ARB and RKO

in joint project
to gauge radio
audiences p. 25
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only WALB-TV sells it all/

 the $842 million market
some timebuyers miss!

Tucked away in the southwest tip
of Georgia . . . and stretching south-
ward into Florida to include Talla-
hassee, there's a $842 Million Trading
Area some time buyers miss! It's not
a glamorous hard-packed market hke
Fresno or Youngstown, but a look at
page 100 of your ARB Television
Market Analysis for 1962 will show
L you that 1t's bigger in tv homes!

and here's where it shows up best!
Fields that once produced tobacco.
cotton and peanuts now serve as
plant sites for America's best known
ndustrial firms. New payrolls and
new people have swelled the popu-
ation to over 880,000. Ex-farmers

ger. better, producing more, paying
off more than ever before! Sleepy
country towns have come alive. Traf-
fic lights now stand next to court-
house square statues. and 'nside
the stores . . . there's a happy cash
register jingle that can be heard all
the way from Unadilla to Tallahas-
see!
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surrounding Albany, Georgia named
by Forbes Magazine as one of the
top ten trade cities want to sel
the area that Sales Management has
listed as a "preferred” market

put your schedules on WALB-TV

the only television station that et
fectively sells it all vath a 1,000 foot

Only It you want V/ALB-TV has
The New South is Here! An industral to reach into the 49 county market nore cquipment, ncluding video
revolution has taken place in Dixie, tape 15 better equipped for re

motes with permanent inter-City
micro-~ave nstallations, has more
seasoned air salesmen and drec
tors than most top metro market
stations Call now for avails You'll
look good on Channel Ten' Repre
sented nationally by Vernard. Tor

jhave moved to town to stay . . . | NBC e I R bert & McConnell, Inc.. and in the
ile down the road, farms are big- ABC Ravmona £ Caron Cenera Wanage South by James S. Ayers Company
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Freedom now: “Activities of the Federal
Communieations Commission are becoming
more and more intolerable to American broad-
casting. The leadlong rmish to government con-
trol must be stopped, and NOW.” This chal-
lenge was issued on the weekend by Jack Wil-
liams, executive secretary of the Georgia As.
sociation of Broadcasters, speaking hefore
southern district Ameriecan Women in Radio
and Television convention. While noting GAB
had worked closely with FCC, and will con-
tinue to do so, Williams charged reeent edict on
fairness doctrine is a quagmire. “It is unthink-
able, unworkable, unfair, and totally under-
mining to the basic tenet of free broadcasting
that the licensce is master of liis own house.”
He said the FCC proposed limitations on com-
mercials could lead to a public utility struc-
ture for broadcasting and eventual government
control of all programing. “The FCC has out-
lived its effectiveness in dealing with radio and
television. The problems of communications
are far too great to be handled by a single
agency which must grant up to one million li-
censes in every conceivable area of communi-
cations.” He concluded, “Let every turnable.
transmitter, and tower from every hroadcast-
ing station in the nation toll the end of oppres-
sion by the federal government. We would de-
clare our freedom . . . NOW!"

Richmond station sold: McLendon Richmond
Company, headed by John McLendon has pur-
chased, subject ta FCC approval. WRGM,
Richmond, Virginia, from Southern States
Radio. Price is $185,000, plus liabilities of
84,000. Broker is Blackburn.

Agency general manager: Harold H. Mar-
quis, Jr.. executive vice president of Hoefer.
Dieterich & Brown, San Francisco, has been
named general manager of the agency. Mar-
quis has been at agency since 1955, serving
first as copywriter. later as account executive,
and in other capacities.

F.ale news
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Communications Act revision: “It is prob-
able that the whole Communiecations Act needs
revision,” Ben Strouse, president of WWDC,
Washington, said Friday in testimony before
the Commuuications and Power Subcommittee
of the llouse Interstate and Foreign Commerce
Committee. Strouse, who is alsa NADB Radio
Board chairmnan, spoke on the Moss Bill to
control broadcast editorializing. Noting the
problems raised by Seetion 315 of the Com-
munications  Aet, calling for equal time,
Strouse said lie would have no objeetion to the
bill if it was amended to the extent “that where
a station allows a candidate to personally re-
spond to one of its editorials, Section 315
would be suspended.”

RAB comments on ARB: Radio Advertising
Bureau, noting the new ARB-RKO General
radio study (see page 25). had this to report
on Friday: “We don’t know enough ahout the
specifie plan to comment in any detail. A< a
generalization. any added valid knowledge of
radio audienee measurement which can he de-
veloped should be useful to the industry. If
a trend toward methodology research las now
been generated, it could be constructive. Ob-
jective studies by individual research firms of
their own methods conld be a valuable supple-
ment to an overall industry study of all meth-
od<.”" RAB has been planning extensive meth-
odology study on radio re<earch for a number
of months.

ABC news appointment: John Lvnch. pro.
gram manager of special projects department.
ABC News, has heen promoted to manager.
ABC News, Washington, reporting to Robert
Fleming. chief of the hureau.

New Grant post: William B, B. Fergus<on
has been named senior vice president in eharge
of marketing services at Grant Advertising.
Fergusson was vice president. international ad-
vertizsing for Colgate-Palmolive, International.
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New tv lens: A new tv lens, with the “primary
ability in distorting and moving the focal plane
for emphasis on a particular action or sub-
ject” has been developed by Fred A. Niles
Communications Centers. Niles said the
achievement would contribute a new approach
to the tv commercial business. “Until now, in
order to focus audience attention on a particu-
lar portion of the screen, the industry has had
1o rely solely on lighting, costly optical, or ex-
tensive special effects work. Not only is it now
possible literally to soften, at will, controlled
portions of the frame so as to direct attention
to specific areas within the frame limits which
remain in sharp focus, but a narrow plane of
focus can be moved through a scene vertically,
horizontally, or diagonally.”

CBS Radio Spot Sales: New York station
clinic agenda 30 September will include ad-
dress by BBDO vice president and media di-
rector Herb Maneloveg. Theme for session is

“Radio—Today and in the Years Ahead.”

U. S. Plywood results: U. S. Plywood, which
rcported “impressive” results from the use of
television (SPONSOR, 24 June), last week told
stockholders sales were headed to new records.
For the year ending 30 April 1964, sales
should climb to well over $360 million. Sales
for the first fiscal quarter were $92.3 million,
a new high.

Respite from theories: A respite “from theo-
ories, resolutions and emotional slatements™
about smoking and health so long as the “theo-
ries regarding possible causes of lung cancer
and heart disease are in dispute among scien-
tists” was urged loday by George V. Allen,
president of the Tobaceo Institute. “Perhaps
then the scientists can determine the areas of
rescarch that must be undertaken and work to-
gether 1o solve these health problems, Allen
said in address prepared for the National As-
sociation of State Departments of Agriculture.

in tv/radio advertising
23 September 1863 "

Late news

Plans for NAB conclave: The convention
committee of the NAB has laid the ground-
work for the 1964 convention to be held at
the Conrad Hilton Hotel in Chicago, 5-8 April.
The committee (1) Rescinded accreditation
procedures which, in past years, had provided
management-accredited representatives with a
different color badge from other delegates.
(2) Reaffirmed exhibit policy which permits
associate member equipment manufacturers,
transcription companies and television film
producers and distributors to exhibit in the
regular Convention exhibit areas. (3) Agreed
to ask the FCC to appear as a panel again and
to invite the FCC chairman to speak at one
of the three management luncheons. (4) Voted
to continue the same program format.

Standard Brands radio test: An all-out test
on KSFO, San Francisco for Standard Brands
Royal Gelatin may be the proof-of-the-pud-
ding on spot radio for Standard Brands. Cam-
paign involves only one product, on one station,
in one medium for 52 weeks. 25 minutes of
advertising a week will be aired during the
morning, afternoon, late afternoon and eve-
ning. Advertiser has reportedly tried every
form of advertising “but printing on rocks,”
believes such an all-out test will be “signifi-
cant.” A problem has been trying to separate
Royal gelatins from common jellos. San Fran-
cisco has been weak market previously for
product; therefore considered good for test.

CBS Radio affiliates: Arno H. Johnson, J.
Walter Thompson vice president and senior
economist, and CBS president Dr. Frank Stan-
ton, will address tenth annual CBS Radio afh-
liates meeting in New York, 1 and 2 October.

New ad manager: William W. Aston has
been named advertising manager of Dallas
Power and Light Company. He has been with
company since 1946.

Second class postage paid at N.Y.C.
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n the Philadelphia Market... not only the adult
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PEN NEWS

ilert...aggressive... authoritative...alive
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Underneath is Charlotte

Beneath all the business and bustle is
Charlotte. More than 100,000 cars enter
this booming city on an average day. And
you'll find more people in the Charlotte
75-mile radius than in a corresponding
radwus around Atlanta, Indianapobs, Kan-
sas City, and Minncapolis. What better
way to get at this thriving market than
through \\8T Radio Charlotte? For over 40
years, \W BT has had the largest adult audi-
ence for the 37-county basic area. And

< 612,78 q.o(\n

vy
turn to for B

¢<nends moct of Charlot

with the station

- WBT Radio Charlotte
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WDAU-TV and SEVEN ARTS
put the SURE in PLEASURE
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sigificant happenings i

REPORI beoadeast advarliving

iIf 1 ran a station group

ET'S Tace it
One faet of life that every broadeaster and every hipadeast adv
1sing nser mst recognize is the wnpeedictability of the 17C(

With each new commissioner the seene changes, Each new man
irings new ideas.,

During my 31 yvears in the industry 1 have observed the slufting
ands of FCC philosophy and regulation with ever-inereasing aniaze
nent.

At times broadeasters hanve been enconraged o apph for an fn
icense along with their am. But Tater a commissioner considers this
lnopoly . Broadeasters ave wooed into the uhf camp. Then come vears
il confused planning and rulings. The “fairness doctrine”™ has the
broadeaster on the ragged edge. How does he satisfy equal opport
ity or even decide what equal apportmity 157 What about editorial-
Zing ~ i~ it a serviee or a sword?

In his recent alk ot Lincoln, Nebraska the FCC's newest comnus-
toner, Lee Loevinger, proposes “diversified ownership.” The Lincoln
seewing Journal and Nebraska State Journal said in reply

“If thetremendons economie vesourees of the movies cannot achieve
nore than 100 good pictures a vear (with the rest being pot-hoilers)
ww can a complete diversity of 1,000 v stations buy the l.ll( 0t ar hirve
he stafls of jonrnalistie calibre to amortize the cost of 2.000 good
v programs a year for one community h

So now it's the group operations that ace under attack, withi the
shenomenon of an unrelated newspaper rising 1o s defense.

I~ this a serions proposal. or another i the endless stream of Com-
ms=ion and Congressional nttevances designed to Keep the andustey
in its toes?

The trouble with heing a regulated industrs i that von can’t atford
o 1ghore any of them.

In the case of gronp operations Commissioner Loevinger may fn
loing the gronps a big favor.

I T van a group | would consider his proposal i challenge.

I would point out the advimtages of group vperation.

I would show how groups can benefit a community with out<taml-
ng public serviee.

I would express how high-calibre headguarters experts can assist
ocal stafls.

I would prove how experience in several markets helps provid
eller =envice in each.

This is a story that should he wold. Some groups are tetling . More
wuld —for the benefit of their separate stations a~ well a~ for 1l
roup setup and pohicies.

0 ,
y

L,{?‘)"uq. S - -

A
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FACTS PROVE
Conciusivery?

1ENUL

IS HOUSTON'S

No.1ADULT

AUDIENCE

BUY!

Here are the latest facts and figures on
cost per thousand

TOTAL ADULT
MEN

IN AFTERNOON

TRAFFIC TIME

delivered by Houston radio stations. K-NUZ
again is conclusively Houston's NO. V BUY!

MON.-FRI, — 4.7 P.M,
STATION COST PER THOUSAND

K-NUZ $ 6.90
Ind. ""A" S 8.24
Net. A" . S 7.25
Ind. "“B”’ $13.08
ind. *°'C” $10.00
SOURCE
First Houtton LQR-100 Mctro Arco
Pulte, O 1962 Bosed hedule
of 12 on Aaule anacuacemenis per
week tor

listhed in SRDS, Fcb, 196}

SEE KATZ FOR COMPLETE ANALYSIS
OF ALL TIME PERIODS'

lK KATZ AGENCY
1, (08

NATIONAL REPRESENTATIVE

IN HOUSTON call
DAVE MORRIS JA 3-2581

NUI







A PICTURE OF
GOOD SELLING

Oil moves the finished products and raw mate-
rials that salesmen sell, and when trains, trucks,
planes, ships and factories call for fuel—and
more fuel—rtnat 15 a sign of good business...a
sign of good selling.

Good selling has never been so important to so
many Americans as it is today...but America
has never had a salesman quite like television
...spot television.

The television stations represented by DPeters,
Griffin, \Woodward are welcomed regularly into
mittions of American homes where they spend
more than 5 hours each day entertaining, in-
forming and selling...selling by demonstrating
and displaying the goods and services that keep
our economy rolling.

In spov veLEvision the advertiser can specify
the number, the timing and the type of his tele-
vision salescalls in every market...and thar is
good selling!

@ ETIRS,
@ RIFFIIN,

m O ODWARD, 1~xc.

Pioneer Station Representatives Since 1932

NEW YORK / CHICAGO / DETROIT / PHILADELPHIA
ATLANTA / MINNEAPOLIS / DALLAS.FORT WORTH
ST. LOUIS / LOS ANGELES / SAN FRANCISCO

000

REPRESENTS THESE
TELEVISION STATIONS:

EAST-SOUTHEAST
WAST oany Sehenweisay Troy  ddbe
WWJTV  Delbreit ' »aC
WZZM-TV  Grand Rapids-
Muskegon

WPRIX New York ND
WSTWTV  Steubenville-iillmiliyy CBS-ABC
WNYS-TV  Syracuss ABC
WCSC-TV  Charleston, $.C. css
WIS-TV Columbie, S C NBC
WLOS-TV  Greenville, Asheville,

Spartanburg ABC
WFGA-TV  Jacksonvile NBC
wTVv) Miamd ces
WSFA-TV  Montgomery NBC-ABC
WSIX-TV Nashville ABC
WDBJ-TV  Roanoke cas

WSJS-TV  Winston-Salem Greensboro NBC

MIDWEST-SOUTHWEST

WCIA-TV  Champaign-Urbana

WOC-TV  Davenport-Rock island NBC
WHO-TV  Des Moines NBC
WDSM-TV iluth-Superier NBC
WDAY-TV  Fargo NBC
WISC-TV  Wadlass, Wise. css
WCCO-TV  Minneapolis-St. Paul css
WMBD-TV  Peoria css
KPLR-TV 'St Louis IND

KFDM-TV  Beauvmont
KRIS-TV Corpus Christi
WBAP-TV  Fort Worth-Dalles
KENS-TV Sen falfeaia

BEEE

MOUNTAIN AND WEST

KVOS-TV  BallEgies

(V avcmeis o - vitniey
KBOITV [Sr=y
KBTV Denver

KGMB-TV  Honolulu
MAU-XKHBC-TV  Mowsil

KTLA Los Angeles
KSL-TV Salt Lake City
KRON-TV  Sen Franeizve
KIRO-TV  @saitia Tacoma

B86s BREE



Hillion Dollar Spender

. that's North Carolina’s Golden Triangle Market. Over $1 Billion in

annual retail sales—and it's yours to tap when you buy the strong,
33-county coverage of WSJS Television.

1 MARKET IN THE NO. 12 STATE
North Carollna’'s
Golden
TELEVISION B

WINSTON-SALEM / GREENSBORO / HIGH POINT
epresented by Peters, Gritfin, Woodward




Fd Inlcrpretation and commentary
] on most significant tv/radio

and marketing news of the week
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Commercial talent negotiations will swing into action this week.

At session tomorrow in New York, Screen Actors Guild and American Federa-
tion of Television aud Radio Artists will present “proposals™ to Jomt Negotiating
Committee whicl inchudes represematives of Association of National Advertisers and
American Association of Advertising Agencies. First mecting is expected 1o be some-
what routine, with formal negotiations starting i mnid-October. in interim, pro-
posals will be evaluated, then things will go down to the 15 November contraet
expiration date.

No one wants to talk about proposals vet, for fear it wnght cause friction in
later dealings. But strong front is expected by advertising side, since this year is first
for joint committee. (For earlier report. since sponsor, 20 May).

\ 4
Viewing patterns look healthy in the first half of 1963, Nielsen figures report.

All time periods in the January-June 1963 period were up over a year ago. TV view-
ing per average minute, January-June, by time segment for reeent yvears, looks like
this (Source: Nielsen Television Index}:

1963 1962 1961
Time Period % flomes (000) “¢ Homes (000) “« Homes (000)
7 a.m.-noon 13.7 6.823 13.1 6419 13.9 6.519
noon-5 p.m. 218 12350 234 11.466 235  11.022
5.7 p.m. 353 17,579 352 17248 364 17,072
Tk pa: 560  27.888 536 272K 370 26,780

11 pm-lam 233 11,603 226 11074  22.1 10,506

The fall network tv rating battle began in earnest Jast week.

But like the carly evening “seattered preeinets™ on election mght. the results to
date are far from confirming the final pattern. ABC TV, with a jump on its competi-
tors. coupled with heavy audience promotion and a complete schedute which kicked
off as a unit in one week. scored well. according to Trendex information. It remains
to be seen, however. what the trend will be when CBS and NBC get their complete fall
lincups into action. Conflicting reports can ke expected for a while. as Arbatrons,
Multi-Market Nielsens. and Nielsen Nationals (later) are presented,

\ 4
ABC TV is naturally proud of many of the Trendex reports.

Outer Limits with a 34.79 and 37.6 . share for its two half hours wopped what
will be the regular competition. Breaking Point rolled up 38.17 and 50.6°. half
hour shares in its premiere. though other nets are yet 1o start their new <hows in the
time period. Other impressive Trendex shares were: Combat 48.8" ¢ : McHale's Nary
at 49.0% : The Greatest Show on Earth a1 9.3 : Fugitive a1 51.3¢.

13
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Popularity of storewide promotions by supermarkets is growing.

