred honor.”

Half-million-dollar deal
for ABC Intl., Latin Am.

The largest single programing
transaction between a US. tv pro
ducer and Latin America has hee
completed by ABC Internationa
Television, according to Donald M
Iline, the division’s  programing
manager.

The transaction inclndes agree
ments for the sale of more tha
$500,000 worth of programs to sta
tions in nine Latin American coun
tries for which ABC Internationa
acts s program buving agent. The
agreeiient was signed by Jolu
Manson, president of Magnum Tel
cvision International, S. A., repre
senting Desilu in Latin - America
and Hine,

The stations are located in Arg
gentina, Brazil, Costa Rica, Equa
dor, L£] Salvador, Honduras, Nica
ragua, Panama, and Venezuela. The
programs purchased inchide: Desi
[u Playhouse, The Untouchables
The Texan, Fractured Flickers. anc
Lucy. All of the stations purchasec
ABC TVs new color series. Th
Greatest Show on  Earth, whicl
premieres in the US. 17 September
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1hoe noted that the transaction
indigates o new direction of interna-
tiowal  progra by, Through
ABC International, Magwmmn was
able to negotiate avreements wath
tv browdeasters o many vital mar-
kets. This Knd of centralized ae-
tivitn vesults in greater ctiiciene
for the producer, the distributor
and the stations, he said, adding
that andiences benefit by seeing
better  progroms and advertisers
also benefit twongh greater andi-
ence acceptancee.

Lowell Thomas' 34th year

Co-sponsorship of Lowell Thomas
and the News, one of the Tongest
cantimting  daily  sponsored pra-
grins. by been renewed by the
Oldsmobile and Fisher Body Di-
visions of General Motors, Olds-
mobile is represented by D P
Brother & Co.. Detroit, and Fisher
Body by the Kudier Agencey.

Todiy s broadeast (2) on CBS
mirks the beginning of the Bith
onseentive vear in which Lowell

homas and the News has been
wesented on behall of Oldsmobile.
Fisher Body assumed sponsorship
m | June this vear.

Benewal of the General Motors
ponsorship alsa marks the bhedin-
iing of Lowell Thomas™ 3#h vear
international
tature. When Thomas uttered his
rst “so lone intil tomorrow” at the
lose of his microphone debut on
SBS 29 September 1930, he bad al-
cady won renown as a war corres-
wondent anid platform personaliny
Shad as the bisgrapher of the legen-
lary Lawrence of Arabia.

s o newscaster ol

Tv aid for Olympic fund
Support for eflorts of the United
States Ohmpic Committee to raise
amds for participation by U.S. ath-
'tes in the forthcoming Olvpie
Sames will be fumished by ABC
IV and Dancer-Fitzgerald-Sample.
As a public service, DFS is creat-
i o series of fund-raising appeals
W prominent athletes, entertain-
wnt colebritios and national fig-
ares which will be shown o ABC's
.:5-\\ eek pre-Olvimpie series of pro-
crams beginning 5 October. ABC
vill present exclusive US. b con-
rage of the Winter Ohmpies start-
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ing 20 lanay 1964

The appeals tor funds o inaeh
the Olvipic Committecs $2E il
lion goal will be seen doruneg the
closing mumtes of each pre
Olvipic ABC TV program.

Union Carbide fills nets

This fall consmuers from coast to
coast will see and hear about the
new Clvercady” Gepak of D -cells
and “Eaercade” Alkaline Batteres
for radios, tovs, games, lights wnd
other uses, as Union Carbide
Limches its ninth straight vear of
mationside network ty

The extensive advertising cam-
paign features T top-rated shows
and spans all three networks, The
schedule begins 1 September and
will contimie into the Christunas
buying svason

Three shows  are on NBC
Saturday  Nicht at the Movics,

Elecenth Hour, and Monday Nicht
at the Mocies: tour are on ClS—
CBS  Reports, Rawhide,  Alfred
Hitcheock  Prexents, and  NCAA
Foothall Pre-Game Showe. and four
are on ABC—Comhat, Burke's Law .
AFL Pro Foothall, and Arrest and
Trial.

NEW AFFHLUIATES: KRPL. Radio
Moscow, Idaho, and KEYL Radio.
Corvallis, Ove., to become bomas

athiliates of ABC Radio.

MOVING: Joel Tall, indio techn-
cin at CBS Radio for 21 vears will
retire. Tle invented PdiTall, a stan-
dard tape editing bloek pow used
all over the workd; taped amd edited
the first docmmentary to go on the
air direefly from tape

SALES: Pontiae Divesion of Gen-
eral Motors  MacMams, Joha aud
Adims) has bought  full-sponsor
ship of NBC TVs Today show
(featuring a salute to Noel Cow
ard) and The Tonicht Shouw Stag
ring Jolmny Carvon for 3 October
Noadvertiser has presionsh bonght
total sponsorship of hoth provrams
for one dav. Pontiac’s participation
i botli shows will continue through
March.
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22 Petry employees buy rep firm

Sale of Edward Petry & Co. to
group of 22 employees headed by
Martin L. Nierman was announced
Friday. The transaction was
bronght about through the pur-
chase of the station representative
firm’s stock by the company from
chairman Petry, Edward E. Voy-
now, president, and their families,
for a substantial down payviment
and an obligation of the eompany
to pay further sums over a number
of vears.