While trading stamps are meeting increased resistance among grocery chains, store-
wide selling is producing new results. One of the oldest forms of merchandising, the
storewide could be of benefit to radio and tv, since these media lend themselves more
readily to selling single items or ideas. rather than serving as a classified price ad
as in print. Vital to the storewide promotion are point-of-purchase materials.

v
CBS TV's new series, The Great Adventure, will get strong educator support

Members of the National Education Association, some one million strong, will re-
ceive promotion through the NEA Journal, the NEA Reporter, and via special book-
let with program descriptions. CBS TV also will work through affiliates to reach
local educational leaders. Study guides go to affiliates for local distribution.

The series, based on American history, is being presented by CBS TV in co-
operation with the NEA and its National Council for the Social Studies.

v
A. C. Nielsen is making a change in reporting home data.

Starting with the new season, all nationally projected ratings will be given to the
nearest 10,000 homes, not thousand as in the past. Rating percentages will continue
to be carried out to tenths, which the company notes, are equivalent to about 50,000
homes. Hope is to answer critics who claimed the previous basis was too small.

v
One planned series for next season is thinking about sponsors way ahead of time.

The color show, a joint venture between Revue and Stan Freberg, is called a “situa-
tion-less comedy,” and will feature Freberg. The latter, through Freberg, Ltd., has
produced many commercials and is offering now to produce them for whatever adver-
tisers buy the show.

v

Senate Commerce Committee’s approval of partial suspension of equal time proviso
of the Communications Act does not satisfy Sen. Vance Hartke (D., Ind.).

Hartke would banish equal time concept altogether, freeing broadcasters from need
to grant equal time to any political candidate whose rival has had air time. “The
broadcasting industry, by its own objectivity and good judgment in reporting politi-
cal news and events of the last few years, has proved it is mature enough and re-
sponsible enough to abide by the dictates of the ‘Fairness Doctrine’,” he said.

v
Kraft Foods is moving into the dry dog food field

Introduction nationally is being charted by Clinton E. Frank. Other new products
being tested include: Cashmere Liquid Detergent from Colgate, through Ted Bates;
5.0. ettes from General Foods. miniature S.0.S. pads, through Foote, Cone & Beld-
ing; Post Bran and Prunes, freeze-dry cereal, also from General Foods, through
Benton & Bowles.
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Today. more chicken, more fish. more
lamb chops. more everything., are
cooking with Ac¢’eent” than ever. The
reazon? Since 1961, Ac’cent has been
cookingalmaostexelnsively withradio.

As Accent’s basic advertizing me-
dium, vadio has more than Kept the
pot boiling. John Q. Herzog. General
Sales Manager of Ac’cent-luterna-
tional says, "It has continuously gen-
erated inereased consumer awareness
and sales.”

Here's the A¢'cent recipe.

In"Gl. they hought four weeks on
the CBS Radio Network—a volume
plan that included Dimension fea-

SPONSOR /23 spp1rnsrr 1963

cooking with. lecent?

tures and news. In 62, they tripled
therr 61 buv. And in "63. they more
than tripled their '62 buy !

The current buy—a 52-week cam
paign—will keep Ac’cent on the CBS
Radio Network through Juneof 196 1
“CBS Radio.” to quote Mr. Herzoyg
again, “has plaved a vital role in con-
tributing to Ac’cent’s dynamic ~ales
progress.” So Ac cent-International
15 laking no chances. They've made
sure of their "6-4 time on CBS Radio.

Haveyou?

The CBS Radio R(Vu'()/'k




ViV

ERCIAL
::r.i ' |:I_t |E

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

A PRODUCER
BY ANY OTHER NAME

PETER COOPEER
vice president. radio tv production
Doherty, Clifford, Steers & Shenfield

i ovestion of whether or not
T;lgon(_\ tv produeers are equipped
to meet the demands of their titles
is indeed a very real one. Too often
the function becomes meehanical:
too often the function beecomes that
of an intelligent messenger.

Production is a craft which must
mclude  knowledge and  creative

jndament. Producers are vital links
in a creative chain and they must
assuine  this  obligation  with an
awareness of the importance of
their role. They must be producers
in the theatrical sense, knowing the

medium in which they are working,
exercising creative judgment, con-
sidering the effect of what they do
on an andience.

This responsibility is being as-
sumed more and more by art direc-
tors and writers (depending on the
orientation of the agency), leaving
the producer little more than the
acts of delivering storyboards, get-
ting bids, and minimal supervision.
Probably the primary reason for this
lics in the all too prevalent produc-
tion void which requires filling, if
an agenev's creative end produet is
to be dynmamic and fresh. Agency
producers too frequently accept the
lesser role, too frequently ignore

the need for acquiring the many
tools of their craft. They often tend,
conscquently, to be defensive and,
indeed, to be uncertain of what
their function really should be.

The other side of this problem is
the fact that agency management
has generally regarded television
production as some strange and in-
explicable thing, which. if treated
with selective ignorance, will even-
tually turn to dust and be blown
away by print and radio. This atti-
tude has never encouraged the de-
veiopment of properly trained tv
producers and has contributed to
confusion over the role.

Producers at Dohertyv. Clifford,
Steers & Shenfield are indecd pro-
ducers. They know the mcchanics
as well as the creative potential of
the medium with which they are
concerncd. They work with copy-
writers and art directors from con-
cept onward in an unusual spirit of
mutual respect. Their experience.
their training, their unending de-
sire and ability to lcarn and to ex-
periment has created a department
with freedom of judgment and pro-
duction control, a dcpartinent
which, in myv experience, is prac-
tically unique in this respect. @

PETER COOPER is viee presi-
dent for radio and television pro-
duction, at Doherty, Cliflord, Steers
& Shenfield. Ine. Prior to joining

the agency, his carcer included
nearly 12 vears in every phase of
the film production business. lle
came to DCSS in 1962 from Robert
Lawrence Productions, where he
was a dircetor.

SPONSOR, 23 srrresner 1963

\ - e vmmm o




”

CHANNEL =

VIR

Built for the high seas in High Point . . . 200 miles from the
ocean! WFMY-TV's John McMullen and wife see why the nation’s
largest mass producer of fiber-glass hulled yachts chooses to build
in this Piedmont North Carolina city. As the center of the greatest
concentration of furniture manufacturing in the world, High Point
affords the craftsmen, fine woods and fabric to meet the demands
of 3 variety of industries. A famous furniture capital with 92 furni-
ture factories and a mammoth exposition building covering 23 acres

. .. a leading textile center . . . home of the world’s largest com-

mercial shill-photo studio and the huge bureau serving as state -

Junior Chamber of Commerce headquarters this is High Point, S SHARARLY
selected by the National Municipal League and Look Magazine as /

a3 1962 All-America city.” High Point, Greensboro and Winston-Satem
form the largest metro tv market in the Carolinas, the heart of the
51 county area served by another see-worthy performer, WFMY-TV.

F » GREENSBORO. N. C
I 8 ! Represented nationally by Harrington, Righter & Parsons. Inc. Now In Our 14th Year Of Serv co''
I - -
3 WORLOS (e
A §EST
Non sy oo
" CRAping

[— '8vreee
r

= Ea— 4 K. -
SERVING THE LARGEST METROPOLITAN TV MARKET IN THE CAROLINAS
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Vote of thanks to Holte

With so many trade puhlications
arriving every day, it is sometimes
a few weeks before I can cateh up.
[ just finished reading Clarence
tiolte’s excellent article in the 26
August Negro issue of Spoxson, and
I am very grateful that someone
had the courage to speak up and
articulate what must be in many
minds.

This is more important today than
ever before hecause of the events
occuring each day, and the spot-
light being focused on all aspects of
the Negro market.

1 hope that copies will be made
and directed towards the people
who need to be told the facts of life
as expertly as you did in the article.

The cntire advertising fraternity
owes Mr. Holte a big vote of thanks.

Selvin Donneson

vice president for sales
WAVRL, New York

Comments on the new look

Congratulations on SPONSOR'S
“new look.

Really though, 1 don’t sce how
vou can improve the best trade
niagazine . . . but you did.

You are right about promotion
men . owe're natural born leaders!

Terrenee S. Ford.
radio promotion

WIEFAA Radio. Dallas

I have watched sroxsor and its
growth pattern sinee the incentiond
of the publication in 1946,

Your bright new face, as evi-
tlenced by the 9 and 16 September
issues, indeed  will permit faster
reading and quick coordination of
related information.

Please accept my hest wishes for
the continued success of sraxson.

Morton H. Henkin,
president

KSOO-TV, Sioux Falls.

-

Congratulations on the new
makenp!

Yon scem to be one of the few
trade books in any field to grasp the
universal “hang-up” of limited read-
ing time. You've really gone a long
way in preparing a clean, taut pub-
lication that can be read faster than
it takes to skim many anether.

You have my nommation for the
hook less likely to he speedily
skipped through.

Dick Newton
publicity director
WIND. Chicago

The changes you have been mak-
ing over the past few months have
made spoxsor a much more inter-
esting magazine. Your new depart-
mentalization is a very real im-
provement, cspecially  since you
have eliminated those annaying
Carry-overs.

The weekly newsletters on vel-
low stock arc extremely  helpful.
[laving always preferred saddle-
stitching to sidc-stitching. this in-
novation is much appreciated. One
thing we would like to see. though,
is a return to AM, FM and TV
rather than am. fin and tv. Since
AM, FM and TV arce our business.
let's not hide them in lower case any
longer.

Expect that spoxsor’s new format
will be able to cover the hroadcast
industry in a much mare readable
way.

Charles W. Kline.
president
FM Unlimited

Just a word of praise to vou for
the "new look” of this week's sroN-
NOR.

We are particularly  delighted
with vour new radia media section.

Your new packaging makes for
even better reading.

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

WRBL-TV

Columbus, Georgia

CBS
TELECASTING FROM THE
WORLD'S TALLEST TOWER NBC
“1749 feet above ground” [ WReL
J. W. Woodruff, Jr., Pres. and Gen. Manager
Ridley Bell. Station Manager REPRESENTED BY
Ceorge (Red) Jenkins, Dir. National Sales GEORGE P. HOLLINGBERY CONPANY
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LOCATED IN
MISSOURI’S

BIG
THIRD MARKET

DOMINATES
THE $3.3

BILLION MARKET
IN

59 COUNTY
PRIMARY AREA

KWTO delivers 270% more
counties than the second sta-
tion_—__This mecans 145,573
more population, $2,873,886,
000 more CS1| and $2,034,
538,000 greater retail sales
SRDS CM Data Mav ‘62

plus

METROPOLITAN
DOMINANCE

The March, 1963, Springficld Mis-
sguri HOOPER shows KWTO with
a 40.79%, avcrage share of oudience
(7 a.m.-6 p.m. M-F). The second
roted station delivers on averoge
32.5% all doy shore.

(1710

on 560 kc with
5000 WATTS

means it serves an area of
60,000 sq. miles. It would
take 590,000 watts—or 118
times the power than KWTO
to serve the same area at

1260 ke.

Contact: Savalli/Gates
tormerly Pearson Nalional
Representitives, Inc

[ i1

- D)
5000 watts ’ \
560 ke \ ,f ()
abe 3 L’A

Springfield, Missouri

“~CALENDAR

SEPTEMBER

Radio Advertising Bureau, management
couferences, Gideon-Putnam, Saratoga
Springs, N.Y, (23-24); O’Hare Inu, air-
port, Chicago (30-1 October); Rickey's
Hyatt House Hotel, Palo Alto, Calif.
(3-4); Town Ilouse Mlotor llotel,
Owmaha  (7-8); The Executive Inn,
Detroit (14-15)

Nevada Broadeasters Assn., lst annual
convention, Ilotel Sahara, Las Vegas
(23-23)

The Center for Researeh in Marketing,
conference on the dyvanties of pur-
chase behavior in the Negro warket,
Overseas Press Club of Amerien, New
York 23)

Assn. of National Advertisers, workshop,
Nassau Ian, Princeton (26-27)

New Jersey Broadeasters Assn., 17th an-
uual convention, Colony Motel, Atlan-
tic City, N. J. (30-1 October)

Georgia Assn. of Broadeasters, regional
meetings, Athens, Rome, Thomaston.
Albany, Statesboro (30-4 October)

OCTOBER

Advertising Research Foundation, 9th an-
nual conference, Hotel Commodore,
New York (1)

CBS Radio Affiliates Assn., 10th annual
conveution, New York Hilton Hotel.
New York (1-2)

Direct Muail Advertising Assi., 46th an-
nual convention, Pittshurgh  Hilton,
Pittsburgh (1-4)

Missouri Broadeasters Assn., annual fall
convention, Missouri Tlotel, St. Louis
(3-4)

Sales Promotion Executives Assn., 2nd -
nual Southwest Sales Promotion Work-
shop, Statler-1lilton Hotel, Dallas (4)

Ameriean Women in Radio and Televi-
ston, cast - central area  conference.
Coach llouse lnn, Milwaukee: New
England  conference, Chatham  Bars
lin, Cape Cad, Mass, (4-6)

Advertising Federation of America, Ttl
district convention, Memphis (3-6Y

Nebraska Broadeasters Assn., annual con-
vention, Scottshlufl (6-8)

Kentucky Broadeasters Assn., fall meeting,
Dowtown Motel, Owensboro (7-9)
International Film Festival of New York,

Barbizon-Plaza llotel, New York (8-10)

Advertising Federation of America, 3rd
district convention, Norfolk (10-12)

Alabama Broadeasters Assn., amnual fall
conference. Hotel  Staflord, Tusca-
loosa (10-12)

Amernican Women in Radio and Televi-
sion, west central aren  conference,
Holiday 1Inn South, Des Moines, lowa
(11-13)

Missouri Associated Press Radio-TV Assn,,
mecting,  Arrowhead  Lodge,  Lake
Ovzark (12-13)

Soecicety of Motion Picture and Television
Engineers, 94th semi-annual technieal
conference, Tlotel Somerset, Bostoun

13-18)

The when and where
of coming events

Assn. of National Advertisers advanced
advertising nfanagement course, Hotel
Moraine-on-the-Lake, Highland Park,
Ilinois (13-18) i

North Dakota Broadcasters Assn., 12th
annual convention, Ray Hotel, Dick-
enson (14-15)

National Assn. of Broadeasters, fall con-

ferences, Statler-1lilton, Hartford (14-
15); Leamington IHotel, Minucapolis
(17-18); Pittsburgh-Hilton, Pittsburgh
(21-22); Americana, Miami Beach
(24-25)

Indiana Broadeasters” Assn., 15th anni-
versary  convention,  French  Lick
Sheraton Hetel, French Lick, Indiana
(16-18)

Ameriean Assn. of Advertising Ageneies,
central region mecting, Sheraton Ho-
tel, Chicago (17-18)

Texas Assn. of Broadeasters, fall conven-
tion, Cabana Hotel, Dallas (20-21)
Mutual Advertising Ageney Network,
meeting, Palmer House. Chicago (24-

26)

Ameriean Women in Radio and Televi-
sion, hoard of directors meeting. Mayo
Hotel, Tulsa (25-27)

Institute of Broadeasting Finaneial Man-
agement, 3rd annual gencral weeting,
New York Hilton, New York (28-30)

International Radio & Television Society,
newsmaker luncheon, Waldorf  As-
toria, New York (30)

National Retail Merchants Assn., speeial
scminar, Commodore Hotel, New
York (31-1 November)

NOVEMBER

Oregon Assn. of Broadeasters, convention.
Hilton 1lotel, Portland (1-2)

Central Canadian Broadeasters  Assn..
management and engincering conven-
tion, Royal York Hotel, Toronto (4-3

American Assn. of Advertising Ageneies,
eastern annual mceting, Waldorf-As-
toria, New York (6-7)

Illinois Broadeasters Assn., fall conven-
tion. Chicago (7-8)

Washington State Assn. of Broadeasters.
fall mecting, Ridpath Hotel, Spokane
(7-9)

Assn. of National Advertisers, annual
niecting, The Homestead, ot Springs,
Va. (10-13)

National Assn. of Edueational Broadeast-
ers. national convention, 1otel Schroe-
der, Milwankee (17-20)

The Television Burecau of Advertising,
annual membership mecting, Shera-
ton-Blackstone Hotel, Chicago (19-21)

Broadeasters Promotion  Assn., annual
convention, Jack Tar llotel, San Fran-
ciseo (17-20)

New York University's Division of Gen-
eral Edueation, cditorial workshep.
Iotel Laneaster. New York (18-20)

American Assn. of Advertising Ageneices,
annual convention, Statler Ililton Ile-
tel, Cleveland (20)

National Academy of Television Arts and
Seiences, dinner, Ililton Ilotel, New
York (22)
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WTTG is the only Washington television station with minutes consistently
available in prime time. Buy WTTG's major coverage plan and you'll re-
ceive 21 minute spots each week (Six A's and 13 B's). Use this plan for
one week and you'lt reach 519+ of the Washington area’s television homes
with an average frequency of 2.7 times per home?*. In just four weeks,
vour spot will be seen in 807 of these television homes 7.5 times perhome*.

D
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Metropolitan Broadcasting Television
A division of Metromedia, Inc.
Represented Nationally by Metro TV Sales

N8I Jun 63 (Spevcial Analysia)



“HEAD OF
PAN”

Courtesy of The Detroit Instutute of dris

inaclass by itself

Masterpicce — exceptional skill, far-veaching values. This is the quality
of WWJ radio-television service—in entertainment, news, sports, information,

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

ancd community stature, and in -y . - ;
| (‘Il)I unity stature m(' in \NT \/ ,T \NT\NTJ _rlj \7
sales impact for the advertiser J and . d

on \WW| Radio and Television. THE NEWS STATIONS

troit News « Affiliated with NBC « National Representatives: Peters, Griflin, Woodward, In¢,
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viEmeas Reseancn Buneav will
enter the field of measuring
aclio andiences. The Beltsville, Md.
inm, long a leader in the television
deld. has been commissioned Dy
KO General ta conduct a etha-
lology study in the Detroit area this
all designed ta evalnate the use of
liaries in measuring listening.

The radio methodolagy test v
ARRB in Detroit conld lead to a new
ocal radio mcasurement service in
ither markets by 1964, if successful,
It was reported.

The test conld also have other
mplications  since. ARB will try
wo diary formats, one for personal
adio listenine, the other to include
vviewing, newspaper reading, and
nagazine reading. Already, Nicelsen
ws entered the Aeld of mavazine
nd newspaper measarement. Al-
ted Politz, well known for his print
ncasnrements, is another providing
lata for broadeast media as well,
s s WO R Shmmons.