Both Petry and Voynow will con-
tinue as dircetors and in their pres-
sent positions. Bette Doyle, secre-
tarv-treaswrer of the pioneer rep
firm, will continue in this position
and as a director.

Elected new directors were Nier-
man, executive vice president; Ben-
jamin 11, Holmes, vice president of
radio; Louis A, Smith, vice presi-
dent and tv sales manager; Llovd
MceGovern, radio sales manager,
San  Francisco office; Keith E.
Lewis, Chicago tv salesman; and
Edward C. Page, vice president
and tv eastern sales manager.

Other officers ot the company
are: Roger ]J. Lalleau, vice presi-

[

Petry stockholders

dent in charge of client relations;
Robert L. Hutton, Jr., tv promotion
vice presideat, and William B.
Rohn, marketing-sales development
vice president.

In a joint statement, Petry and
Vovnow said: “Both of us have a
basic pride in the Petry company
and have long sought a way to in-
sire that its traditions of service to
the stations it represents would be
perpetuated.  Certainly  the  best
way to achieve this is by transfer-
ring the control of the company to
people who are serving the statjons
and advertisers now.

“The Petry company’s operating
stafl now has a double stake in its
future, both as employees and as
stockholders, and the combination
of their enthusiasm and our own
continuing efforts will guarantee
vigorons, loval, and devoted serv-
ice to the stations on the Petry list.”

In addition to the 22 stockholders
taking part (see picture below for
complete list), arrangements have
heen made for other company em-
plovees to become  stockholders
from time to time.

Founded 1 Febroary 1932, Petry

Scatedd (Fr): Joseph WL Sicver, Petry radio sales mgr., Atlanta; Martin Percival, eastern
radio sales mgr.; Bob Lewis, radio group. sales mgr., N.Y.: Mrs, Dorothy Ross, asst. to
the president; Ben HL Holmes, radio V.P; Martin Niertinan, exee. VP Edward C. Page,
PN —custern sales mgr, for tv; Lonis A, Smith, V.P.—tv sales mygr, Chicago, Bette
Doyle, secretary-treasurer; Roger LaReau, VP, for client relations, and Maleohn B,

Jame

tv group sales mgr., N.Y, Standing (1-r): Williim B. Robu, marketing-sales
velopment VP, Keith . Lewis, tv salesman, Chicago; David Milam, tv sales mgr,

Dallus; L. D. Larimer, tv sales mgr., Los Angeles; Robert L. Hutton, Jr., tv promotion
VPG Wil Heggman, radio salesman, Chicago: John P. MeWeeny, tv salesman, Chica-
Junins ). Zolp, tv sales wmgr., St. Louis; Richard W. Hughes, tv sales mgr., Atlanta:
| Bee, tv salesman, N.Y. Bill Cartwright, radio sales angr., Detroit; Lloyvd

erny, radio sales mer,, San Francisco: Williame P. Pipher, radio sales mer., Chicago;

Al NN Lisind, gronp sales mgr, NOYL Williann Steese, promotion mgr., radio div

is one of the three largest station
rep firms, in addition to being the
oldest. It presently has offices in
ninc cities: New York, Chicago, At-
lanta, Dallas, Detroit, Los Angeles,
San Francisco, St. Louis, and Bos-
ton.

Prior to its founding, sale of spot
radio  was handled by brokers;
many of whom operated on a free-
wheeling basis, cutting rates, sell-
ing more than one station in a mar-
ket, and so on. Petry’s standards
included fair time rates and one sta-
tion in a market, among others.

With the advent of tv, separate
radio and tv divisions were set up
in 1947, Petry radio stations number
28 today. while the tv roster in-
cludes 32, plus four Crosley sta-
tions on the west coast, announced
reeently.

In addition to the sale of time,
Petry provides @ number of market
ing services, issuing regular report
on food brokers, drug stores, gro-
cery stores, work patterns, trans-
portation, and many other subjects.
It also has prepared presentations
on station markets, information on
specific accounts or product groups
and indnstry studics.

Only last weck, the firm an-
nounced a controversial new plan
for selling spot tv time.

The plan embodies one standard
rate card for all of its stations, with
18 different classifications ranging
from P 1 to P 18. Depending on the
size of the market, cach station’s
present  rate  classifications  are
coded to correspond to one of the
P classifications.

The plan has been tested in
prime time by Petry for about a
vear i a few cities (a similar plan
has also been used by ABC o<
stations).

Five Petry-represented tv  sta-
tions were annoimnced as adopting
the standard rate card originally
two more were added last week
and others are expected to adopt ity
in the neat few weeks. Delay i
stations adopting the plan is causec
by the amount of time taken
code the rate cards, study pro
graming. ratings, and other data
Nierman said.

Nierman emphasized that onct
the station code is fized, it cammo’
be ehanged without approval, mak
ing it difficult to vse the plan for
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cuttimg aates. "Ong epntahian ond
that of the stations ave on the Hpe”
he added

Vdhvantaees to the binvey ave th
he will know the standavd vate ¢ard
andd, with the stotion's code Tor dil
levent time penods, can qinekly de
termine the rates, Nierman saad

Life begins anew at 40

for Nierman at Petry Co.

For Martin 1., Nierman, esecn
byve viee president of Fdward Petry
& Co. Hife s he t'iuninu anew ot §
e .uhn" the wronp ol 22 employee
stockholders who are taking over
Nicrnan witlh play an even more
domivant role in the company to
which he has abreadys nmade sivnifi-
cant contribntions

Born I \ngnst 1923, Nienoon
has  been i broadeasting  sincee
radiation Iroon New York Univer-
sitvin 1947,
with o B\ de-
vree i broad-
castine.  After
Hunking an an-
nonneer's  an-
dition ot NVBS.
Nierman b
ed. m what
was to become
his profession,
as o salesman
it Pan American Broadcastine, o
representative  finm handline for-
dun stations, Then in Mareh 1949,
1w became o junior salesiman at
Petry, and his rise hegan

He sersed in the radio division
or five vears, then moved into
n 1951 Appomtment as sales man-
iwer followed in 1936 and, in 1937
ie wos named viee president and
hational sales man: wer. Aad then
it the aee of 33, in 1939, he be-
Lane viee president and nnmber
hree man at the rep firm

A5 a person just terned 10 ekt
be expected to think, Nierman Tas
htrone feelings abont the ads ance
Of vonuyg people into key positions
Ue sees the sale of the Petry firm
lo emplovees, believed to be a first
nnong major rep firms, as a strong
tep in bringing vouth o the fore
o bunild for the future.

\cetive in industn allairs, Nae
nan has served for several vears
i o member of the hoard ol the
Felevision Burean of Advertising,
md this sprine took over as chair-
man of the TvB special practices
ummittee.
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WJAC-AM

with ity studhos, production,

Colonial in design, but not in equipment

New aullion-dollar bane of WJIAC stations, Johnstown, Pa
wiodifiedd Colonal siructiee

clectronies wonderband ynside il
ona fon-acre site pist antside Johistawn,
awires 160 by 120 feet and hoases eomplete offices and operations of
ad WPAC-END on the
nal program othices. A locad programs of WIAC-TY nosw onennate 1 re
and program offices on hirst Hloog

St )ll(l "l)()r.

HEeMWsS,

Ceatnees e
Sitatetd
the twa-story halding mea-

aong waith v sale-

Rating services ‘lousy,’
says newest FCC member

I« there more than one e Loes
meer? Residents ol Lancoln, Neb
might have reason to believe so.

W\ hile adhvancing argimnents m
behalt ol increased news activity
by broadcasters inan address to the
\ssociation for Edncation in Jonr
malisin - (see Washington \WVeek,
page FH, the newest FCC comnnis-
sioner also took time out in Lincoln
to takhe it ina panel disasion
carricd by KOLNSTV, Lincoln

Locvingers — prepared  speech
showed o scholarhy eriticisin ol
vatinge services. S Athoneh the com
mercial rating services appear to
have been exposed as ranging from
the Lrandulent to the unscientific
and s being ahnost entirels worth
less, there have been a Tew prope
and apparenth nselnl studies ol
public attitudes tosard  television

*To his KOLN-TV andience
Loevineer  said simplv "Thevn
pretty lonsy ™

Noting the declimng competition
among. newspapers, Loeviger ad
vanced  well-considered  thonehits
about  win broadeasters shonld
Torm their own independent news
service in his address. But when
asked on the air what wonld hap-

pen il newspapers were regnloted
Locevinger replicd. " Yon'd hear o
lot of noise”

While  dmplormg  broadeasters
tormally to increase their jonrnalis
tic efforts at the association session
he had this comment to make to the
panel winde attemptmyg to define
Asked what e thonght abont
laving aired an nrban renewal pro
gram he said, "Wl pota wold star
on vonr file”

HewWs:

In passing, Locvinger noted com.
phiints abont conmerdiols in Ins
dress to jonrnalists. Bt when asked
by KOLN-TV panelists of the 1°C(
conld do anything abont commes
cial itermiptions, he rephed 1
tirn them off

To the latter, he added thar thas
was o veny delicote orea and per
haps the FCC aombdot do mch
Neither Tor the FCC Bave thanght
this all the wav theoneh ™ he saad

No sloudh when at came to the
opuick retort or i the abihity to sicde
step the trichky guestions served
him by 1 James Ebel KOLNCT
vice president and general manager
and other panet members, Loeving.
er proved himself o capable per
former swhile facing the tv andrence
He both iterated and snpplemented
his earlier remarks
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Clayton M. Brace

Brace has been appointed v.p. and general
manager of Time-Life Broadcast stations
KOGO-TV-AM-FM, San Diego. He has just re-
turned from a two-year tour of duty in Beirut,
where he represented Time-Life Broadcast's
interest in Compagnie Libanaise de Television.
Prior to that, he was assistant to the presi-
dent of KLZ-TV-AM-FM, Denver, following du-
ties as program dir., production mgr., there.

I

Joseph J. Madden

Presently comptroiler of Metromedia, Madden
has been named v.p. and comptroller of Metro-
politan Broadcasting, a division of Metromedia.
Previously, he had been comptroller, assistant
comptroller and accountant of the broadcast-
ing division of Allen B. Du Mont Laboratories.
Stanley Landow was named v.p. and comp-
troller of Metromedia. He was formerly senior
v.p. for finance at Foster and Kleiser.