Designing the methodolowy test
vil be E. 11 Clay, ARB director
f research and production. The
roject was suggested by Frank
lochin, RKO CGeneral director of
‘esearch md promation.

PONSOR 23 sirrrvmir JUn3

ARB-RKO
oin forces to
study radio

New research project
tackles a top problem

SPONSOR | 24 Septerlor )n

ARB's Jim Seiler (1) and RKO's Hathaway Watson focus on Detroit

For many sears a0 subject of
imajor discontent among broadeas-
ters, radio andience measurement
wias brought to the fore carlier this
yveur when sweeping eriticisms were
registered before the House sub-
committee nnder the leadership of
Rep. Oren Hharris. Since then, mam
actions have been duitiated. in
cluding:

Estithlishment of the NAB Rat
ings Council to make a complete
study of radio and tv research, in
der Westinghouse president Donalkd
Ll MeGCamon. whe is also NAB
roesearch committee chudrman, Their
report is anticipated within the nest
few davs and is epeeted to make
specific recommendation for stand
ards, auaditing, ete. (see Washingtgn
Week, [6 Septembert,

Inaiguration of a radio rating
methodolouy study by Radio Al
vertising Burea costing some $200,
OO0, The project is soon to hevin,
(RKO Ceneral Statioms are mem
bers of the burean

Recommendations by the \imen
cant Association ot Advertsing
Agencies g report titled “Tlow
Ak ertising A denaies Faaluate Var-
ions Fypes ot Racho Rescarch

While pomting ont deficiencies, the
report did  not sugeest specifie
methodolam

Lavnching of Tocal muarket radio
data by Sindlinger. Hichly prase
by sueh indistry leaders as ABC
president Robert Re Pauley, Sind
linger's first report, due this week,
in Detroit. Data will indude station
andience measurement In 15 nun
ute periods. by sex, and where I
encd. Detroit sample was sonn
25300, Upconnng are reports on
s Angeles aro, Plnladelpla
aek New York (the latter
to he about 9000 Support for the
data has come from Camphell
Ewald (for Chevrolet W
1 npron tor b ]
Smdlmger plans demonstrations of

1
a1y e

the inf tion befor I 2
']'-. o '

] 4
e ry e s that

Smdlmeer plans
¢
h]
nam i )
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d of audime-
! ] woject
Lithaway Watson, president
KO General Broadceasting said,
We share many
roadcasters, agencies and adver-
tisers with respect to the adequa-
cies of presently available radin
mdienee  information. \While  this
project will be limited to a single
major U. S. market, we are confi-
lent that satisfy ing results from this
test will result in extension of the
mcthodology by ARB to other mar-
hets, and could result in a new
syndicated  local  radio  measure-
ment, providing  more complete,
valid, and reliable audience esti-
mates than have been available be-
fore. We are especially pleased that
as part of this test. radio’s impact
on an arca beyvond the census-de-
fined metropolitan market will be
examined.”

RKO General's participation will
be limited to financial support of
the test, and interest in develop-
ment of radio audience estimates
not in design of the survey

ARB in the aimouncement said
the study will be based on a con-
ept designed to measure individ-
ual listening, 1t questioned whether

1 o1

'Y [N g
ue Col

FOUNATUNTE DIARIES: T Claa (1
Jelasw tost ten Lrank Bochm (r

“homes reached,” and other tech-
niques could provide valid  esti-
mates of the total radio listening
audience.

ARB director James Seciler said
the transition of radio listening to
a personal activity necessitates a
new approach. “The essence of the
approach is hat the sample, the
measurement  teehnigue, and  the
final results are defined in terms of
persons rather than in terms of
homes.”

The primary purpose of the ARB
study is to provide estimates of the
total radio listening audience, de-
fined as listening by persons 12
vears of age and older, which oc-
curs on any type of radio set, home
or away. To qualify, a person must
listen for five minutes or more dur-
ing a measured period.

The test will attempt to develop
estimates of radio audience for De-
troit stations as follows:

(1) Average daily quarter-hour
andience, by one-hour periods, 6:00
am. to 6:00 p.m., Monday through
Friday: Saturday and Sunday sepa-
rately. '

(2) Average NMonday-tlwough Fri-
day quarter-hour cumulative andi-
ence, by one-hour periods. 6:00 a.m.,
to 6:00 p.an.

CARB dir, research production, has designed
RKO Ceneral dir., vesearch ad  pronrotion

(3) Average Monday-through-Fri-
day quarter-hour cumulative audi-
ence, 6:00 am. to 6:00 p.m. by one-
lour periods.

(4) Average quarter-hour audi-
ence for each day, by one-hour pe-
riods, 6:00 a.m. to 6:00 p.m.

The reported estimates will be
specificd in terms of “total number
of persons reached” and also by the
following age and sex groups:

Total

Persons Male Female
12-17 12-17 12-17 .
18-34 18-34 1834 |
35-30 35-50 35-50
50 plus 50 plus 30 plus

When appropriate, “at home™ and
“away from home” listening audi-
ence estimates will be shown.

Demographic  characteristics  of
families from which respondents
are selected will be obtained to
show family size, number of per-
sons in houschold (12 years old and
older) age and education of house-
wife, and occupation of male head
of household,

To develop a profile of radio set
ownership in the Detroit market.
data will be gathered relating to
the total number of working-order
radios in the respondent’s family,
and identification as to those equip-
ped to reeeive fm broadeasts, the
number of working-order portable
(cordless) radios, and the incidence
of car radios among those respond-
ents that have cars.

The survey arca for the radio test
is identical to ARB's current defini-
tion of the Detroit television mar-
ket. The sampling frame will con-
sist of residential listings in tele-
phone directories covering the nines
teen counties which make up ARB's
definition of the Detroit market.

ARB said that although the re-
ported estimates will show only the
listening habits of the  telephone
population from a statistical view-
point, these estimates will he con-
sidered applicable to the entire uni-
verse, The assuption is that listen-
g patterns of the telephone pop-
nlation adequately reflect those ol
the total population being mea-
sured. To the eatent that listening
by the unlisted telephone popula:
tion and the non-telephone popula:
tion differs from listening by the
listed telephone  population,  this
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asstnption nuny not be valid.

The decision to test g multeinedna
diary Tor also measnring radiwo his-
tening, as opposed to only o radio
diary, was hased on two factors,
ARB has een testing and compar-
ing hoth single medimn amd mnlti-
medig diaries for ahinost a vear. o
terms of the vadidity ol the re-
sporses, one ol the most suceesstul
of the diaries tested has been g
personal diary which asks tor re-
sponses relating to radio histening,
television viewing, and neswspaper
ard magazine reading.

\ scecontd reason tor testing the
mnlti-media diary is related o the
principles of sonnd  guestiomiaire
design. In structuring o gnestion-
wire for measuring g partienlar
activity, it is considered good prac-
tice to obscure the activity under
observation by either asking open-
cnd gnestions, or asking questions
which give the respondent a series
of alternative answers from which
he can make ouly one selection.,

Seven-day radio diary

\ seven-diy radio diary has heen
desizned 10 obtain open-end re-
sponses for o respondent’s  total
radio listewing, To attain this ob-
jective, the diary has been con-
structed so that the respondent can
indicate, for cach of his entries,
whether his Hstening took place at
home or away from home. Since it is
estinated  that ear radios account
for over 2377 of all working-order
radios in the comtry, the “awian
from home” section of the diary has
heen divided to obtain responses
for “car” and “other.”

The seven day multi-media diary
has been designed to obtain open-
end responses for radio listenine,
television viewing, newspaper read-
ing and magazine reading,

\RB reports that retam rates lor
mnlti-inedia diaries are somen
lower than those for single medinm
diaries: therefore, in the test the
multi-media diary placement will
be proportionately higher than the
pliccment  requirement for  the
radio diary. The overall placement
requirement  for both the multi-
media diaries and the single-medi-
um diaries will he 2S00 diries,

ARB will use two types of of spe-
cial surveys for validation studies
of the radio and the mnlti-media
diary surveys. L 4
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Y&R's Langhoff urges 4A
to examine role of computers

Tm ror st notes of siall as
well as Lirge adveartsing aven
ces mn nse ol the computer to keep
abreast ol competifion Wals
stressed Frday by D Peter Lang
hotl Young & Rulucanr v pooand
riesearch director winle addressmg
d osesston of the westarn dhivision
of the 1\ at the Nk Hopkins
Hotel i San Francsco

e abso dwelt at feneth on
YNIUS evpervience, resalts, and o
tre possibilities compnter
mse. The agency pioneered o this
innovation when it put the hrst
compnter  into operation e th
advertising  indostry ( Renmgton
Rand Univae File—Compnter Data
Svstem—\Nlaodel #1) 9 Ny 1960

In pomting ont soall augencies
conld maintain and improve ther
positions, Limghofl said that “fears
that  compnters will drive small
avencies ont of histiiess are as ill-
fornded as the notion that media
buyers  will  becomne  victins
of technological  amemployvment.
Onite the contrary is trme in heth
cases. The hunction of the media
plamner, conpled  with the com-
puter, is raised to a skill of higher
order. The same s trie of agency
serviee.”

However., Ire warned  that  7il
both or either choose to ignore the

fronn

Pkilip Morris’ pleasure pack

Philip Morris tlis fall will offer a “'Fs
Pleasare Pack.” as a participating spoa-
sor  in oseven  one-haur  entertaimment
shows, a half-hour nightly oews prograo.
plas ity eigldh vear of NFU o grideasts

e vitable  tley will hecore th
vichims of progross

Laneholt saod hie vealized the b
tancral problens Lced by smaller
atencres e ottt ownesshiup ol
the comprter and  reconuncded
comsmderation of e pendon
setviee as a solution at Jeast fer
the present

e preducted ot the e s
not tao bar distant when YaR wall
1]«*\(-:.)]) A svystoean W hie rebny its
domcstic and it rmational ofhice s
will bhe able

the New York hased compuiter con

to tuhe advantage of

ter

Commenting on the possible fa
ture tole plved by AL Fanghofl
st T s none too soon for the
vy ertis

e Agencios to exaanme ity role

Viuerican Association of

in this deama of men and clectrone
machines, |’('[|I.I])\ there might He
established o standing Comnnttes
on Compnter Adnnnistration and
Tedmology . Its feld ol opportms
i substantial, AWe amay hope for
snch leadership and activity to

pedite the best in the new tech
nology to be shared by all agen-

cies " L 4

People principal ingredient
in advertising, Steers says
\ leadinng New York eseartive s
warned that the advertisme world
may be in danger of overlookmy
the baste ABCS of good advertis
e \ddressing o joint hincheon
niecting of the Detrot A\d Chaby and
thee Andit Burean of Crraudation
board of  dioectors \WWilhhon .
Steers, president ol Doherty Chil
ford. Steers & Schenficld, < ud that
s age of the computer and the
statistic, we have begine to o
the prncipal marcdient an
people —and the role
they plav i advertisme

e are two Kinds of ™ nplc- |
lelievi
sideration ™ he contunied  “thos
who read the ads and those wh
e reate them

fthnnkh swe are tendme to forzet
that the most inportimt thme s o
Kuow the pecple we are tnvmg to
soll Our first ABC is to know
peoph statistically - bt
s comttonadly Are we o onr

sizhit ol

advertivinyg

deserve onr spoanl i

not ol



pro-occapation with new ways of

) rectting to count

\ ne into i

| such considerations as
lo people want? What da

tl wpeet? \What makes  them

- react the wav thev do?
Let's remember that advertising
is selling, and selling is persvading,”
he added. “In order to be persuasive
with another human  being, you
have to get that other hwmnan to
like yvou. And to achieve that usu-
ally requires a mutoual understand-
ing that can come only from close
personal  exposure. But  advertis-
ing mmst do its persnading long
distunce—and on a mass scale—so
the ultimate personal touch is never
quite possible. We must remember
that our ability to get close to the
cousumer—to win his regard—to
persimade him—depends ultimately
on our own ability to judge what
imakes him tiek. Our ability, if vou
will, to anticipate his frame of
ll!!!l(‘."
“We live today,” he continued,
in the age of the measurable sta-
tistic. A incasurable statistic, per se,
is fine. A statistic is a very uscful,
nsable tool—a relatively casy tool to
nse. A this may point up the in-
herent danger lurking in a statistic
it mav be too easy a tool. In :d-
vertising, are we in danger of fall-
ing in love with the measurable
statistie, and of vsing it in favor of
anything else? As practitioners, are
we in danger of coming to rely too
much v the statistie—or retreating
to it when i doubt—or searching
through a pile of facts for a statistic
whicl we can use as a ‘erutely’ for a
decision? Or even in place of a deci-
sion? 1 think we may be.” v

Disclaimers not enough

A disclaimer clause avill wot do.”
So stated former [arris committee
investizator Robert E. L. Richard-
son at Dallas Radio  Advertising
Burean session. To be siafe. broad-
casters should use no ratings at ull
until NAB or govenunent lias sys-
tem of auditing, or uwse  vatings
only after taking preeantions as to
their validity. Precaations inclnde,
he snd, having o qualified stalf
person “reproduce the ratings re-

vort in every detail,” plus analyvsis
of saomple, weightinog and ediling
vrocedures. Tle added he was ime-
vressed by RABS approach to the
problem of radia wensurenment,

FCC confirms 'e2 results:
Tv Advertising at peak

VERYTHING Was up in 1962 tv, the

IFCC reports in its v financial
data for calendar 1962, released last
week, Revenues surged to a new
higlt of nearly 1.5 billion dollars,
and profits hit $311 million, in spite
of expenses for the industry of $1,-
174.6 million. The year’s cheerful
record made up for 1961, when pro-
fits lagged $7 million behind 1960.

Total revenues for tv, including
major nets, their 15 owned stations
and 339 other tv stations, were
$1,486.2 million, up $167.9 million,
nearly 13 per cent over 1961. Profits
before taxes of $311.6 million were
nearly one third higher than the
1961 income of $237 million, which
had dipped from 1960’s 244 million,
largely due to network revenue fall-
out. Over u ten-vear period, reve-
nues have inereased about 4 times
and profits about 3! times, FCC es-
timates.

In general, 73 per cent of total
tv revenue came from time sales,
and 27 per cent from sale of talent
and  program  materjal to adver-
tisers. These were the same propor-
tions as i 1961, and marked a break
in the increasing percentages made
by talent and sundry sales prevail-
ing in reeent vears. The levelling off
did not hold for networks—they
made 38.7 per cent of their revenue
in this category, continuing upward
trend from 1959 sharc of 49 per
cent and 1961 share of 57.4 per
cent.

FFor the first time, sales of non-
network time to national advertisers
exceeded network time sales $339.5
million to $521.5 million, out of
total of $1,035 million in time sales
(before commission deductions to
agencies and reps.) Sales of non-
network time to national sponsors
accounted for about half the $14.5
million increase over 1961 time
sales total.

FCC breakdown on time sales
shows total industry  take after
leductions of  commissions  for
agencies, reps et al, was $1.083.4
million for all sales, net and non-
net, up from 1961 total of $962
million. Nets took in $320.2 willion
on time sales, paid out 36.1 mitlion
to o&o stations, SI6L5 million to
diiliates, and 77.9 million in com-

missions—retaining $241.7 million
out of the nefivork time sale total.
Owned stations kept $160.8 inillion
and other stations $680.9 million
after dedueting commissions.
Non-network time sales were
$782 million in toto, with national
and regional advertisers accounting
for $539.5 million and local adver-
tisers $242.5 million. The 15 net-
owned stations made $114.8 million
in national and regional non-n
sales, and $8.4 million from loca
sponsors, for a total of $153.2 mil-
lion.
Industry revenue from sales o
talent and programs was $322.5 iil-
lion, plus $80.3 million in other
miscellaneous sales, totalling $402.
million from ineidental broadcast
activities. Nets made a substantal
$343 million frem- talent, program-
ing et al, out of the entire industry
total of $102.8 million. Net’s o&o’s
made only $8.7 million and the
other 539 stations made $51.1 mil-
lion on the sale of these sundries.
About the nctworks: networking
per se, by the three majors, without
owned station revenue, brought in
before tax-profit of $36.7 million.
Revenue was $584.7 million, and
expenses were $54S million. Net-
working profit figure is a good lift
from 1961 profit of $24.7 million.
Nets and 15 owned stations had
revenue of $754.2 million, up nearly
12 per eent from 1961 total of
$675.3 million; expenses ivere
5642.8 million, up 9 per cent from
1961’s expense of $588.3 million.
Income before taxes for nets and
their stations: $111.4 million, up a
resounding 28 per cent from $87
million in 1961. Other stations, in-
cluding VHF and UHF (latter had
a surprising surge, with a group of
83 ultra highs reporting $34.4 il-
lion revenue, averaging $415,000
per station) made $732 million rev-
enue, up nearly 14 per cent over
1961; their expenses were $531.8
million, up nearly cight per cent.
and profit before taxes of $200.2
million, up a substantial 33.5 per
cent over 1961, Ultra-highs il
aloat over 230 per eent inercase ili
before-tax  profit, to $900,000 in
1961, over 1961 loss of $600,000 to
the group. \ &
)
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MORE THAN
MEETS
THE EYE

W. B, COLVIN, in tv 13 vears, the last
siv with TvB, with fwo-year interraption
to head advertising and sales proma-

tion at \WWBZ-TV, Boston. Long interested
in sales psychology, he here explores a
theory he says lie has been “carrying
around for soine time.”

\W. B. COLVIN
\'ice-President—Member Sercices
I'elecision Bureau of Advertising

F,\u_vm-: 10 AccoyzrLisit the adver-
tiser's desired goals is more often
a lack of understanding of the tele-
vision medium and not a failurc of
the medium to Jo the job the adver-
tiser necds done.

Years ago niany advertisers
wouldn't use television beeause, as
they put it then, “I must demon-
stratc my produet in order to scll
it.” (Often it is best to demonstrate
the cffcct that using the product has
upon the uscr.) And, there are still
those who say today, “television
isnt for me, I cant put as many
items in a eommercial as I can put
in a full page ad.”

In their cra these statements mav
have been true. But, they were truc,
not beeause they revealed a basie
imability of television, but because
at that time they revealed the basic
inability of people both in television
and outside television, to capitalize
upon an elementary function of the
lnmman mind.

Television often fulfills air adver-
tiser’s objectives in a way that is
unique to television and therefore
foreign to all other media. Recog-
nizing what makes tclevision unique
and learning how to use the unique-
ness of television is often all that is
nceded for the advertiser tu suc-
ceed.

The faets that once eluded us are
more clear today. However, accom-
plishing the desired results with
television requires an awarcness of
the existence of a faect of the hu-
man mind whieh responds to the
abstraet stimulus, a quality présent
in the television medium. Although
a few years ago sueh a claim might
have been shrugged oft as just so
mueh “advertising-case” it is quite
possible this very faetor is respon-
sible for mueh more of the suceess
currently being enjoyed by tv ad-
vetisers than some imagine.

Look again at the reasons carly
advertisers gave for not using tele-
vision. lLach makes a common-de-
nomonator assumption—that prod-
uct or serviee selling is the shortest
and most direct route to inereased
sales. Although on the surface this
appears to be sound reasoning it
may be that sales success is also de-
rived from another source as well

Source: U. S. Tele-Service

Felevision's unique ahility to motivate
the viewer by the depiction of “parallel
evperience” seenes is well illustrated
by the current 1lertz Rent a Car com-
mercials which stimulate the wmind
by putting “yvou in the driver’s seat
today.”
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To contend, asan ads ertiser soune-
times does, that he wan't nse tele-
vision hecanse ie can’t put mita a
onesiabmte commercial as man
items s he can pnt imto o inll page
ad is tantamount to saying, “tele-
vision is just another nesspaper.”
Or, saving, "to serve v advertising
needs, television mnst sell like o
"(‘\\\I).ll)('r.“

Despite the fact both have four
wheels, the antomobile didi't dis
plice the Inges becanse it was
stimilar bt becanse it was vastly
hetter.

Becanse  the  contention  differs
from the older and more familior
wavs of selling the premise that
television sells by motivating people
i a way thatis nnigne to telesision,
still has not fonnd widespread ae-
ceptance among advertisers even
todav. Partienlarly advertisers at the
local level who feel they “kinow
their enstomers™ better than anyone
clse. The point s, do they “know
people?” Some of the diifienlty s
bound up in the word, selling. The
connatation of this word has been
widelv expanded in reeent years
Once its meaning was limited to the
simple transaction wherein mones
was exchanged for voods of equal
valne. The “value received™ con-
cept.

Today, the statement, "l b
that.” applies often as not ta the ace-
ceptanee of an idea. And. it is thns
Kind of “viewer buving” — the bos
ing of an idea — that makes tele-
vision  the  persnasion  instrument
par excellence.

However, becanse idep buying,
on the part of the viewer, can be ac-
complished concomitant with prod-
net setling on the part of the adver
tiser. many tv o advertisers obtain
their desired sales vaals believing
that they did sa by concentristing
entirely on product selling. Bat, it
is quite possible that their resnlts
nay have heen gained in another
wav, and althoneh the advertiser
appeared to he cencentrating npon
product selling, he may have pro-
fited to a far greater degree, be
case of television's abstract stimn-
Ins, by giving the viewer reasons to
"By anddea.” And, the idea which
the viewer bonelt, because it was
his own, hbecame a more potent and
persuasive messave foree than the
advertiser’s efforts to sell his pro
ducts and actinally enabled the ad-
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The mind responds te abstract stimulas,
as witness the \eron device of empha-
vzing simplicits of performance
casting a chimpanzee as the operator
of a copying machine in a haviness
otfice. Hlogical. perhups, bt effective,
the TvB vice president believes

vertiser toosedl aere prodhiects
AWhy  does

TS W}

N ll i

The mswer to
oy ome of ! luse |
teleyvision s e

Feoas satdd that the e st pesartnl
force on carth today s ot the A
Bomb or the T Bomb Tt oo ade o
\\Ill)\( tlllll' IN Ferd \ll(l t I.lr e
measine ol te |
terms of potency and posor s oy
plamed by the abstract stinndhis m
licrent o todevimon whinch nnkes
MIeNN s !!!i'J .‘IKI".' l?'!‘.i s \!55: i?!
canse of s nnegualled alnhty o
boster aelea Inapc s telovision s hike
no othor advertising wcdimm m ex
Istence

But, let's retarn to o quoestion
How vt posabile for o televiaom
atlvertiser who s socoessfally el
ing prodicts, and s mcreasmg b
sales s aresudt af s prodoct sl
ine eflarts, to obtam at the same
tnoe, oven gredater \-l:l ~ :u'iu hi\ :f\
also selling an idea that e oy not
he conscions of selhing bt is never
theless o more persiasive nmiessas
force than the actial product ban
my points hie s using?

The reason s hecanse viewers
tend to create “parallel experience
seenes” i their minds when visoally
confronted by seenes which depict
seenes they have experienced  or
that they might like to experience
redardless of whether the seene do
picted is ogical, realistic or hased
upon fantasy. Anadvertiser mo Ix
noted {or “pntting peaple into the
driver’s seat” bt it is donbtfal thut
in reality, e does it by levitation
as depieted in his  commerdials
Nevertheless, the “parallel expen
ace” principle apphes

Nor s the abadits of the vieswer t
create a parallel cxpenconce seene
in his mind Lmited to the nse of e
tal or real peoples tistead, at de
pends npon the scene atself 1 the
seene depicts evpenences et an
logical to the viewer or aof at depcts
scenes wlndh, presented as fantass
appeal to the viewer's desire to par
tepaate moa siilar or conmnterpart
seene . then the viewer aceepts e
fact that he “conldd be™ o partia
pant in osaeh o seane and

1918 14

simed participation becomes. m s
mamd. a paralle] expenener

For cxample, a dnmpanzes oper
ites o copvinge. machme Iy tas a

ovical scene Noo Bat, throneh

31



P A CVERTISERS

1 oality implicity the seene de-
picts I However. the logice was
not achicved by declarimg in so
many words that the machine was
silmple to operate. By the use of a
seene which depicts the logical sim-
plicity of the machine’s operation,
the commercial invites the viewer
to create a paralle]l  experience
scene and “hny the idea”™ that it is
reasonable to conclude the niachine
is so simple to operate, “u person
can even train an animal to do it.”

The scene or setting in which the
commercial aetion takes place acts
as a aatalvst to the abstract stimu-
Ins which in tnrn triggers the paral-
lel experience principle and invites
the viewer to formulate an idea
whichi he then “buys”™ as his own
idea and nses as the basis for draw-
iug a personal conclusion. Thus, it
is possible for a tv advertiser to
“sell” more than just the product he
features in his television commer-
cial.

Take a supermarket commereial
that uses a picnic setting. Feature as
the product for sale, a well known
brand of potato chips. Now, let'’s
explore how the abstract stimnlus of
television and the parallel experi-
ence prineiple fimction.

Invites participation

As the pienie scene unfolds on the
screen, the viewer tends to “join in”
o the basis of, in this case, the pre-
sentation of a scene with which he
is fumiliar. (This is the abstract
stimnlus at work.) s mental par-
tieipation leads him to create o
parallel ¢xperience with him as the
central character. From his paral-
lel expericnee he formnlates an
idea. Namely, that a picnic menn of
nothing but potato chips is not com-
plete.

He now procecds to draw a per-
sonal conclusion—the menu shonld
be “filled ont.™ And, this he pro-
ceeds to do, subeonsciously, to snit
lus owin personal tastes.

Now, what is the value to the
supermarhet advertiser? The value
can he considerable, and  here's
whyv, By prominently featuring o
well known brand of potato chips
i prenic setting and, becanse the
supermarket advertiser wso sells
other “picnic orented”™  products,
the conmmercial that nrade nse of the
piowe setting will impart extra mes
sage vahies to the viewer. When the

viewer next thinks about having a
picnic, he will recail the picnic

scene, not as he saw it but as he

created it in his parallel experience.
e will visit the store that “staged
the picnic seene” upon which he
based his own parallel experience,
and, buying his carlier idea about
the imcomplete pienic menu, will
proceed to “fill out the menu” to suit
his personal taste as he did origi-
nally using other pienic oriented
products sold by the supermarket
advertiser.

The same theory applies in the
case of a storc that has “many items
and departiments to sell” and docs
not feel it can use television be-
cause, “I can’t put as many items in
i television commerceial as I can put
in a full page ad.” We might add,
“vou not only ean’t and shouldn’t
but vou don’t need to when vou use
television.”

The reason this is trne is best ex-
plained by the fact that an adver-
tiser who uses television consis-
tently over a period of time, fea-
tures u variety of produets, custon-
er services and benefits, different
(lcpurtmcnts and  other prospect-
oriented buying poits—but at the
same time is never able to feature
all he has to offer—will usually find
that his advertising-to-sales-ratio is
favorable and e is rewarded by in-
creased sales.

But, as pointed out earlier, his
suceess is only partly due to the fact
that he is using a “products and
services — or, practical, to him —
selling approach.

Beceanse the abstract stimulns not
only incites the ciewer to collabo-
rate bnt also to claborate, the con-
cept of the total store can be con-
reyed awithout necessarily decoting
a conmmercial to cach department
or trying to cram into one commer-
cial the same number of items that
ron be placed in a full-page ad.

Much of the advertiser’s success
can he traced to the abstract stimu-
Ins not only because the products
featured in his commercials depict
a multiplicity of produet seenes and
in-store scenes, but because they
trigrer an even greader parallel-
experience effect due to the im-
plied relationship of the featured
products. For example, featiring a
hattery operated pepper mill and
the Jatest washer-drver  combina.
tier i the same conmercial tends

to invite the viewer, from his own
parallel experience scene, to formu-
late the idea—"this store offers so
much variety it must carry many
more itecms than it features™—and,
buying his own jdca, draws the per-
sonal conclusion that, “this store
would probably be a good place to
o shopping for practically every-
thing.”

Take the case of a store that con-
sists of fifty departments and dur-
ing a six-month period runs 10 com-
mercials per week. But, although
when combined, the items and serv-
ices that were featured represented
100% of all the customer scrvices
offered by the store, only half the
fifty departments were included.
What viewer conclusions about the
“total store” would be invited?
Many prospects might conclude
that the store was only half the store
that store management knew it to
be.

By failing to present a wide va-
ricty of related product scenes that
would enconrage the viewer to “fill
in the menn” via the parallel ex-
perience principle, thereby formu-
lating the idca that the store no
doubt offered much more than it
fcatured and, buyving the idea, draw
the personal conclusion that “the
store would be an ideal place to
shop for evervthing,” the advertiser
failed to profit from the abstract
stimulus.

Viewer elaboratiou encouraged

The sceret of reaping maximum
sales bencfits from television’s ab-
stract stimulus and capitalizing up-
on the parallel experience principle
lics not only in presenting a multi-
plicity of varied commercial scenes
but in depicting seenes that encour-
age the viewer to expand or elabo-
rate upon the scenes presented. by
creating his own parallel experience
scenes, therehy formulating in his
mind the idea, which idea he then
“buvs” bhecause it is his own idea
that cach commercial actually de-
livers to him a fuller message than
it appears to contain.

By letting the viewer not only
participate in the commercial seene
but also expand upon the content
of the commercial itself. he is then
in a position to gracefully aceept the
sales story from the salesman to
which he is most vulnerable . . .

himselt. v
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DO I0WANS
" PREFER?

Despite all the data that floods out of research these dayvs, some
people still have strange ideas about the Iowa market.

Some people think that Iowa is strictly a farm state. The fact
1s that Iowa's income is greater from industry than from agrni-
culture. Some people also think that Iowa farmers have less
money to spend than city people. The fact 1s that our farmers
average income is actually $14,700 per vear!

Thus Iowa is, or could be, an almost ideal market for an
product you make. So if vour sales in Iowa are better than your
competition’s, it's because you are doing a better job of mer-
chandising. If they aren't . .. well, vou figure it out.

In some time periods, WHO-TV offers vou the best TV values
in Central Iowa. In others, not. The important thing, however,
1sn't which stations you use in Central Iowa. The important
thing is to get your share of the tremendous sales. Ask PGW.,

CHANNEL 13 ¢« DES MOINES

= ~PETERS. GRIFFIN, WOODW ARD, INC,,
N il Ko
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The Royal Embassy of Saudi Arabia

His Excellency Sheikh Abdullah Al-Khayyal,
Ambassador of Saudi Arabia, with his
youngest daughter, Jasmine, at the

entrance to the Embassy . . . another in the

WTOP-TYV series on the Washington diplomatic scene.

&/
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THE NATIONS 33rd TV MARKET
|

ChEAM,

V4

offf

NBC and/CBS’

Shows are on /,

. “Q WAPI-TV #
BIRMINGHAM

When you place a schedule in the Birm-"
ingham market you can be sure that there
arc no "'wezk' nights on WAPI-TV. Check
this impressive list of greats. And too,
WAPI-TV has the best movies from every
major feature film package.

- /

| | . |

E-E’_ﬁ_'
<oy |

oL

¢ Bonanza Yr The Virginian v¢ NCAA Football
v Richard Boone ¥¢ Mr. Novak ¥¢ The Merv Griffin
Yr Beverly Hillbillies / ¢ Danny Kaye Show
:‘: ;h?j LuGchf_‘hr?W ' i gaWK"filge v¢ As the World Turns
nay Grirtit r. Kildare :
v¢ Perry Mason ¢ Bob Hope W H;r;’:)lsz'tBnnkley
¢ Dick VanDyke ¢ Joey Bishop ]
Show ¢ The Defenders x The. Hattendut
7¢ Red Skelton ¢ Gunsmoke v Espionage
¢ Garry Moore ¥¢ NFL Pro Football ¢ Eleventh Hour

< WAPI-TV

BIRMINGHAM, ALABAMA
REPRESENTED BY HARRINGTON, RIGHTER AND PARSONS, INC.
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ADVERTISERS

vern by Bristol-Nvers and Pro-
| P tev & Camble, which jointly in
creased  their spending Dy somee
S84 million, network tyv gross time
billings moved ahead 6.0 in the
L fivst halt of 1963 over the like
period a vear ago. Among the top
25 advertisers for the mediung re-
Heased by TvB, seventeen inereased
their spending from 1962, while

Beer, Wine

|
: Confectionery & Soft Drinks
Consumer Services
Drugs & Remedies
| Entertainment & Amusement
Food & Food Products
Horticulture
Household Equipment & Supplies
Household Furnishings
Industrial Materials

E

£

£

§ Insurance
g Jewelry; Optical Goods & Cameras
:

i

=

:

E

=

-

g

5

Political
Publishing & Media

Retail or Direct by Mail
Smoking Materials
Soaps, Cleansers & Polishes
Sporting Goods & Toys
Toiletries & Toilet Goods
Travel, Hotels & Resorts

S Miscellaneous

TOTAL

A
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Automotive, Automotive Accessories & Equipment

Building Materials, Equipment & Fixtures

Freight, I_ngiustrial & A_grici_ltyra_l Development
Gasoline, Lubricants & llther Fuel

Office Equ—iﬁﬁﬁt._Statignery__i'Writing Supplies

Radio, TV Sets, Phonographs—Musical Instruments, Accessories

cight showed declines.

Bristol Nyers gross hillings in the
first bl swere $SI5.3 mnllion, com-
pared with SO0 million ayear ago.
The rapid increase by the company
is not new, liaving evpanded it
use of v advertising in the past
vear. Spot tv billings also show
heavy inereases adain this year

Procter & Gamble network hill-

00000000 00O T O, T L ETTIT EAOT T

SOURCE: TvB/LNA-BAR
ESTIMATED EXPENDITURES NETWORK TV
PRODUCT CLASSIFICATION
Agriculture & Farming
Apparel, Footwear & Accessories

Jan.-June 1963
$ 24,400
4,730,500
28,772,100
3,655,600
4,958,100
10,553,100
2,078,600
58,784,500
596,100
66,859,900
68,700
5,206,600
546,900
16,184,300
1,511,800
9,327,700
8,856,700
4,625,000
2,098,500

459,900
1,765,600
22,800
46.274,700
43.298.700
3.054.200
79.241,300
1.250.300
6,355.900

$411,165,900

anammnmu:unmwwmmmnuumwmunr__- T

Sponsors up net tv ante

Bristol-Myers and Procter & Gamble lead the way
as gross time billings increase 6% in first halt

gs m the fest Ll rose to S281
wildliom Hhom $289 aallon ir
aga. (M \ ¢
1 1

ADVERTISERS

Jan-June 13862
$ 81,845
4,665,927 !
24,905,093 15.5
4,058,424 99
3,025,070 639
13,999,742 246
3,645,275 43.0
48,787,065
486.072
67.841,854
76,600
9,243,941
304,325
14,938,648
1,732,665
9915930
7.356,407
6.098.433

1 4728 .4" 6 9

3.898

o Change
10 2

Ul Jee
.82

$387,71712.615 6.0 |
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Bisc For spot tv

met N\ 6 S ptem-
When it came to spending by

Wl data, two product  groups

ted the upper ramks. These
re drugs  and  remedies,  and
smoking materials.

Billings for drugs and remedies
i the first half of the year totalled
935.754300. up 20.5%¢ from last
vear. Smoking materials advertising
was up 6.97¢ to $46,274,700.

\mong the top 25 bhrands on net-
work ty, nine were cigarettes. Lead-
ing hrand was Salem at 54,381,600,
followed by Winston close behind
at $1,232700. Others ranked near
the top were: L & M Filter Tip,
$3,561,100; Camel, $3,464,300; Pall
\Mall $2,93.1,700; Kent, $2.814.200;
Mariboro, $2.148,900; Viceroy, $2,-
130,100, and Chesterfield, $1,933,-
300,

Placing in the top 25 among
drugs and remedies were these

| SOURCE: TvB/LNA-BAR

LEADING

1. Procter & Gamble

3. Bristol-Myers Co.

4. General Motors Corp.
5 R. 1. Reynolds Tobacco Co.
6. Colgate-Palmolive Co.
1. Lever Brothers Co.

8. General Foods Corp.

. Gillette Co.

10. Alberto-Culver Co.
11. Sterling Drugs, Inc.
12. General Mills, Inc.

13. P. Lorillard Co.

14. Ford Motor Co.

16. American Tobacce Co.

17. Philip Morris, Inc.

18. Block Drug Co., Inc.

19. Liggett & Myers Tobacco Co.
20. S. C. Johnson and Son, Inc.
21. Miles Laboratories, Ing.

22. Kellogg Co.

23. ). B. Williams Co., Inc.