Thoemas A. McAvity

T AT RO

McAuvity is rejoining National Broadcasting as
gzneral programing executive. He will assist
NBC-TV program officials in review and devel-
opment of new program concepts and formats.
McAvity joined the network as a radio pro-
ducer in 1929, held major program and sales
posts until 1932, and again from 1951 to 1957.
He has also been associated with Foota, Cone

Lee Bland

V.p. and senior program supervisor Bland has
been named to head Leo Burnett's newly-
created Search and Developmant unit. Milton
Slater, program suparvisor in Chicago, will
be transferred to the Burnett New York office
where he will have East Coast program devel-
opment responsibilities. John Christ, program
producer, Hollywood, will assume similar re-

and Belding, CBS, and Famous Artists.
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sponsibilities on the West Coast.

S
Charles H. Feit

MacManus, John & Adams has elected Felt a
senior v.p. and director of creative planning
for the Bloomfield Hills, Michigan, office. Felt,
who joined the agency in 1961, has been v.p.
and creative director for the past year. His in-
creased responsibilities include creative plan-
ning direction for all company branch offices.
Included are New York, Los Angeles, Minne-
apolis, Toronto and Chicago.
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Loevinger thought the FCC
could do little about making sta-
tions earry morc public affairs.
news, and documentary prograins.
And he noted the commission hasn’t
cven becen able to agree on a new
qucstionnaire to obtain information
from stations.

In diseussing a CBS TV ncws
special on the Pennsylvania mincrs
Ebel reported he hadn't carried the
show beeausc in his opinion the
event had been overdone, and was
no longer news. Said Loevinger: “l
won't quarrel with Mr. Ebel or
that.”

About the interview show itseld
on whieh he was appearing, Loev-
inger had this word: "I wouldn’
call this hard news.”

ACLU fights FCC order

The American Civil Liberties
Union has asked the U. S. Court ol
Appeals to reverse an FCC ordel
denying renewal of a licensc tc
WDKD, Kingstrce, S. C., or
grounds of vulgarity in the materia
broadcast by a d.j. over a nine
vear period.

The ACLU’s friend-of-the-courl
brief argued that the standard usec
in refusing the license renewal
namely that the material was
“coarsce, vulgar, suggestive and sus
ceptible of indecent, double mean:
ing,” was so subjective and impre
cise as to violate freedom of speecl
and  cxpression under the First
Amendement.

The ACLU's main concern, the
brief made clear, is not the “Charlic
Walker” show or WDKD, hut the
protection of {ree expression. The
application of a standard that is st
“fatally vague, ambiguous and to
all-encompassing”™ can only  mak
broadeasters overcautious and per
petuate “vast wasteland” program
ing on radio and tv, the organiza
tion said.

The brief also asked the court te
remand to the FCC for further (‘Oﬂl'
sideration a second and separate
ground for denyving the license, tha S
of misrepresentation and or l.lcl
of candor in replving to the com
mission’s charge.

Hot spot film from Kaiser
A thirteen-and-half-minute tv filn
called America’s Cookout Cham
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pionship is being distributed to v
stations by Maodern Talking Picture
‘S('r\'i('n-. it's an on-location acconnt

of Kaiser Foil's 1963 Cookont Clion:
pionship “for men only” held recently
in Hawaii. Ford Worthington of
Youne & Rubicam, San Franeised,
directed the filin.

The actual harbecue competition,
as well as the coremonies w here the
110,000 casli prize was awarded Iy
Joan Crawlord, are depicted.

I Record for radio imports

Almost 10 million Japanese tran.
sistor radios entered  this country
during 1962, according to the
iSouthern Calilornia Broadceasters
Association. Recently available fie.
ures from the U.S. Department ol
Commerce indicate that more than
134 million radio receivers of all
Rinds were imported by this coun
trv during the 2<monthe period.

The bigeest single type of set
wis the transistor, with Japan ac-
counting, for 9,519,193, an increase
for that country of 63.57 over the
previous vear.

Other arcas i the Far East also
made sizeable contributions to the
\merican  pocket  radio  market.
l’llunq Kong sent s 631103 transis-
tor radios, and the Ryukyu Ishind
sroup,  whicli  includes  among
bthers the islmd of Okinawa, ex-
ported 480,070 to this country.,

B Japan also diversified its exports
of rodio receivers with a total of
1,930,321 sets of other types.

| Americans bought over 63 mil-
ion radios during the three vears
Erom 1960 throuceh 62, This vear's
veure shows every indieation of
wing o record-breaker,  even
thoush the  Electronie  Industries
Nssociation reports that set sales
ire slivhtiy off, with the exception
f automobiles, which show an in-
Tease. ELV  ficures,  refleeting
Nmerican manufacturers, refer spe-
ifically to sales of domestic radios

(3]

‘la. stereo outlet forms
~istener panel for data

A new approach to reach the
arass roots” of listenership is being
aken by the newest stereo station
b b Florida, WMJR-FM. Ft. Lauder-
fale. Bob Brooks, station general
1mnacer, notes: “We have institut-
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ed a Listener Panel, made ap of .
broad  crossssection  of  semthern
Flonds hsteners. Their collecting
opinions are evaloated for use i
formulatmye our programing  poh-
cres

He pomted ont that sinee no fin
listenership stuches are available fo
his area, Tjnst the mformation
the retnrned application torms hos
already provided us sath a start on
measuring local fine Applications
have comne from Dade  Connty
Miami ). all over Broward Connty
and as Tar north as North Pahn
Beach ( Palin Beach Connty

“Monthly - questionnaires com
pleted by panel members answer
mvriad of questions herctofore nn
answerable eveept by conjecture.”
adds  sales mamager Tom Blose
“Advertisers  using onr Listener
Panel serviee will henefit by having
specific questions answered  with
written proof of actual listenership

of consumer wants and needs,

likes and dislikes, not merely
salesman’s - promises hased  on .
caleulated guess.”