24. Campbell Soup Co.

25. National Biscuit Co.

OO0 OO0 00000000 00 OO O
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NETWORK

2. American Home Products Corp.

15. Brown and Williamson Tobacco Corp.

cight: Anacin, the leader, at $6 .-
011,600; Bufferin, in second place
on the total list at $4,730,400; Bayer
Aspirin, $3,996,500;, Alka Scltzer,
$2 836,500; Dristan, $2,649.300; Ex-
cedrin, $2,438,700; One-A-Day, $2.-
083,000; and Geritol, $1,946,300.

Bevond these two groups, the
other brands rounding out the top
235 brand list were: Crest, $4,029,-
200; Chievrolet, $3.623,000; Colgate
Dental “Creamn, $2,443,000; Camp-
bell’s Soups, $2,437,000; Prudential
Insurance,  $2,034,800;  Pillsbury
Chilled Products, $2,020.100; Na-
bisco Cookies, $1,954,300; and Ford
cars, $1,911,900.

Total network billings in the first
half of 1963 were $411,163,900.
against  $387.772,615 last  year.
While the 1963 figure exceeds the
gross lime figure for spot tv, it
doesn’t mean more is being spent
m the latter medinm, since gross
time estimates for network do not
include programing, a lesser ex-
penditure in spot tv. v

=
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TV ADVERTISERS
Jan.-June 1963  Jan.-June 1962

$28,066,400 $24,855975 £
18,412,900 15667124 £
15,270,700 10054309 £
13,783,200 11605241 §
12669,700 12190640 £
12,405,800 12681654 £
12375400 12924868 E
9,505,600 9825622 £
8,075,800 6633290 £
7,776,600 6145162 S
7029900 5406118 £
6,925,900 5777739 E
6,568,800 6338969 =
6,424,000 8208377 £
6,331,400 6876932 £
5,963,300 5756197  §
5,958,900 5021715 £
5,833,300 4171955 =
5,635,400 5032494 £
5,543,600 4,740,364  E
5,517,300 5045988 =
5,198,900 5,744,217 s
4,992,800 5431139 £
4,965,300 4093691 £
4,567,500 5126639 £

=

IF.

Oshorn cartoons to sell commercial banks §

Bank foundation schedules
sports show in first tv use

The Foundation for  Commercial §:
Banks has carmarked some $200,0
of a SL4-million advertising budget s |
tor participations in ABC TV's Wide §-
World of Sports, the first and onlv
video schedule in its plans. To airj§
from 5 October through 21 Decem-
ber, the campaign will spotlight thel§
“full service™ henefits of commer-
cial banks: checking, savings. all
types of loans.

The remaining $1.2 million in the
bndget provides for national mag-
azine advertising throngh June
1964, using six two-color two-page
spreads in Reader's Digest, plus a
total of 61 b-&-w full-page ads over
o 28-week period in The Saturday
Ecening Post, Time. Newsweek,
and Sports Hlustrated.

The campaign has been ercated
by the New York office of Guild,
Bascom & Bonfigli. features dom-
inant illustrations by caricaturist
Robert Oshorn over such headlines
as “Lvery ambitious voung man
should own his own banker,” "Dig
out the fortume that lies hidden i
vour bank hook,” and “Just when
vou get both ends to meet. does
somebody move the ends?”

Discussing the stepped-up drive,
Morris R. Brownell. Jr.. advertising
vice chairman of the foundation’s
board of trustees and v.p. of the
Philadelphia National Bank, noted
that o recent Politz study conducted
for the foundation “revealed. among
other startling facts, that 24€¢ of
the respondents had no idea of the
functions of commereial banks. Al-
so, ahmost 30Cc—ineliding custom-
ers with checking aceounts in com-+
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savings accaitits, anto loans, nort
gave loans or personal Joans with
cotmmercial haiks”

Lle said that “hased on saeh ined
ings and on Starel repots an which
we scored high in the read most
category, we intend to step up o
program to give the public a hetter
understanding ol our full servige
hanks.”

“Fach advertisement,” said Brow
nell, “lis been carcfully ereated n
Cuild, Bascom & Bonfigli in sach
a way that ity clements are casihy
adaptable to local advertising by

|

Z
individual hanks. Promotional ma ?_‘, g
terial, including ad mats, will also e

& be tied in with the national theme Stift photography is used for Itahan Balm . . with “dramatic highting” 1o capture moo3d
and be made available to hanks
throngh our new arvimgement with - .

First Financial Advertising Group r

in Boston. Each hank is urged to y
use this colliateral material to i
crease the inpact of the wational B

advertisine i the local connmmum \\‘

ty
The advertising program of 1FCRB
is supported by over 5200 hanks,

representing more than 706z of the -~
tatal deposits in the United States 2
T / )
3 ) 4‘,' //
! Maryland laundry praises - T - P T o
- television sales results /
“I don’t think we'lll ever get off!’ n—
b This is the reaction ol a Marvkind sl
area Lumdry and dr'\ cleaning finn create “unique softness on model's hands™ . indicating qualities which ¢come from product

to \WBAL-TV"S One O Clock Show.
In  cowmentineg on results the
afternoon  awdience  participation

show prodinced for them, the sales ‘Soft’ tv SPO' for hand lotion

manacer told thie Baltimore outlet

“When you first approached our \ diffusion techmgue which equals heliting 1 |
finn velative to the use of a one-  the high quality and Lashion aora
mitite annouicement in vour One i Iher < s bee

P OClock Show, 1 was very much Create
against the use of v to promote onr Campaua’s Ttalion Balme hand ke
Linndry and  dev cleaning  route ) | '
service. We and by we Fmean i tcind rad dy L snpen
and our president. fwally aereed to for t! t
tnn it for one week, The rest von Cardner (C |
Kknow. Roesnlts have bheen anwizing T'he 1

“The reason for this letter is to \ 3
make vou aware of somethine that IT \
st happened in connection with 5 st |
our special o top coats. Not onh t T ' ich
Il‘l.\ onr lnp coat Inl.\'im‘\\ YOI WLy 1
above last year for the same period tinetive
but wy route salesmen keep telling atur,
me about people stopping  their nd ¢
trucks on the street, and  telling i indehniteh
them about our tv anbonveenients e cites
avd civing them Lumdr treatiment
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HIBERNIA
National Bank = =

el

COMMERCIAL MESSAGE is taped by spokesman Bart Darby in separate setting for
Hibernia National Bank’s minute program tri-weekly on WDSU-TV, New Orleans.

ADVERTISERS

Minute-long show works for bank

Nowadays when an advertiser re-
fers to his. commercial as a “60-
sccond  show.” the chances are
improsing that he's not joking. Ile
means it. Such is the literal case
with Hibernia National BanK's tri-
weekly Business Report in Brief o
WDSU-TV. New Orleans.

Business Report in Brief packs up
to half of its commercial minute
with news, and Hibernia Nationl
Bank likes the short show so well
it has rencewed for a second 26-week
rim

=8

SPFONSORING BANK ke

ford whew screen s not i u

Bauerlein, Ine., New Orleans,
ageney  for the sponsor, created
Business Report in Brief with the
help of WDSU-TV, contracting for
time on  an  announcement-type
schedule. The format, a simple onc
perforce, opens with sound  filin

showing the Ilibernia  National
building and  show title, then

switehes to a taped studio sequence
of business stories by a newscaster,
finally dissolving to a 20-sccond
commercial message by a performer
who acts as the bank’s spokesman.

s own pictyre on rear sereen bhehind newseaster Alex Gif-
tur bitviaess prctures during editorial portion of program.

Following the Esso news program
every Monday, Wednesday and Fri-
day at 10:10 p.m., thc Business Re-
port in Brief enjovs a position of
good program and audience conti-
nuity. In a half year on the air, the
capsule newscast established that
it could do two important things to
the satisfaction of agency and cli-
ent: “First, it delivers a strong com-
mereial message within the context
of a news show, and secondly, it
performs a significant scrvice by
presenting the most important busi-
ness stories to the eommunity,” as
cvaluated by Hughes D. Drumm of
the Baucrlein radio/television de-
partiment.

Sponsor must be identified,

FCC rules on Mattel case
FCC last week put its foot down
on proposcd exception to the spon-
sorship identification requirements
by a kiddie cartoon series. In re-
sponse to a request from California
tov manufacturer, Mattel, for a
waiver of the rule in the “Funny
Company” program, FCC said Mat-
tel sponsorship would have to be
amounced by stations carrying the
scries.

Commission says present instance
is similar to the “Living Should be
Fun” program offered in 1961, not
overtly sponsored, but in effeet
underwritten by Foods Plus, in ex-
change for spot announeements by
stations. FCC ruled the sponsorship
had to be acknowledged.

Mattel bought exclusive distribu-
tion rights in U. S. and Canada for
the “Funny Company” program,
helped finance pilot film. Through
its advertising ageney, the company
has offered to take adjacent spots
at a cost that will reimburse the sta-
tions for cost of rights to use the
program. FCC holds this is same as
sponsorship. Also, Mattel has ex-
clusive rights to merchandise tovs,
games. ot al, based on the program
characters.

The toy company wanted to let ‘

stations offer the program to other
sponsors. but if Mattel has to be
named, fewer stations would use
the program it claimed. FCC was
not beguiled by reproachful ar-
aument that the commission would,
m ecffect, be discouraging sorely
needed “good children’s programs.”
The law is the law: identify, says
FCC.
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Ifit’s
tomatoes

you re selling . . .

AIR YOUR PRODUCT IN COLOR the way your customers 5 see re be uy 1t 2 your
message the PLUS OF COLOR and you increase productidentity and brand rec tion
product one-of-a-kind.

Note: Your black-and-white commercials will be even better when filmed r

alive , ., shades and subtleties will stand out as never befor

For more information on this subject. write or phone: Motion Picture F r EASTMAN
KODAK COMPANY, Rochester 4, N.Y. Or—tfor the purchase of film W. J. German, Inc., Agents for
the sale and distribution of EASTMAN Professional for Motion Pictures and Tele f

Lee. N.J., Chicago. Ill., Hollywood, Calif.
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ADVERTISERS

Gilbert raps ads for children

Long-term adi‘:n-',m{‘: vimed  at

linldren a4 waste of time and

agene Gilbert, president

Cilbert Yonth Reseurch, drew

this conclusion last week in report-

ing resnlts of a new study his group
condneted

Speaking to more than 200 ad
vertising, ageney, media  ¢xecu-
tives, and guests at the 7eth Youth
Market Clinic in New York, the
vouth expert added another con-
troversial note: Gilhert said eigar-
ctte compumics except for Philip
Morris, had made a major mistake
in pulling their advertising out of
college media. College  students
today are mature enoudgh to be
legatly and morally responsible, be
married, have children, ete., hence
can reach their owm decisions, he
s:lid.

Long-term sclling, Gilbert noted,
should he eonfined to teen-agers
and college students in the vouth
market. rather than trving to reach
children. The Gilbert organization.
lie reported, recently re-surveved a
gronp nine vears after it was ori-
agimally questioned on brand pref-
crenees. Those who were in the

S-to-14-vear-old bracket nine ycars
ago showed far less brand lovalty
than those in the 15-to-19 age
bracket in 1954,

With the sane people questioned
both tines, the results were: Of
those 8 to 14 who preferved a par-
ticular fountain pen in 1954, 32.5%
bought the brand i their most
recent purchase. On  the  other
hand, of those 15 to 19 vears old in
1954 who preferred tie brand then,
53.7% bought it recently. For cam-
aas, 40.3% in the vounger group
bought the brand, while in the 15-
to-19 age bracket 67.3C¢ bought
the Dbrand they preterred nine
vears ago. When it came to type-
writers, 28.6% of the previous 8-
to-14 group bonght recently and
41.4% of the older gronp.

Average brand lovalty was 33.7%%
for the vounger group. 32.3¢% for
the older gromp.

“It tells us that a teenager is far
more likely to retain brand prefer-
ences, that are his, between the
ages of 13 to 19 vears of age than
those brand preferences that are
his hetween the ages of 8 to 147
Gilbert said

Top Pea-Picker for Rice-A-Roni

Colden Crain Macaranm has signed “Tennessee Ernie” Fard ABC TV
show as fall vehicle for Rice-A-Roni and ather food products, nsing live
spots with “great new side dish from San Francisca™ theme delivered
. by Ford. Ahove are (-1 Llosd Fahri & Charles Fall, McCann-Erickson:
H Panl DeDamenicn, natl, sk, mer. Golden Grain: Fard: Thamas De-
Domenico, gen. slv. mer. CGolden Graing and William Calhonn, M-E

Gilbert also noted a marked in-
crease in ownership of equipment
and possessions among the 8-to-20-
vear-old  group in a number of

ficlds. Following are ownership
figures for the group in two periods
of time:

OWN 1954 1963
Dog ... ........ 328°% 30.7%
Bike ..... ceee. 313 42.0

Camera ... ... . 323 38.9
Tyvpewriter ... 18.0 25.8
Fountain pen .. 83.7 47.2

Mechanical pencil  56.2 35.5
WA Sare= o a TR 64.2 79.6
Small radios . ... 442 61.8
Family tv sets ... 746 90.3
Cilbert noted the deeline in

ownership of fountain pens could
be attributed to the growth of the
ball point pen.

Food and drug brand preferences
in the  8-to-20-vear-old  group
staved near the 1954 level, Gilbert
said.

PREFERENCE 1954 1963
Bottled soft drinks  92.86¢  90.6%¢
5 and 10¢ candy . 881  S1.6
cold cereals ... 835 64.5
toilet soap .. ... 76.3 1.5
peanut butter ... 73.0 67.2
hot cereals ... 537.0 394

Among non-owners, brand pref-
crenees among voung people have
shown increases in a number of
areas, including eameras and type-
writers. On the other hand flash-
lights and Dbicyele brand prefer-
ences have dropped, which Gilbert
attributed to the lack of youth
market advertising by these com-
panics.

There is no one vouth market, he
continued. but three distinetly dif-
ferent markets rolled into  one:
elementary sehool, high school,
and college students. “Each group
must be rcaehed by its own media,
be influenced by its own motiva-
tions and needs, and be sold
through its own appeals. The only
similarity between a  3-vear-old
kindergartner and a  23-year-old
collegian is that they are both stu-
dents.”

Other highlights of the vouth
market eited by Gilbert were: 18
is now the peak age for women to
maury in the U.S,; teenagers have
allowances and carnings of $10.5
billion per vear: one third of first
children are born to mothers 20
and under.
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Buick ad plans include

heavy radio-tv schedules
The  Buick  dhivisiom ol
Motors sall hreak its annomncement
advertising for ity 1961 Tine e all
media doring the week  starting
30 September, anmmonnees Roland
S. Withers, veneral sales managen
hev point to be stressed i all ads
is: "above all, it's o Boiek”

Ty oand radio commercals wall
he nsed starting 3 October, preced
ed Dy a week-long wave ol teaser
spots  on Fone page
fonr-calor adsertisements will ap
pear in major mational nergazines
cover-thated during the hreak week,

Ceneral

radio.  \lso,

and newspaper adv ertisements
ranging to full-page size will appean
first in weeklies wnd panes of 3
October and anes the follow g
dav. The public will see the new
Buicks in dealer showrooms fo
the first time 1 October

The 61 campaign will see Binek
cimploy ing all media someshat il
ferentdy from past vears, it was ex
plained. The objective is to realize
all of the distinet henefits available
trom  the different  catecories ol
media

The Binek advertisimg pln has
assigned debuite responsibilities to
media, along this hine: Newseaeins
wo Rwo—to ereate local traffic
to the dealershiips aned to promote
action at the point-of-sale in the
showcrooms:  Nbvavzasis—tro o shon
the styling of the whole line of 26
models most maenificently; TV —
to showe Buicks in use and in action
drumatically and effectively: and
O rooor—to  provide  impact  for
the Buick car and for the deales

Fhe tv connnercials for the Tore
part ol the maodel vear have heen
schednled  in
wines on networks snpported I
many local spots on selected sta
tions. The first wave starts 3 Octo-
ber. Radio commercials swill he nsed
1 waves, too, following a patten
similar to that deseloped for ty,

Buicek's tv waves on the networks
will be in or between sich shows
as NBC's Monday Nicht at the
Movies, ABC's Jinmy Dean Showe,
CBS Rachide, NBC's  Eleventh
Hour, and others like Alfred Hiteh
cock, Defenders, and Cunsmoke

McCann-Erickson s Bnick's
deeney and serves the account fron
its regional office in Detroit.

several-week-longe
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TOP VALUE REALEY PRIZES ARNEILL & CREDN: A
Vilae elephant, at o redemption store e Exanston vear the AL\

Last Club™ host aned cast

Sponsors ‘clubby’ with McNeill

ABC Radio’s Don MeNeill, on the
air for more than 30 vears, is still
proving to be one of the medinm's
top salesmen and merelandisers, as
evidenced by his participation in
the campaigns of two of his most
recent  advertisers Top Vihie
Stamps  and the  West
Departinent of  Commeree. The
trading stanp advertising and pro
motion  drive, swhich  Kicked  ofl
Thorsday (19, will Tave MeNll
and his Breakfost Cluh aronp relat
ing the storv twice weekly Tor seven
more weeks, Tnaddition to the VBC
canipaign. MeNeill will e heard
for Top Valne on 210 other radio
ontlets. This stafl will assist in bis

\irginia

GATHERING AT CREENBRIFR. (

Creenbrur v (
wen. omgr A (
Sontl

participation as the prograns or
s ( 2 1 ]
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carried in 725 newspapers The en
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OVER BILLION

350,000 DOLLAR
TV HOMES CONSUMER

INCOME

JACKSON, MISSISSIPPI

STORY

WTRE-TV

SPIRIT SWITCH! Nawodays, on
old toshioned girl is one who
prefers them to martines,

Wheeling wtrf-tv

BOARD

JUDGE: “'You're occused af
hobitual drunkecness, whot's
T™v S ve., YOUT CXCuse?’
cveln DRUNK: “"Hobituaol thirst, your
honar.**
wirf-tv Wheceling
GRAY MATTERS! Why do clephonts wecor sun-
glosses? They're getting so populor they're
troveling incognita.
Wheeling witrf-tv
AT MIDNIGHT, the modern Cinderello turns
into o motel

wtrf-tv Wheeling
AMERICANS ABROAD' After their Europcon
trip, Frank Bresslou aof Yonkers reported the
only clothes call he had was on Itahion knit
surt  Bettic’s toce flushed o little when o
quide told them the Amecrnican sectign in Parnis
was the tirst ten rows of the Falics Bergére.
Wheeling wtrf-tv
ARTIST? A pcrson whao knows where to drow
the line
wtef-tv Wheeling
PERFUME NAMES indicate that virtue dacsn’t
maoke scents
Wheeling wtrf.ty
‘There now 13 o station oppcaling,
Whose new tower's o-sooning from Wheeling
The oudience 1t drew, 1S more-so ond new
And figures unveil most revealing
wtif-tv Wheeling
There now 15 o rep Hollingbery,
Whose Wheeling TV that 1s “very”
¢ deals big ollats, to buycrs of ofs
And signs up whot Scven will carry

CHANNEL [@ WHEELING,
w

SEVEN EST VIRGINIA

Drew Foods to introduce
altered fat content eggs
Kenvon & Eckhardt has
awarded the advertising account
of Drew Foods, New York, devel-
opers and marketers of one-to-one
balanced eggs with a “significantly
altered” fat content. Northern Utah
lias been selected for the imtroduc-
tion of the new product. The spe-
cial cggs will be available Thurs-
day (26) in supermarkets in the
Salt Lake-Provo-Ogden area. Later
they will be produced and mar-
keted in other parts of the United
States and foreign countries.