WAR-EA went one the air ]
August, [ts stereo muisie, news, and
features are designed for the buy-

me hstener’s tastes sard Blose

The statton gs a saly ad of tle
C e (] j
(
Racho I

‘Best of Broadway' SRO

WABCIEN has horsted the SHO)
st dor the Mondoay tnonel Thars

dav  lateadelit
1 | N §12,.09 of

movies, nuny e premicres. WABC
PV enerad sales manaeer Dk
Beesemver reports that agency in
terest in the New York fla

fall program schedube as strong

other areas as well

SMPTE cites Kozanowski

Henry No Kozanowskhi, manrger
of TV advancad development for
RCA in Camden, NoJowill recein
the 1963 David Sarnofl Gold Medal
Mward of the Soetety of Motion

Picture and Felevision Entineers.

owt ¢l )
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Batten

Chiladelpl \ithca-N

Radio receiver campaign draws battery tie-in
Cheching the more that L 000 catras c1omte ten KW Lot ] Ore,
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The award reeognizes meritorious
achievement in TV engineering,
Chairman of the award committee
was Dr. Pierre Mertz, clectronics
consultant and chairman of the
Board of Editors of the “[ournal of
the SMPTLE”

The citation with the award notes
Dr. Kozanowski's “sustained drive
to improve the quality and praeti-
cal operation of TV studio and film
camera equipment.” Formal presen-
tation of the medal will he made
during SMPTE’s semi-annual tech-
nical conference 13-18 October at,
Boston’s Hotel Somerset.

Among other accomplishinents,
Dr. Kozanowski is credited with
many of the developments that
transforined eolor tv cameras from
laboratory instruments into practi-
cal tools for broadcasters. lle re-
ccived the RCA-Victor Award of
Merit in 1956.

Aid for New Zealand tv

The New Zcaland Televison
Workshop has been formed to en-
courage the development of the
country’s tv talent. A non-commer-

Stations and Syndication

cial enterprise, it will at first exst
on initiative and enthusiasm and
operate on a very practical level.
When established, the New Zea-
land Television Workshop will be a
community training ground for visu-
al talent—film-makers, writers, de-
signers, producers, and performers
—a pool of creative talent for tv.
Initially, it will consist mainly of
people with some experience in tv
and people anxious to learn more
about the medium. The workshop
group will organize lectures, de-
monstrations, discussions, training
schemes, and speecial projects.

STATIONS
MOVING: Wilmer Andrews to
farm director of Northeast Radio
network.
Roger L. Belke to technical director
at WLBK-AM-FM, DeKalb, 1L
Ile was chief engineer at KCIM.
Carroll, Towa.
Dick Cousins to sports director for
WOOD-TV-AM-FM. Grand Rap-
ids, Michigan.
Nord Whited to program director
of KTTV, L.os Angcles.

Riding for the fal|

CKLAW-TV Detroit-Windsor, chartered a Bob-Lo hoat recently to host
1,000 timebuyers, ageney executives, press representatives, ad their wives
on a five-hour cruise while delineating the “Bright New Look™ story of
its fall programing. Sales presentation was most comprehensive in history
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Jack Luzare to program director of
B NTHC, New Haven,

IRaymond J. Cheney to the new post
of  station manacer for WNBE
Binghamton

Sarthur R Kendall to general man-
Liver of WSYE-TYV, Flmira, a satel-
it station For \WWSYRSEV, Syraense.
Haes Norton to the Los Angels
id.l” ol ‘TVB.

]. Richard Toruer to assistant nuan-

wer, merchandising & sales coordi-

pation, of the Yanhee division of
IRKO Ceneral.

Faal ). Miller has resigned as gen-
oral nunager of WAV A Wheeling,
L flective 16 Aungnst.

EDonald W, Cuthrell, Jr. to account
L accntive with WTAR, Norlolk,
iCcorge J. Land to president and
eeneral nuanager suud Neil Ko Me-
Bxdillan to exeentive vice president
ind sales manager of Baron Broad-
‘ asting Corp., WIHLA, Danville, Va,

Willizin W, Greer to exeentive see-
Petary  of the Virginia \ssn. ol
Broadcasters.

Willizun Dichl to operations direc-
2 or of the Northeast Radio Network
Eind WTKO, tthaca.

Bilcury S. Noerdlinger to manager
Bif the National Education Assn.'s
iewe Motion Picture, Television and
Hadio Information Center in Los
Pinecles.

M Jorriec Taylor and Al Kenyon to
he sales stalf of KMEO, KQAL
1] FAD, Omaha.
flarry M. Harding to pramotion
Suanacer of \WBTV, Joseph Young
$0 promotion manager of \WRBT,
bund Joseph FE Dawson to sales pre-
Eentation writer for \WBTV, Char-
Botte.  Dawson  alsn writes  for
PVBTW, Florence.
ack A, Craham to acconnt eaeen-
e of RKO Ceneral’s San Francis-
Lo radio station KFRC. He was
wad of the |0 AL Lneas representa-
e firn,
Rlarren L. Gable to accommt ex-
Rontive at KFAC Radio, Los An-
Rrcles. He was with Nelson Roberts
el \ssociates,
wbert C. Simmons to chief of the
sweramento news bureau of KNNT,
as Anecles.
Foward Marsh to sales manaver of
sroup W San Franciseo outlet,
rl’l.\.
Villiam P. Flessian, Jr. to assistant
Rales manager of KPIN, S, F.

harles Rogers to assistant produe-

POMSOR 2 srerrnnrr 1063

—

I __E

DIAL A

WPTR

S5O0 000 vrnt
2.1 I

S15va.a 1

Advertisers and agencies can ‘Dial-a-Rate’

WIFR. Schivne Foterprises 30-kw station serving the Albans -Schenectady
Trov-Sarataga area, has created o new arenlar rate card for nse by ats
acconut evees, includivg all combination huss on the station from o base
rate to 32-weckh schedoles, Reverse side of the “Diad-a-Rate’ card can-
vty of station intonmation ponted  over the station’s eovrage map
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tion nanager of KTVT, Dallas and
T. C. Vi Vieek to the local sales
staff of that station.

Aiteh Litman to WAVYDC, Wash-
ington’s public relations and pub-
licity stail.

Nord Whited to assistant program
director of KTTV, Los Angeles.
William G. Garry to editorial di-
rector for WBKB, Chicato,

Vs Ceeelian Ward to weather cirl
at WRBKB. She is the first Negro to
he featured as an "on camera” per-
sonality: by a Chicago commercial
tyv station.

Norman Wagy tn news drector of
WIWSTVY, Cleveland.

\. C. K. Stone to production nuan-
ager for Storer Programs in Holly -
wood. He was comsultant for Tele-
viston \rtists and Producers.
Joseph Lutszke to \WNBO video re-
cording sales representative, Chi
cavo.

Robert Moses to account exeentive
for WPTR Radio, \lbans .

Bavid J. Shurtleff and Amold F.
Schoen, Jr. th vice presidents of
the broadeasting disvision of The
Ontlet Company. Shurtleff will be
i charge of \WIAR-TV-ANL Provie-

dence, Schoen in charge of WHBO
TVANLEFNL Orlando, Fla.

REPRESENTATIVES

AFFILIATION: Day - Wellington
in Seattl and Charles L. Barrow.
Portland, have announced an athihe
ation. In the Seattle market, Dav-
Wellington now represents 33 ra-
dio and ten tv stations and s west
coast representatne for the Vhd-
nicht St Broadeasters of Alaska
Burrow represents FE oradio and
three tyv stations i the Portland
market, and will sell wm Partland
for the \hdmeht Sun metwaork ol
four radio and five v statms

\PPOINTMENTS: WJAB  Port
laud and AWEXT, Hartford, Conn
tn Echels & Cn, far New Eneland
sales - Two Cionmectie nt stations
WATRIEV, Waterbury and WNAB
Rudio, Hartford, to Kettel-Carter
for exclusive New Eagland sales

SRA AWARDS SLATE:  Llovd
Crithu, president of Peters, Gnifhn,
Waondward, has been appomted
chairnman of the Station Represen-
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world over, and ours
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(522.50 for 3 nega-
fives)
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is something else
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superlative.
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is still another mat-

ter .. .. ours is un-
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tatives Assn's Awards Committee
for 1963-1964. Serving a seeond
term as chairman of the Television
Trade Practiees Committec will be
Steve Macheinski, exceutive vice-
president of Adam Young. Thomas
Taylor, vice-president of Peters,
Criffin, Woodward, will head the
Radio Trade Practices Committee
of the Assn, and Eugene Katz,
president of the Katz Ageney, will
head the legal Committee.

FINANCIAL NOTE: MCA board
of dircctors deelared a dividend of
37'2¢ per share on its outstanding
convertible preferred stock to
shareholders of reeord 20 Septem-
ber, payable 1 Oetober.

MOVING: Robert Lazar to the
Chieago offiee of Bernard Howard
and Company. Jerome J. Klasman
to the sales staff of Television Ad-
vertising Representatives. He was
an account exceutive with WTOP-
TV, Washington.

IHoward Hayward to the sales staff
of Robert E. Eastman. He is a
former viee-president and aecount
cxeeutive with House of Twiss.

Stations and Syndication

Lamont L. “Tommy” Thompson to
excecutive vice-president of Tele-

vision Advertising Representatives. |

e was with KPIX, San Franeisco,
as sales manager.

SYNDICATION

SALES: Group Ws first syndicated
daytime scries Thie Mike Douglas
Show is 100% sold out on KPIX,
San Franeisco. It's scheduled to

bow today (2) . .. Seven Arts re- |

ports five Time-Life Broadeast 0&o’s
debut of En France . . . Independ-
ent Television Corp.’s regional sales
campaign on the Jo Stafford one-
hour musieal speeials continues in
high-gear with reeent sales to Ohio
Bell. This sale follows 30-inarket
sale to Foremost Dairies of six Jo
Stafford speeials and previous sale
to Procter & Gamble of a single spe-
cial. Sales of ITC's one-hour first-
run series The Saint now run to 48
markets . . .