The eggs will be identified as
“one-to-one  balanced  cggs” and
will be distributed by firms which
are franchised by Drew Foods, di-
vision of Drew Chemical, inde-
pendent refiner of edible vegetable
oils and one of the world’s largest
manufactarers of margarine. The
cags will e produced and graded
under wofficial U. S. Agriculture
Dept. supervision and be available
only in the highest quality— Grade
AA Extra Large, Grade AA Large
and Grade AA Medium,

The publie relations ageney s
Rainey and McEnroe of Washing-
ton; poultry industry  consultant
is Edward W. Priebe, Jr., of Chi-
cago; medical advertising ageney is
Shaller-Rubin of New York.

NEWS NOTES

Recipe for more sales: The Maxwell
House Division of General Foods
and Pocket Books are jointly pub-
lishing “The Coffee  Cookbook”
which abounds with recipes using
regular or instant coftee as an essen-
tial ingredient. Book will be sold
for 50 cents, according to the Ben-
jamin - Co., the special projects
office of Pocket Books. Benjamin
Co. sums up the idea behind the
joint venture: “Such hooks prove
doubly valnable because they sell
on their own merits at retail as part
of the publisher's regular distribu-
tion, and they are uscful to the
sponsor in his sales, promotion,
public relations, advertising, and
premimm programs.”

Soup sales up: Both sales and uet
income of Campbell Soup Co. in-
creased during fiscal 1963, Sales for
the period ended 25 July  were

been -

$638,193,000, an increase of 4.6%
over last year's sales of $610,123,- AG
000. Earnings per share of $3.93
were up 13% over 1962 earnings of
$3.47. Net income after taxes was
$43,849,000 compared to $38,674,-
000 last year. One of the principal
reasons for this increase in profits c
wiis a substantial reduction in losses
abroad, the company  reported.
Sales of Campbell Soup and its sub- A"
sidiaries in the U. S. and Canada ‘
only—the basis on which annual ig- =
ures have been reported previously It
—were $618,048,000, an increase of (i
4.3% and profits were $48,170,000, i

an increase of 7.6%. The company it
introduced 22 new products in the M
U. S. and added eight new lines to gpon
Canadian product lines. ¢
Mid-year report from Warner-Lam- }

bert: Consolidated net income for
the first six months of 1963 was
513,802,000 or 56 cents per com-
mon share, compared to the 33
cents per common share and $13,-
639,000 earnings obtained during
the first half of 1962. This increase
was attained despite the loss of
sales and carnings during the first
siv. months of this ycar resulting
from the sale of Pro-phy-lac-tic
Brush Company as of 31 December
1962. Sales for the first half were
$144,244,000 compared with $149,-
494,000 for the comparable 1962
period. The first six months of 1962
figures included sales of the brush
company. After eliminating these
sales, \WWarner-Lambert recorded a
sales increase of $4,700,000 for the
first half of 1963.

NEWSMAKERS

Leo G. Saxns to vice president of
Dunwoodic Associates. He will di-
rect a new clectronices division.

Sternex Rose to vice president
and director of marketing serviees
of . B, Williams. He was previously
vice president of marketing for
\Maradel Products.

Lawgexce T. PrisTer to manager
of audio products for Gates Radio,
a subsidiary of larris-Intertype. lle
was radio and tv manager for Chris-
tian Crusade.

CuarLes F. FLascisiasy to ad-
vertising manager of the Nestle
Company. Fleischimann is a former
vice president of Young & Rubicam.
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Commercials are an art
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Q Advertising agencies point out to advertisers that “the commercial is the payoff

DOES A RHINOGEROS HAVE THE TOUGHEST HIDE !

L LS TIO FUS

DOES A RHINOCEROS HAVE THE TOUGHEST HIDE?
He probably has. But be had bettsr lock to his lawrsls. For

television viewers are growing pretty thick skins against the-

average run of commercials. You can hardly blame them. Take
a typical three-channel tv market. Every day Rt airs some 60O
commerclals. To grip the viewers throughost youwr alkim-
portant minute isn’t easy. It takes a selling idea that sparks
a buying idea. One that links the preduct to the viewer’s
needs—in an interesting compelling story. N.W. AYER & SON,
INC.

and 1t has to be good or the consumer won't watch

-

.%.\“l"\—kf

ik

What is the price of this shade?

WHAT S THE PRICE OF THIS SHADE?

This is the shade of indifference. It comes down whensver 2
commercial is tee trits, or tee pailid, or tee biataat, or tee
patreaizing—or you name it. What's the price of this shade?
Sixty seconds of commercial time eoften costs $33,008,
$40,000, $45,000. Praducing the commercial can cest $2,008,
or. $10,000 or $20,000 or mere. Add it all wp and you realize
hew important it is to put your advertising in the iaventive
hands of pesple whe can keep the shade relled wp tight.
YOUNG & RUBICAM.




rhe tv art director’'s changing role

that many commercials
h. More and more agen-
ving to point out that crea
is the kev to securing the con-
ttention (see ads p. 43).

lien tv first appeared on the
the producer handled most
visnal concepts and tech
for commercials. Tle was
kingpin. Bt as competition grew
stronger, it became necessary to tap
the sensitivity of the artist for mmore
pleasing, as well as more foreeful
spots. Since then, there has been a
slow bt steady recognition of the
tv ot director as a true artist. As
carlv oas 1931 the Art Director’s
Club took in the medium. Today
conmmercials are r(‘c(){_’,l)il(’(l as an
art forin hy Pratt Institute and the
Muscim of Modern Art in New

| York, and others.

1 the
e

Unfortimately art directors were
not hronght into tv bhecause they
were skilled.” according to Bill
Dafly | seriior art dhirector for tv at
MeCinn-Erickson. “Very foew  of
them had training. Nost of them
were jost storvhoard  planners. 1t
is still the sime now at mam
agencies, bt at o« few snch as
Young & Rubican, BBDO, Kenven
& Eekhardt, McCann, ], Walter
Thompso, Dovie Dane Bernbach,
and Papert, Kocning, Lois. tv art
divectors are viswil innovators, not
just renderers.”

Out of these agencies have come
celebrated  commercials for prod-
nets like Volkswagen, Goodvear,
Neray, Coca-Caola, and Ford.

s inalmost amy field of en-
deavor. however, an wnnsual ap-
proach, if it's suceessful. will not
remain amnsnal long, The innova-
tion starts & popular trend and de-

dlops into a standard  technigne,

Oue such innovation is the close-
poas seen it commercials for
[ohnson & Johnsou haby  powder
LS. Steel sinks, Tham MeAn

s or children, Bufferin, Ronnd-

Clock stocking, wnd others

\ceording ta Carroll Martin, tv
1t directar at J. Walter Thompson,
heidea has developed into the ex-

¢ (‘l()s(‘-lll) ar  micro-photog
rapliv in Firope for products like
watches and diamonds

Perhaps one of the first to use the
technique was Steve Frankfurt, 31-
vear-old head of Young & Rubi-
caun’s art department (both print
and tv). While working on an ex-
perimental commercial he carme up
with the idea of using, not people,
not unimated characters, but parts
of people, first trying hands. e has
since used the idea for Johnson &
Johnson baby powder (hands
again), Bufferin (an eve) and Mi-
crin (a mouth). Evidently feeling
that the idea s now used too fre-
quenthy, e has begun using what he
calls the “extreme faraway.” For &
he recently made a spot taken from
a helicopter featuring a child on the
beact.

Another te(-]miquc, not new in it-
self. but new in its employment, is
white-space. As defined by one art
director, white space iy tv is more
time than dimension. 1t is charac-
terized by commercials like Buxton,
Valkswagen, Ronson, and Scripto.
Dovle Dane Bernbach art diree-
tors are known to use white space,
or simplicity as an approach fre-
quently. In recent commercials for
Polaroid and  Cracker Jack. the
ageney uses one scene and almost
no dialogue.

“The simple but dramatic ap-
praach we use stems from the prod-
uet,” sayvs Bob Gage, vice president
and chief art director at Dovle Dane
Bernbach. “We don’t do an enter-
tainment job and then put the prod-
net on in the end like some agen-
cies.”

Other art techniques whieh have
hecome popular: movement on stills
(Max  Factor,  Pan American),
quick cuts (Goodyear, Ford, New
York Times). sophisticated anima-
tion  (Rheingald  plavers, Cheez
Walflles).

Many art directors have found
that video tape provides excellent
opportunities for ereativity.

Tlere is no need ta copy goad
ideas. according to Frankfurt at
Y&R "Print has been araund for
100 vears and there are alwavs new
ideas there,”™ he says.

Duffy uses an “inventive™  ist
over at McCuom. "We have lots of
vood ideas an file we haven’t been

&
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GEORGE LOIS
Papert. Kocnig, Lois

W __

TOMN KNITCH
Foote, Cone & Belding
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2ads to more creativity in television commercials
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resh ideas hold tv viewers

t directors are constantly on the lookout for new tech-
riques to make their commercials stand out. TOP: scene from
es of Volkswagen commercials by team of Helmut Krone
art) and Bob Levenson (copy) at DDB which has won many
awards, including Art Directors” Cluby gold medal and Amer-
ican Tv Commercials Festival awards. MIDDLE: close-up
techuique as used by BBDO for U. S, Steel in a sink commer-
cial. BOTTOM: scene from a new Pan American commercial
out of JWT effectively utilizing movement, quick cuts on stills.

Guick cuts and movement un stills are sometimes synchronized to jingles

L e e (RO OO SO RSO O

some of the Hamingoes on the front
lawn and call in a decorator,” one
critic notes.

But a lot of creativity can be lost
in commercials simply because so
many people are involved; in print
the art director has almost complete
control. “By the time all the differ-
ent people get into the act the guts
of the commercial is lost,” says
Bob Gage at DDB. “It’s like wad-
ing through molasses.”

Gage feels that with many people
working on a commercial the tend-
ency is to add up elements. “I be-
lieve a commercial should be ore
like two, plus two, minus three,
times ten, so you have an inter-
play,” he explains.

It is not always clear who the
captain is when it comes to making
a tv eommercial. The general opin-
ion is it's the individual who takes
command, not the title. As Larry
Berger, v.p. and executive producer
at BBDO puts it: “You create a
commercial and then vou follow it
through production. The person
who is best equipped to follow
through takes over the job, whether
he’s copywriter, producer, or art
director.”

Many art directors and producers
feel that the commonlyv-used term
of tv art director is incorrect. Berg-
er savs in tv the art director is
neither an artist or director, but a
designer who must think of copy,
visuals, editing, sound, and typog-
raphy. Others think the term visual
director is more apropos.

There are a few who believe the
tv art director should be somewhat
of a universal man. He should not
only know art and tv as an art
form, but understand copywriting,
acting. music, and production. At
McCann-Erickson several tv art di-
rectors have taken courses in acting
so they will better understand the
use of talent in a conmuercial. Steve
Frankfurt at Y&R has been studying
directing at the Sheridan Square
Playhiouse for the last two yvears.

Certain tv art directors are ex-
perts on music as well. “If the mu-
sic is left completely up to someone
who doesn’t understand the overall
commercial it can hurt the creative
idea, even fight it,” said a tv art
director. “Eflectively nsed musie
can build. sustain, ereate moods,
and perhaps give a lasting impres-
sion: In many cases where music
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hias been used well it bas hecoune
4 memorable property, as i the
cuses  of  Muarlhoro,  Chevrolet,
Hertz, Newpart, and  Pepsi-Cola.
Sanrctiines o known melody  can
be eflective, bt it can also back-
fire,” he said.

Art Koch, who recenth went to
Young & Rubicanr, made a deep im-
pression on Bill Paflv at McCann-
Erichson when e came for an in-
teryiew some time ago. Dufly said
Koch was the first b art divectar hie
knew who brought along tapes ol
music coueepts as well as visials,

The tyart director should under-
staund  the naods diflerent  justrn-
ments can ereate, like the French
horn. the flute, and hie violin,
Wiy, Peter and the Wolf practic-
ally tells 4 whole story with music
alone,” savs Dafly.

Frankfurt at Y&R i another who
believes nursic i important. The
departurent head writes nusie and
plays the piano, often tries to in-
flucnce nwsice in commercials.

Smee pliotography is a major
part ol comumercials art directors
are tving to he creative in this
Somne  agencies heen
callig on well-kuown still photog-
raphers to innovate with moving
pictures. Many are tired of what
one art director called the “grade
B movie™ diseuse which has hit
WA COmmercials.

‘Fom Knitch, senior tv art diree-
tor at Foote, Cone & Belding, has
recently used Bert Stern for pho-
tography on Cood  Season Salad
comwercials, Richard Avedon for
Clairol, and trving Penn for o
Mentey & James proaduet. lrving
Penw has also been employed by
BBDO for Pepsi-Cola spots and
Y&R for Johnson & Johuson com-
mercials. Howard Ziefl has done
photograpln: for  commercials  on
Utica Club. Volkswagen, Genesee
Beer.

“There are very few good cine-
matographers in the tv business,”
stvs Knitele, "But a really good still
photographer can give added life
to moving pictures as well as atills.
Since the time-span of a commer-
cial is so short there is not a great
amount  of difference.” he  {ecls.
“There's a trend of using still pho-
tographers now, and | think it's
a good one,” Kuitch savs.

In some cases effective use has
been made of high-speed photog-

ared. have
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l.l|)ll) e recent wouths Anoug e
first to nse 1t Trnshoy sk cream
(Cres), Voreurost Dartes - Boseom
& Boulicho!, aud Amercan 1.DO
ol (1 \rev )

Ity cases there soa sparttual
as wellas plivacal fence separating
the v art (l('p.utnu'lll lrom  the
prist art (l(-p.utuu-nt Soue NTURT
cies, such as PR, feel the two de
pavtinents shoald be one. "IEs vern
toolish ta lnonve an art director work
only on " savs Ceorge Lo, "\
voad art man can do any thing—
counnercials,  posters, priut ads,
packages”  Others wanting  only
one art departiwent feel that @
Keeps the campaigns in harmon
throughout all niedin”

Avencies histinet
departments: Young & Rubacam
MacManus, Jolm & Adaus, BBDO,
and Foote, Cone & Belding, “Hs
had lor an art director to split s
job down the middie and work on
botle inedian,” savs Sal Tortora,
art divector at MacNanas, Jolhin &
Vs, “Both jobs reqguire working
witl different people on different
problems with different solations.”

Art directors don’t Llvavs stop

wantimg two

at e and prt Tiowever Moo
have left the told aud takem np the
posttione of agenes prodacer wher
thore s enrrentlv o devand lor art

backgronnd  Among themr \veny
Chenoweth, Widlnau Fsty o dlerh
Compertz Manatl - Bob Vaw
Bineu, Beach, MeClhtou Nk

Calison Papert Koo Lass Bob
v Natd McCann Freckson Laar
Berget and Lack Goldsaath BRDO
The wdea of connbiag the two
posihions of |)rn(|n(('r aned art
rector s begtunng to teke hold At
Renvon & B kieadt the switein fas
been made officmily Phonel
Process o evolution tyat duectors
are now tvoart durecton prodacers
Landle  hoth Tuuctions  entieh
Laery Parker, viee presdout and
untiacer of v oart aud |n-u|mtum
abt K& dedds at makes seuse Ao
wive the art dhirector all the vespou
sibihity so e o start Trom the
iy aud follens the conmgeroral
threongh, 1t leaves the artest loee to
eveente s deas as he orgmoateod
them 7 Such authonty Ton thie at
dirccter wonld cortamdy ont the
“molasses” now holdimg dowar new

ated tresh commercials L 4

Fear of change is for ''dunces,’’
Gribbin tells insurance group

ut Lile losurance Advertisers

Assn, of the UL S, and Canada,
was warned last week by Ceorge
Cribbin, chagirman of Young &
Rubicinn, awrinst “The Confeder-
aey ol Dunces,” men united by
stupidity and the fear ol chanue,
I suid, swho have closed ranks
against  cemins whenever it s
appeared in history,

“As the world changes,” Cribbin
asked, "what has happened to this
cofederacy of dimees? It would be
natural to expect it to dissolve, Bat
1 do not think this is the case. The
meetings are a bit less frequent and
possibly Lack some ot the old fire.
But the dunces are stith with us”

He mentioned the case of Dr
Robhert  Hutehing Goddard,  the
Awerican physicist who did much
of the cary research on rocket pro-
pulsion. For suggesting, 10 vears
ago, that nian might plaut o flare
on the moou he was called "Mooy ™
and chased ont of NEssackisetts b
the state fire marchal,

“Research todav, Gniblo ol
“is not mereh an accepted bosmess
practice bat o business necessaty
But | want to correct the impre ssion
that today's genmses are all peac
fully: workmg we large research b
boratories where then deas are
stanthy accepted and generonshy re-
warded.”

NMam
working aloane, he painted out "\
tomatic ek phone dialmg was me
vented byoan nndertakar Roda
chrome il was devebiped by two
musicrans, The hall pomt pon was
unented by two Hangarin
brothers, oue of tem o ponrnahs
Vch ol the hase work e s
thetic rubbor was accomplished In
A4 priest”

“We st beware the Conled
cracy of Dunces,” he sad The
Dunces ash us to shntter onr eves
aganist mimense zones ob fact Ty

of todav'sv inventors

askh that we record e tear from
change,  simplv Decanse bt
change v
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Confessions of an ad man

wanted to get an ac-
m 1 that I could not afford

[§

to lose it. The dayv vou do that,
\ nit vonrself to living with
f Frightened agencies lose the
conrave to give candid  advice;
once vou lose that vou become a
lackey.”