NEW QUARTERS: UBC Sales
New York office will move to larger
quarters 1 September. The radio
and tv representative firm will be
located at 7 IZast 43 Street.

Baseball going to the dogs

Celebrating at luncheon marking Alpo Dog Food's mid-scason decision to
buy partial sponsorship of Chicago Cubs coverage on \WGN are (l-r)
Warren Lofgren, Alpo broker for Chicago area; Alpo pres. Robert F.
Hunsicker: WGN sportscaster Jack Quinlan; and 8. A Tamnenbatun,
president of Weightman, Ine., ageney in charge of the Alpo account
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By NOEL RHYS

prevutin e Oiee president
Keystone Broadeasting System

US. tarmers are Hlevmye their imns
cles and making themselves heard
thronghout the land. They recently,
by an overwhehning vote, rejected
the tough controls they wonld have
had to accept to vet a maranteed
price for their wheat. This smashing
rejection in the face of the strongest
administration pressnre clearly
demonstrates  that the American
farmer retains his rugged indepen-
denee, which has stood him in such
good stead during his long and fre-
quently heetie past. This indepen-
denee has made the farmer o vital
and essential factor in the American
ceonomy.  Annumal farm product
sales eqgnalled $30,139.736.000 for
all the US, farms (3.703,561) in
1961. And the hstening post for the
Ainerican farmer  is aimdoubtedly
radio—farm radio with daily farm
programs  beamed  directly to the
foeal farmer and supplving him
with the loeal farm information so
pecessary for his daily operation.

Every month is harvest month for
radio in America’s hooming fann-
land. Every year a growing nnmber
al national  advertisers buy into
farmn market radio, not only for
their farm and rural products, hut
for their general consumer products
!.u.' well, A big reason for this is that
radio sales professionals are gather-
g authentic sales-making material
—the market data vital to any
ageney and client.

A typical example ot radio’s tor-
ward sales throst is seen in data
dathered by the Kevstone Broad-
vasting Svstem—whose farm  net-
work includes $65 affiliates ( cover-
ang 7S¢ of the nation’s farms ). And
these: fivures show why there's a
harvest for advertisers in farm
ridio. Our market study emphasizes
Jarin arca buving power. Radio now
knows such necessary planning data
s the mumber of pigs in Idaho, for
eedd mannfacturers:  the  relative
dzes of the apple and cherry crops
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“VIEWPOINT]

Farm radio: every month is harvest month

A column of comment

by industry observers

in sonthern Washington, for an m
secticide producer, the nnber ol
cons grazing in 37 Tevas connties
tor a fencemaker; what the sorghinm
crop profit per acre is in New Moy
ico; low many halers are bonght by
farmers  state-by-state, comty -In
conmty, and sneh snrprising facts t
iy advertisers as: barmers as
vronp are the countin’s Lirgest by
er ol ail indoustry prodocts, cach
vear farmers nse balf as much steel
as the entire anto industry
Criteria demanded

Alme with the recognition of
radio as “the personal medium™ has
come almost a fear of, or at least a
confnsion about, the personal eqna-
tion in radio sellineg, They are ont
there, these disteners, and here we
are, the sellers, Tooking for statistics.
market data, recional breakdowns
and the Tike. Wit advertisers and
agencies  inercasingly - demanding
criteria for marketing effectiveness,
radio must grapple with  harder
problems in planning what we want
to do. And what we want to do and
need to do detennines where, when,
andd how we sell.

Why  are national  advertisers
bullish abont network rachio for the
Tarm andicnee? Chielly hecinse the
audience is there, and Everest-like,
it doesn’t move aronnd! The farm
audience depends an radio to a de-
gree that few other andiences do.
No other medinm gives the tanne
and  his  family  the Tocal
weather, and agricultural informa-
tion they need to hear. And no othe
wedium gets such constamt atten-
tion in home, barn, and field. And
thongh the number of total tafin
families is decreasing, the individ-
wal farm and farm family is richer
thait ever before, especially in terms
of discretionary spending.

| ETRANN N

Farm area stations are prond of
their proven ability to get neat to
their people. They know  their
names, and nse them on the an.

They plav to counnon comnmn
ity interests—the county fair, the
local market exchange, the regional
high school baseball  game—the

on broadcasting/advertising,

Iteblood of then listencis St n
annonneeis got ont mto the fild to

mterview faniers o st ta hiod

ont what  thevre talkme hont
Most stations that oflar speaifie
fart prograommyg hive a0 connty

atent or barme doector an the an
Fie's a man who knows best the
local formm conditions,  th
farmer’s interests, Unlike some atho
segmeuts of hroadeasting, tarnn sta
tions caverlv ofler therr an logs
contest resnlts, and histener mnl fon

lacal

anadvsis by agencies and adverts
ers. One parting thoneht, hased on
regntar cantact with farm stitions
all aver the conntry tor many vears
the average farmer spending @ god
deal of his time ont in the opon has
hecome  canditioned for the niost
part to rely on radia for his contact
with the onter world, And when he
returns to his tarm i the evemng
his eves snpsswept and wind-swept
for his carlhy to-hed and carls -to
rise routine, it is not nnressonable
ta assume that hieis Inlled to sleep

by radio! \ 4

NOEL RHYS

Manager of Kexstone's New
York oflice for 21 yvears,
Riins has sold and serviced
scores of national acconnts
m all the New York area
ad agencies, He's active
wany national organizations
wihiich are involved in
nationwide broadceast
participation of a public
service nature: represents
Keystone on varions boards
and committecs.
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Significant news,
\ g P - trends, buying
in national spot