Such independence amidst  the
constant competitive c¢lash of Amer-
ica's agencies could only eome from
the creator of the Guinness Guide
to Ovsters and  the  eve-patched
“Man in the Hathaway Shirt.” It is
just one of several personal and
professional revelations in “Con-
fessions of an Advertising Man” by
David Ogilvy, out from Atheneum
on 21 October. Ogilvy, who started
his career as a ehef in the kitehens
of the otel Majestie in Paris, now
manages an agency that hills $35.-
000,000 a year. The birth and being
of Ogilvy, Benson & Mather is link-
cd inseparably with the personality

NEWSMAKERS

Wirepar R KN to vice pres-
ident, marketing supervisor of Leo
Bnrett, Chicago. lle was senior
vice president of MeCann-Erickson.

Crrvp KaUryan to ereative di-
rector of Smith & Dorian,

Pavr Lowis to excentive consult-
ant wt D'Arev Advertising’s televi-
sion departmment. Lonis was with
D'Arey for 13 vears, left to join Leo
Bumett in Chicago cight vears avo.

Joseeir Goonvear to Robert A.
Beeker copy staff. He was with
Ted Bates

Paimiex K. Sreawant to the service
department of N W, Aver & Son.

Moz DiviNe to account super-

isor on the Tusey account at Kud-
ner. Devine was viee president of
Warwick & Legler

oy FooSrteenexson to the
board of dircctors of NMaeNanus

olin & \dans

Wi | Corsenr to directon
of LaCrange & Garrison’s new lyv-
cicated radio and tv department in
ludianapolis. Covmear was formerly
medha divector with Bob Lang \s-

it

o Lo Diven to vice president
of Yonng & Rubicam

of the man. “I have observed,”
writes Ogilvy, “that no creative
organization, whether it is a re-
search laboratory, a magazine, a
Paris kitchen, or an advertising
agency, will nroduee a great body
of work mnless it is led by a formid-
able individual. The Cavendish
Laboratory at Cambridge was great
because of Lord Rutherford. The
New Yorker was great because of
Ross. The Mlajestie was great be-
causce of Pitard.” For this reason,
Ogilvy’s book is not only entertain-
ing reading for both professionals
and laymen, it bares the backbone
of the building of one of the coun-
trv’s top ageneies.

Ogilvy treats, among other top-
ies, how to manage an advertising
ageney, how to get clients, how to
keep elients, how to build great
campaigns, how to write potent
copy, how to make good tv eom-
mereials,

Davip MixtER to vice president
of Ted Bates.

Josepir MAaRONE to viee presi-
dent and television group head of
Sullivai, Stauffer, Colwell & Bayles,
lHe was with Sutherland Produe-
tions as general manager, produeer
and director.

Palmer, Stone and Gray
vice presidents at BBDO
William  B. Palmer, William S.
Stone, and Brian R. Gray, creative
supervisors  with  Batten, Barton,
Dmrstine & Oshornm, have Dbeen
named v.ps. Palmer, who joined
the ageney in 1936, is supervisor
on Lever Bros., Swan, United Fruit,
and Schaefer Beer aceounts. Dur-
ing 1959 and 1960 he was eopy
group head on Liberty Mutaal,
Sheraton Hotels and the Boston
Globe in the ageney’s Boston office.
Stone joined BBDO in 1934, super-
vises the B. IF. Goodrich and Chev-
ron accounts, and has worked on
\merican Tobacco, Bristol-Myers,
Du Pont and the New York Times
accounts.  Gray, who jomed the
ageney in 1936, has worked on the
Armistrong account as copyvwriter,
gronp head, and ereative super-
visor.

Thomas F. Maschler

Perrin & Associates elects
Thomas Maschler exec v.p. N
Thomas F. Masehler has been
clected an exeeutive vice president
of Perrin & Assoeiates advertising
ageney, in Chicago. Maschler, a effi
former vice president with Kenvon
& Eckhardt’'s Chicago office, first
joined the Perrin agency last Fely- §*F
ruary as general manager. 4

AlbertFrank-Guenther Law i}
names Fest Phila. Mgr.

The appointment of Robert G. Fest I‘.st
to manager of the Philadelphia
office of Albert Frank-Guenther
Law, advertising and publie rela-
tions ageney with headquarters in
New York, was announced  last
week. Fest is a vice president of the
ageney, a position to which he was
cleeted in 1938. Prior to joining AF-
Gl as account exeeutive iy 1933, he
served as advertising and public re-
lations manager for Daystrom Fur-
miture, in Olean, N.Y.

H

—

Robert G. Fest
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Total circulation — 100

A 11%

How the average advertiser ‘‘loses’ his audience in the newspaper

(A) 77% miss ad; (B) 3.5% fail to associate; and (C) 5% tait to read most of it This leaves adverfiser with (D} 14 5% readership

BJI5%.C5%. D145%

TV MEDIA

X

iINewspaper data questioned

JAMES A, LANDON
rescartlc director

WINT, Jucksonville, Fla.

o HE 1 FRCIENGY of various adh ertis-

Tin_;' media can vary, depending
upon the individial market. Sinee
most newspaper and television ad-
vertising is purchased on an indi-
vidual market hasis, it can be worth-
while for the media buver to ana-
I\ 7 the media sitnation at the local
nrhet level,

Comparing the efficieney or of-
fectiveness of newspapers es, tele-
vision s not an casy omatter, na-
tionally or locally. However, there
are certain elements that can serve
as a “cheeklist™ for comparing these
two media ina specific market.
These factors can form a gencral
anlysis:

1. Readership v viewmy aadi-
ence

2. Percentage of advertismye ¢om-
trol

3. Audicnce by size vr length of
selling m essawe

4. Change in rates and cirenla-
tion over perind of time

3. Newspaper s tvocost per
thousand

6. Coverace of the muarket

lu Jucksonville, as v other mar-
hets, the newspaper has done
satisfactory job for most advertisers
in the past. But in Jacksonville, the
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wedi picture Tas clianged, and thns
uiny absa be true inother local -
Kets, ft s now time for o re-evaln-
ation of mediaand the hudecting of
dollars for cach. Let's see what the
checekhst tor compuaring newspapers
wid ty o roveals e Jacksonvalle,

1. Readership vs. viewing

Many advertisers continue fa by
newspaper ads ou the basis of tatal
circulation rather than actial read-
coeship. Thisis like huying teley ision
on the basis of cov erage area rather
i ratings!

L 1960, Daniel Starch & Stall
condneted o readership study of the
locul morming paper in Jacksonville,
the Plorida  Times-Union. Stareh
meastired 65 national and local ads
appearing in an \ugist issne, and
tannd tat only 23 per cent of the
adult readers noted the average ad
This means that an averave ot 77
per cent missed the print ad. Starch
reported that another 3.3 per cent
failed to assaciate the averace ad
wath the name ol the product, com-
Py, or service beme advertised
Finally, an additional 5 per cent of
the readers failed to read at Jeast
Lall of the copy m the average ad
leavy ing an v erave read-most read
crship of only 15 per cett—or in th
case ol the Tunes-Union—abont
£4.000 adults  See Chart One

On WINT. aecordmg to the Litest

Number of factors can be used to compare
effectiveness and efficiency of tv and the press

Nieclaen. the averaee andwonee for a
canunercial messace melades 71
000 addult viewers per quuarter hour
Maotday through Fridav, 9 A\ to
Madmeht - WINT reaches 1310040
adults per qurerter hour o pring
time and 15000 darimg weekdas
abternovons. AL of these individual
televisian andiences execed indisid-
tal print ad readership. Add to this
the lact that on television,
vertiser Gin better select lns
Ly .llllll(‘ll((‘- -tc, Wonietr teon
avers, cnldren or entire Lannh
and e can add the features of
cight sonwd and damonstration

2. Advertising content

IS quite posaihle that g croveded
stteeitione i a

ontril tee t relatnnely
conti e U rodatned

advertismy TS

sull readirship seores tor mdnad
wal ads. I Jacksonidle’s mormmg
nesospaper. ads covered two tlards
(6% per cent) of the space durmy g
week measnred in November, 1962
Over hall of the paper's space was
devaoted to advertiscments moeven
I d !

I'IH'\H.I\ o ;7 I raent oie g hrs
v Promn Nlond o throueh Satar
Liv  oncdundmy the Samday edhition
with ity vomes ad suppleme nts
ik . 1 i "N
sible 332 pa Fhie ad less

1torn

Ou WINT. danng the sante week
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V MEDIA
ds ram during only one-
r cent) of the station's
k nging from 10
[ n Sunday to 1S per eent
on Thorsday and Fridav. This in-
Il commereiatl time, includ-
mg national and local spot an-
nouncements plus commercial time
within sponsored network and local
pPrograms
In the newspaper, with 67 per
cent of the space devoted to adver-
tising, an advertiser’s selling mes-
sage Gt be lost i the crowd. On
TV, there is no competitive distrac-
tion

3. Size, length of message
The readership of a newspaper ad
depends greatly upon the size of
the ad, According to the Stareh
Study of the Jucksonville news-
paper, smaller ads pulled fewer
readers.

Printed ads of 2500 agate lines or
more (larger than a full-page ad)
were noted by an average of 40
per cent of the adult readers and
read most by 29 per cent. On the
other hand, small ads of under 300
agate lines (less than one-fifth of a
page) were noted by only 15 per
cent and read most by 11 per cent.

CHART TWO:

INDEX (1955 = 100) Flat line rate

Change in Times-Union rates and circulation

Total circulation

200

100

]

1955 56 57 58

CIHART THRIZE:

59 60 61 62 63

Change in WIXT rates and tv home penetration

INDEX {1955 = 100) Highest minimum rate Area tv homes

200

100

1955 56 57 58

59 60 b1 62 63

A TV commercial's audience re-
mains the same regardless of the
length of the announeement. A one-
minute commcereial, a 40-second
announcement, a 20-seeond spot
and a 10-second 1.D. will all reach ™
the same audienee at a given time. g~
Regardless of its length, a TV eom- 3
mercial  offers  pieturcs, words, J 4
sound, demonstration, motion and
c-motion. Both smaller newspaper ¢
ads and shorter TV eommercials "
will cost an advertiser less dollars, 1#*
but only TV commercials offer the "

vl

B e

; L

same audience exposure. I‘
Un

4. Rates & circulation )

In the Jacksonville market, an anal-
vsis of past data indicates that |
newspaper circulation has not kept
np with changes in advertising ¥ ",
rates. From 1955 to 1963, the morn- q
ing paper’s average daily cireula- %
tion inercascd from 136,520 to 149,
98S; a 10 per eent gain. During the
samce period of time, the papers i .
flat linc rate advanced from 40¢ to
70¢, a 75 per ecnt jump. The eve-
ning paper’s circulation actually
dropped 17 per cent from 1955 to
1963, while the evening paper's flat
line rate jumped 74 per cent.

On the other hand, WIXT’s
changing rate structure has virtu-
ally matched the growth of TV
homes within the market. From
1955 to 1962, TV homes within
WJNXT's 49-county eoverage area in-
creased  steadily from 139,670 to
322,110; a 131 per cent gain. In
comparison, the station’s highest
minute rate has changed from $130
in 1955 to $400 in 1962, an inercase
of 167 per cent. In addition, this
does not refleet the addition of van-
ous diseount plans to the TV rate
cards in recent vears (See chart 2 &
3).

In Jacksonville, television eannot
he eriticized for spiralling costs. Be-
tween the increase in TV set pene-
tration and the natural growth of
the market, TV continues to deliver
good cost cefficiency to advertisers.

I

5. Newspaper vs. TV cost
Another vardstick for cvaluating
the efficieney of advertising media
is the cost of reaching a thousand
people. According to the Stareh
Stndy of 65 national and local ads
in the Jocksonville paper, the aver-
age ad—Dbased on the open rate for
uational advertisers and the end
discount rate for local advertisers—
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ost $S3H9 and was noted by abont
70000 adnlt acaders. This repre-
ents o cost per M oadults of SEO9.
How about foll-page ads? Ae
cording to the Starch Stndy in Jack
sonville, full-page ads were less
clicient than the average ad. The
cost of a Inllpage ad n the loeal
monnng paper ranges Tram $330
(lowest local vate - ta $1,656  apen
rate ), and according to Starch, an
nerage ol 92,000 adalts noted the
avcrage fullpage ad. This repre
sents anaverage cost pey thonsand
actults rangang Irom $H.76 to $15.33.
O \WJNT, the average cost of g
unnnte  conmunerdial  ranges  Irom
$202 (hase rate) to SH2 (lowest
cisconat) hetween 9 AM and NMad.
night, dailv. The station’s averape
gnuarter honr andience, over the
saine period of time, anclides 17.-
SO0 TN homes with 71300 adalt
viewers, This represents a cost per
thousand adults ranging from S1LYY
to $2.53, depending upon the dis-
conmt, In addition, 10-second an-
nonncements, 20.second spots and
10-second LDSS will cost less and
olter even better cost ofhicienay than
minntes.,
This cost per thomsand compari-
son is hased on averaves for pur-
poses of comparison. Individual ad-
vertisers nsing either newspapers
or TV in Jacksonville can espect
their CPM's to vary from these an -
crages, but they will generath fall
hetween the ranuges cited.

6. Coverage of the market

Newspapers contend that cight out
of ten adults i the V. S read a
newspaper on the average week-
dav. On the local market level
space would have to be purchased
by an advertiser in several dailies
and wecklies in order to obtain that
sart of market penetration. This
sort of medin boving procedure, is
of conrse, impractical. it would cre-
ate prablemms i mat placement,
hookkeeping.  correspondence and
would run cost ctficiencey sky-high.
hn Jacksonville, the morninge pa-
pers anverage dailv cirenlation was
132566 in 1962. The paper’s cov-
erage is primarily in the metropoli-
tan arca (Duval Comnty has 66 per
cent of the copies),  dropping
sharply in the ontside arca, as most
newspapers do. The morning paper
covers 50 per cent or more of the

SPONSOR 23 sev1eviser 1463

honscholds o only three conmties
mcladime the metro area

Tn 1962 the exening tocal paper
haad e avarage ity crenlation of
30331, 89 per cent of whneh was i
thes wetropohtan area In the metro
are, the amonumg paper cavers 79
per cent ol the honseholds wud the
cremmg paper eovers 33 per cent
bt both dalies combined  cover
onh 82 per cent Al bt 1 per cont
of the evaning paper’s circnlation is
dhiplicated in honseholds reconing
the morning paper

\WINTS average daih Greulation
correnth represents 156,000 PV
homes in 19 North Flonda and
Sontli Ceargia connties. Ahont hall
ol the station’s cirendation is wathin
the inetropalitan area, and the sta
tion covers 30 per cent or more of
the houscholds o 22 counties

In the metropolitan area, where
the  uwewspaper has  traditionally
chifmed  the greatest strength, 00
per cent of the honseholds now own
at least one TV set, wiving television
@ ereater potential coverage of the
metro area than both daily news.
papers combined!

SUMMARY

The parprse oF tlns clicekhist we

not to condomm newspepers o b

e oanelective on o these P omts
'i i'l ;')( .(i e\ \l).l]" ] \ll“ | g l)l' (IR0 Y
ane cthaoent advartisomye nednme ad
mon products ond
ket Bat the
e picture hus cheanged e
m saine mnrhats than o othors

I Jacksenvalle,
ton has slabted considerably o A
vortisers swho e the past were
phicie 10 per cent of tlie had et

newspaper sl bind tha

s adedd dor
SCTVICES 0 L

the medi sitaa

mitor the
by allocing T0 o S por cont
the newspaper and 200 or 30 per
cont to TV D on vartons ather hre k
downs, they can increase the ave
all efficiency of ther adsortismy
dollars and can realize greater sdes
pertornunce, The saome s prababla
triue i anost other Jocad markets
Television s now m o positun to
reacl people tht are ot reached
by the newspaper. Telesvwsion can
support the newspaper by broadon-
me the market and offe ning o differ-
ent tpe ol advertisimg mpact o

And then this idint squaw
comes up the trail right there
and gives me all this jazz
about ARR. Says TV stations
rise and set over great god
ARB. Squaw bugs me how
ARB god says Station Z has
higger audience than WITN
TV, NBC in Eastern North
Carolina. You knaw me,
Standing Eagle, I'm no «t.
ting duck. | ask haw long
since you last contacted ARR.
She <«ays two vears. | =ay.
that's  like many
squaw  Add, newest ARR*
<tudy puts WITN-TV ahead
of Statien Z. Quick like In
dian | rattle off figures hke
215,000 homes for WITN-TV
compared to only 199,000 for
Station Z. Lake 194,600 homes
in WITN.TV net weekly cir-
culation, but only 155,100 for
Station Z. She s«ays, how
‘bout that. You worship ARR
god like me. Let's pet mar-
ried. So | shot her.

*AR8 Coverage Study Fed March 165)

m=na,
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" HABIT IN THE
MADISON
MARKET!

— e i —— —— o — ——

S——

and

the
reason's
simple as

@

Fo many advertisers, WKOW-
I'V and the Madison market are
SYHONYVINOUS.

WKOW-TV's  exclusive ABC
network coverage matches neatly
the market’s full retail trading
area

Thus, vou define the Madison
market realistically, eover it com-
pletely. and buy it economically
when vou entrust your television
campagn to WKOW.TY

What™s more yvou're selling
where thev're looking, Far looking
at CHL 27 i~ a ten vear habit i the
Madison market

And why break a good habit?

WKOW.S

MADISON, WISCONSIN

Teny Moo

Vice-Pres. & Cen. Mgr,
Larry Bentson, Pres. b
Jee Floyd, Vice-Pres.

>
\\_ J/
Ben Hovel
Cen. Sales Mgr,

represented dy Adam Yowng

¥ MiDCo Bt

WNEW-TV kiddie Panel

judges of “Wonderama”
Eves of WNEW-TV (New York)
and Wounderama exees were fre-
quently raised heavenward in pray-
erful attitudes that belied their
cheery smiles, as they seated a covy
of kid critics Leside professional re-
porters at a press party featuring a
I7-minute preview of the two-and-
d-half hours of Wonderama in Den-
mark filhmed on location.