VOLVO GEARED FOR DRIVE

' V()L\‘() avromosiLE all set to air & spot campaign on both radio and

¥ television in about 15 markets. Markets were seleeted according to dis-
tribution of the product. Minute spots will be used in both media, nighttime
for television and daytime for radio. Drive will run through November. Pete
Berla, media director at Carl Ally, Ine. (New York) handled promotion for
the campaign.

GS&L beams on suburbanites

Guaranty Savings & Loan Association (San Jose, Calif.) is in the midst of
a six-month radio drive that will continue through December on 13 radio
stations in the San Francisco Bay area and Salinas, A total of 150 to 200
onc-minnte spots per week are being broadcast on KSBW and KDON
(Salinas); KLIV and KXRX (San Jose); and KGO, KSFO, KCBS, KABL.
KPEN, KFRC, KNBR, KDFC, and KKHTI (all San Francisco). Target of the
promotion is the voung suburban family. Agency is Kennedv-Hannaford
{ Hayward, Calif.).

AL R O OO OO RO ORI

TV BUYING ACTIVITY

p Schick Safety Razor, will spend a record quarterly budget of $1.5 million in
its regular end of the year promotion, via Comptoir Agency of Los Angeles.
Extensive use of tv and radio spots is included in the multi-media drive.
Bruce Altman is account executive.

p Maxwell House Coffee starting a four-weck special promotion in selected
southern markets the first weck in September. Campaign will utilize fringe
minntes and prime 20s. Buyer at Ogilvy, Benson & Mather (New York) is
Gene Hobicorn.

p General Mills Red Band Flour campaign set to begin 13 September to run
through 12 October. Buyer Mike Washburn interested in daytime and fringe
minutes. Adency in charge of the account is Dancer-Fitzgerald-Sample ( New

York).

p Nabisco's Milbrook bread campaign will start 4 September and run for four
weeks. Buver Bob Storch at MceCann-Ervickson (New York) purchasing
davtime minutes [or the drive.

p Peter Paul candy buving carly fririge minutes and prime 20s tor air eight-
week campaign starting 13 October. Buver is Dorpthy: Medanic at Dancer-
Fitzgerald-Sample (New York)

b National Dairy Sealtest campaign begins carly September for a fwo-week
drive of prime chainbreaks. Thie timebuver is Dee Maek at N W, Aver

( Philadelphia).
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' Why it pays

to advertise your station

in a broadcast book

YOU PINPOINT YOUR BEST PROSPECTS

I n a field where a select group
of people really buys national
time vou look for the specialized
broadcast book to carry your ad
message.

One reason is the logic of mak-
ing your impression where the
interest 15 greatest. Broadcase
books are tailormade for people
involved with v radio adveros-
ing matters.

Another is economy. Ask your
mational  representative.  He'll

tell vou there are only several

thousand readers worth spend-
ing money to reach wich vour ad
message. The books chat offer
box-car circulation figures also
offer higher page rates and high-
Iv ditfused readership.

In a nueshell, speciahized rade
books run rings around non-spe-
cialized books in abilicy to target
a specialized audience in prac-
tcally any field.

Thebroadcastadverusing field,
which has some oustanding

books. 1s certainly no excepuon.

a service of
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And Here’s Why ...

@® EXCITING, COLORFUL LOCAL PROGRAMMING
Central New York’s greatest news department; Upstate New York's only live
musical variety show; celebrity-filled live women’s show; outstanding docu-
mentaries that out-rate network programs.

® GREATEST TV PERSONALITIES
Fred Hillegas, Joel Mareiniss, Jerry Barsha and experienced news staff of
seven; Denny Sullivan and the WSYR Gang; musical variety show starring
Eileen Wehner and Fred Krick: Bill O'Donnell, sports; Ed Murphy, movies and .
weather; Kay Russell, women; “Salty Sam,” Popeye host. Central New York's 24 Counties

greatest salesmen!
@ BEST TECHNICAL FACILITIES GEGABOEIARIRIES

. .
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In Central New York—first with color; first with video tape; first with a mod- 2,470,800 in Population

ern, completely-equipped TV center and the only channel with maximum . !

power at maximum height. $4,813,849,000 in Buying Power
® EXPERIENCE AND “KNOW-HOW" $3,129,621,000 in Retail Sales

A top flight veteran staff directed by executives averaging more than 20
years at WSYR-TV. No “Johnny-come-latelies,” these.

® OVERWHELMING SUPERIORITY

*WSYR-TV delivers 38 per cent more homes than the No. 2 station.

*ARB MARKET REPORT MARCH, 1963

Channel 3+ aqpitiare® 100 KW

SYRACUSE, N. Y.

Plus WSYE-TV channel 18 ELMIRA, N. Y.

Get the I"u)l Story from HARRINGTON, RIGHTER & PARSONS