The idea of inviting kids aged 8
to 14 to review the show for vari-
ous publieations undoubtedly was
heartily saluted when it was run up
the flagpole, but as the actual
sereening approached, thoughts of
the unvarnished and  sometimes
alarmingly eandid reactions of chil-

dren began to drain a bit of the

poise fromn those officiating.

Sroxsor’s 11-vear - old reporter,
Kyle Heaney, recruited especially
for the occasion, remained pn-
abashed like a good reporter shonld
even after Wonderama’s star, Sonny
Fox, asked her if she was really
from “Monster” magazine. Deeiding
she liked the show because, as she
said, she “had fun watehing it and
learned something about Denmark
at the same time,” she went on, “}
never knew that Copenhagen had
so many canals, or what an old
Danish house looked like. T had
heard about the Tivoli Gardens but
often wondered what they were
like. Wonderama in Denmark told
me this and a lot more.”

With an eve to growing into a
full-fledged nothing-is-ever-all-rosy
critic, she added, "Childven under
7 or § probably would be too young,
to understand what the program
was (fully) about. but I enjoved 4t
very mneh,”

Show was aired o Channel 5 ves-
tevday (9/22) at 9 aan. in its four-
hour entirety, with the live studio
andience of children taking part
Explaining why he went to Den-
nark to film the program, Sonny
Fox said, *The purpose of the visit
was to show what it's like to he a
child living in Denmark, what the

mutry, what the people are like,
and to acquaint our viewers with
the fabled ‘Fairvland of the North'.”

This special Wonderama  show
will he telecast on other Metrome-
dia stations in the near future. Ae-
tual dates have not been announeed.

WDEF-TV CHATTANOOGA
a much BETTER BUY

NOW than last Fall.

CHECK LATEST ARB ond NIELSEN REPORTS

HIGHER RATINGS

MORE HOMES

Greater Popularity

CHATTANOOGA

CALL ; ADVERTISING TIME SALES INC.

== Now!

WHO'S GOT
THE AUDIENCE IN
THE ARK-LA-TEX?

JUST
GET THE “B0OOK"
(ARB or NSI)
AND SEE!

...AND YOU'LL BUY
THE TOWER OF POWER

Ktal<1y

CHANNEL 6 NBC FOR
SHREVEPORT
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“TIMEBUYER'S]| .......

what they are doing, buying

CORNER! ="

B Compton ndds buyer: Irene Bourgouin coes
to Compton (New York) to buy for P & G. Irene
was a media buyer at Reach, McClinton (New
York) on the Lever and Breek accounts.

B Venct gets new media director: Esabelle Stan-
nard has joined Venet Advertising (Union, N.J.)
as media director. She was with Maxon (New
York) buying for Gillette Toiletries.

W Far away from home: Buyver Carole Lewis will
be back at her desk at Papert, Koenig, Lois (New
York) on 30 September. Right now she's enjoy-
ing a six-week vacation in Europe.

B The Wright change: C. Brendon Wright, who
was an account excce at Hutchins Advertising
(Rochester) has been named media director at
the agency.

B New buyer at D'Arcy: Valentine Caldwell
now in the post of media buyer at D'Arcy (San
Diego).

B Ogren promoted: George Ogren has been
upped to media buyer at Kenvon & Eckhardt
New York) George, now enjoyving a vacition
was an assistant media buyer and media po-
search analyst at the agencey.

B New York ageney nmmes media director: Row-
ena Pearl goes to Forwell Ciampr Feldman as
media director and operation coordinator, han-
dling such aceounts as Lion Packaging Products,
Jacksou China, and Thenmasol

B PKI. media department adds a buyer: Maria
Carayas, formerly a media buver with Kudner
(New York) has joined Papert, Koenig, Lois
New York).

B \edia department changes at Biddle: Margic
Hamilton upped to manager of the media de-
partment at the Biddle Company (Bloomington,
HL) from her previous post as media buyer and
assistant department manager. Paul Baker ad-
vanced to vice president in charge of markets,

T T L LR T e e S el

DOROTHY SHAHINIAN:

what forest—this tree?

“Another media buyer with a fresh outlook can in-
troduce a completely new thougcht that a buyer close
to the account wouldn't come up with,” says Doro-
thy Shahinian showing strong enthusiasm for Kud-
ner's (New York) planning board method of selecting
media for accounts. "It really works,”™ says Dot,
“after all. the range of media is so great that one
person can't be all-knowing about all media, but a
small group of media people each specializing to
some degree in a specific medium, ean contribute a
wide scope of experience as well as stimulating and
varied viewpoints to budding campaign plans.™ Dot
joined Kudner in March as administrative assistant
to the agency’s media director; works on the Goad-
vear Tire & Rubber. Fisher Body (General Motors),
Tussy (Lehn & Fink), and Beaunit Mills accounts,
and is a member of the media planning board. A
graduate of Ssracuse University. she began her
carecer as a rescarch assistant at WNEW (New York),
later spent nine years with Fuller & Smith & Ross
where she was associate media director. Dot lives
in Tenafly, N. J.; boasts she's a 27-hole-a-day golfer.
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supervising the media department. He was vice
president and aeeounts supervisor.

B BH&S ecombines departments: Beaumont,
Heller & Sperling (Reading, Pa.) has combined
market and media departments. John L. Sper-
ling, v.p. and a direetor of the ageney, named
direetor of the department.

B A groan and a thank-you from the West
Coast: Evelyn Klein, Cunningham & Walsh
(San Franeiseo) buyer, is still groaning about her
“near miss” in the reeent KPIX drawing for the
top prize, a Caravelle sports car. (See photo.)
Seems Evelyn walked in with the winner, Kay
Shelton of Botsford, Constantine & Gardner,
but none of Kay’s luek rubbed off. Lueky Kay
is thanking her stars she arrived home from her
Hawaiian vaeation (TIMEBUYER'S CORNER
26 August) in time to attend the KPIX shindig
to walk off—drive off. that is—with the big
prize.

KAY SHELTON WINS A CAR

¥
o o

-
i

i

; —— .
. Iy
s
|I|'3I

d

SAN FRANCISCO STORY: Kay Shehon Botsford, Con-
stantine & Garduer media director, beams as Howard
Marsh, KPIX Television sales manager hands her keys
to the Caravelle sports car she won, Kay joined 150
other San Francisco agency people at Trader Vie's for

luncheon presemtation of the station’s fall program-
ing, ended up by winning the top prize of 100 prizes
awarded in drawing conducted by the west coast station
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MILTON DE LUGG leads Darla Hood, Francine Car-
roll, Rosemary Jun in rock 'n roll “Dream Date” tv spot

B Tots target for Transogram: The Transogram
Co. (New York), utilizing a $1 million ad budget
is eurrently reaching for the kid audience with
a till-the-end-of-the-year drive of filmed 60-sec-
ond tv spots spread over a 13-week period on
more than 38 stations across the eountry. The
toy manufaeturing firm is eoncentrating effort
on three items this year instead of spreading the
budget over a large number. Commercials plug
“Pretzel,” toy dog game for kids up to 8 years;
“Dream Date,” game for sub-teens pushed by
rock 'n roll-backed spot (see photo above); and
“Miss Popularity,” game for sub-teens and teen-
agers. Company will also eo-sponsor “The Cow-
boy and the Tiger,” hour tv musieal spectacular
starring Sonny Fox, set for 25 markets for
Thanksgiving. Ageney is Helitzer, Waring &
Wayne (New York).

RADIO BUYING ACTIVITY

) International Holidays planning spot drive on
15 California stations to test new membership
plan offering diseounts on vacations, eateries,
ete.; plus savings on tires, cameras, ete. If sue-
eessful, firm will break eampaign of 36,000 min-
ute spots on over 400 stations before end of
year. Ageney: Safyan \Wales (San Francisco).

TV BUYING ACTIVITY

) Mogen David Wine (Chieago) has announced
plans for a new eampaign to begin 29 Oetober
combining spot tv and network radio. All four
Mogen David wines are to receive heavy satu-
ration on spot tv in iajor markets; while 30
spots per week are seheduled on the NBC Radio
Network and 15 per week on the ABC Radio
Network for an eight-weck period. Ageney is
Edward H. Weiss & Co. (Chicago).




Sell them dietary products? Fat chance!

When it comes to selling dietaries, the teen market programming. Take our disc jockeys, for instance,
offers pretty slim pickin's. Overweight is more an They lean heavily if v ) the pun—to the
adult problem. And if you want to reach adults in great ; : las
Indianapolis, WFBM! is your station. For we are vesterday. Its their way of sw 1

openly partial to grownups in our music and other way...a liar M M

WFBM RADIO %

THE METRO MA o \ . £ AGE™(
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SPACE VEHICLES A PROMO BONANZA Helicopter and space vehicle (above) may
not fly in the sky, but they are sky-high when it comes to success as promotion idea

TV MEDIA

“"Space vehicles’ rationed

Two spaee vehieles, a helicopter
and a space station on wheels, have
proved to be big moneymakers for
WVEC-TY, Norfolk-lTlampton, Vir-
cinda.

The station asks ng extra fee for
the use of the vehicles. 1t lends
them ont to advertisers who buy
$500 of station time within one
week, or $300 for 13 weeks. The
trade deal has heen so successful
that \WVEC-TV executives say they
no longer have to sell the idea, but
must ration ont the vehieles in order
that they do not become toa fa-
miliar in the area and lose their
drawing power.

The helicopter, costing $4,000,
and the space station, at $5,400, are
used as rvides for children similar
to an amuscement park attraetion.
The advertisers promote the space
vehieles in their print and broad-
cast advertising—an additional plus
lor the station. Many sales have
heen attnbuted to the availability
of the vehicles. Withiy the first six
mouths they paid for themselves;
over the two vears of service they
T cqualled  their value man
fmes, savs a station spokesmi,

What do advertisers think? Janaf
shoppuig ceuter, for one, nused only
the helicopter in Cliristinas promo-
tion: Lst vear, Howard Stauley, ol

; ——y ,
Lanat s ad ageney . Cavalier. wrote:

"It was a most successful promo-
tion. Two thousand kids. We had
hoped to use a real helicopter but
the city wouldn't let us. The
WVEC-TV helicopter was just as
clfective. As a matter of fact we
were so pleased with the results we
uscd both vehicles last month for
onr anniversary celebration.

Macatee, Whitely upped
at Washington stations

As a result of expanded sales ae-
tivity, LEvening Star Broadeasting,
Washington, D.C.. has amounced
several executive ehanges. Charles
A. Macatee (left), national sales
representative for WMAL-TV-Ra-
dio since 1962, has Dbeen named
national sales manager for WMNAL
Radio and will act as liaison man
hetween WAAL Radio and the sta-
tion's national sales representatives,
MeGaveen-Guild. His video counter-

Macatee Whitely

R

part, Robert F. Whitely, has been
named national sales representative
for WNAL-TV and will operate as
liaison between the tv station and
its representative firm, Harrington,
Righter & Parsons. Other promotions
include Alexander Sheftell, now ae-
count exceutive for \WWMAL Radio,
upped to local sales manager; and
William Roberts, formerly v.p. of
Kal, Ehrlich and Merrick Advertis-
ing, to account executive.

Food broker not middleman
more like “everyman”

The food broker is no longer just
a middleman. In faet, he is being
called upon, in the complexities of
today’s economy, to be more of an
Everyman, according to TvB’s Nor- filet
man E. Cash. The bureau president §hi
told last week’s (16) gathering of
Raleigh, N. C,, food brokers, dis-
tributors, media, and trade associa-
tion executives, that principals are
demanding that brokers offer ser-
vices bevond normal sales and mer-
chandising aectivity in order to
assess the fast-changing character-
isties and sales trends of their mar-
kets.

“Brokers are the lines of commu-
nication among advertisers, agen-
cies, local media, and retailers.” he
said. They now must offer “coun-
sel on pricing, store surveys. pro-
motion, sales forecasts, and give
recommendations on  advertising
and media.” Reminding the brokers
that since 1960, the top 100 national
advertisers inercased tv's shave of
their ad expenditures from 53.3%
to 57.9% and that the total tv adver-
tising expenditure is expeeted to
Lit $2 billion this vear. Cash said
that “becoming experts in the field
of advertising media is more of an
obligation now than it was two
vears ago beeause of the growing
endorsement of tv by the country’s
most successful produet manufac-
turers.”

Cash urged the loeal business-
men to capitalize on the new re-
scarch center in the middle of the
Raleigh-Durham-Chapel  Nill  re-
gion, which is making a hig cco-
nomie impact on the area. "The
value of Triangle Park will inerease
in proportion to the kind and
anmount  of individual and  group
cflort ponrved into it,” challenged
Cash.
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dircctar of Flectrome Tndustries A Frasa Naotrrr o re ona
soctattone s Consimmar Prodices Disy s {
N vohienectady

| (

dent of v C Nl

1 y M asiny i to assistand Lt
Ihiector of Al tor ABC News

Waoiaa B Nhronena to die

ailainns tor WESH T Dastona

Beach Olando Ktl)
Yarr Niwuas to diredton { W 1
nesws and public atlars of WTT( ol \ |

AMalcolm ML Buceson

. oh vz Ly
Burleson named v.p. for PRESTO, CAANGO,TUIE || CEASE YOUR weLs How o0 W |5
. . I'M GOING TO TURN CAILDISH PRATTLE INCREASE ITS AUDILACE o o o
Metropolitan Broadcasting YOU INTO Twins. || WORFORD Suck an | | Y Bo%. tuen 7 THEY DIONT

rector o cogineering for Metro CONTRARY TD ALL
politm - Broadeasting, has - heen | NATURAL LAWS.
named vice president. the will con-
tinue to maintain headgrarters at
the corporation’s Washington, 1. €
station WTTCTY, and wall retain
his post of director of engineering,
a position he has held sinee the sta-
tion's wmeeption w1947 Prior to
that, he was associated with the
Allen B0 Do Mont Laboratonies --THEY BUILT A TREMENDOUS NEW
During the war years, Burleson | sarerure---WWUPTV 1N Saur
STE. MARIE -- WHICH REACHES AN
ADDATIONAL AUDIENCE ALMOST AS
BIG AS THE ORIGINAL ONE.
N

\tleohn N Burleson, formerly dh . EVENT WouLD B
l/ x/ "'g”'
l‘ \
L
G

")
. /fl\éy}”

taneht radio theory and  matle-
matics for the Coast CGoard and the
LS. Signal Corps

NEWS NOTES

Groncy Nonrronrn to the publicit
and public relations committee for
the N YU clapter of the National
Academy  of Television Arts and
Sviences. Norford is comsultant tor
the State Commission for Homan

| FrrTr—— MAGICAL GROWTH EXPLAINED!

gram development for ABC TV When WWTV planned its WW U P-TV sael- The upshot? Well, we'se now gt the
Cotmnrne. was  with BBDO - as lite in Sault Ste. Marie, we anucipated an greatest almow undiscovered market in che
broadcast conrdinator audience increase of 39.5¢%  and that sounded nation ncar s

Rostwr Hauas to television ae- very fine 10 our advertisers F
connt enecntive a0 \WSAZ-TV Tt Imagine ourdelightwhen ARB (Nov (1962) \

ingtan, W\ Hedis a former niems i - A
4 E o S e U s o
ber of the Kroger Cods advertising e slone. netincluding ' : :
. v some mighty important Canadian coverage. about it. A Avers Knodel

staff.
Roserr  [lutksiss to television
account exeentive for WN BTV

Binghamton, N. Y. Harksess was \&/ : WWTV/WW”P'TV

with WINR-TV ina similar capae- s : CADRLAC TRAVERSE CITY l. SAULT STE VAR
it\ - o ,\ - u'u‘-‘:..-:‘o.n (W) A-ﬂ::-"l : (9

¥ . (m * am e+ e
Roserr Brows to coordinator it Mg M g e AN ea eSS

corporate information at \NBC
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RADIO MEDIA

a fon

Improved research sparks business
ABC Radio reports substantial advertising gains "
b7

\BC Radio reports o substantial
sales growth for 1963, with billings
or the uncompleted third quarter
this vear alreadv 567 ahead of the
ompleted 62 third quarter, and
he  fourth  quarter—with  four
sclling months remaining 29%
aliead of guarter last ycar.

Ihis rosy picture was painted
by the network’s sales v.p., Theo-
dore M. Douglas, Jr., for repre-
sentatives of more than 100 east-
crn affiliates attending  their an-
nual mecting in New York last
week.  The  attendance  figure
bronght to more than 250 the num-
ber of station representatives par-
ticipating in ABC Radio’s four re-
gional meetings in ten days.

Douglas  also noted that each
quarter this vear has shown an
inerease over the previous one;
there were 20 32-week advertisers
in 1963, highest number in mam

vears, and the smmmer months of

‘63 werc the best in ABC’s recent
history.

President Robert R. Pauley, who
condueted the session, attributed
niuch of the rencwed advertiser
interest in network radio to “vastly
improved audience measurement
techniques. Sindlinger & Co. has
donie much to inform agencies and
sponsors as to where their radio
money will be going—and more
realistically  than radio  sponsors
had become aecustomed to.”

As examples of network radio’s
ability to carry sponsors’ messages
successfully throughout the coun-
try, Pauley pointed to Campbell’s
V-8 Juice, The Mennen Co., and
Hastings Mfg., all of whieh he
said credited radio as the single
most important factar for their
steady sales inercases during the
past few ycars.

Paulev  also  confirmed ABC
Radio’s plans to program shows for

Gettigg ready  for recent mecting
of Natll Avan of Ty and Radio
Lann Directors at Chernye 11411,
N oare (I-n) Fd Gom, ilerenles
Powdir Co. Panl Dobin, N.J. Agri
calture Dept . Bill Bode, WCAU
Plalidelphia. honorary  ¢hainman

Phibp ALoupr, N seey. of agri
Ithre  co~chairman De Ceorge
Webster WL, Pha co-chair-

inh Fergnson, A\WCAU

D. KNI, Onalia, natl

| I Bill Courtenay
| He-iskell WSA\Z,

Roh

HOW YOU GONNA GET 'EM BACK TO THE FARM?

mson, \WBAL, Baltimore; Amos
Mace, of host Cherry 111l Inn,
Back  row  (l-r):  Amos  Kirby,
\WCALU,  Charlie Slate, Cuarolina
Radio Network; Layne Beaty, U.S.
Agriculture Dept.; Norman Kraeft,
Mutnal Broadcasting, Washington,
D.C.; Bob Palmer, Cunningliam &
Walli, NY.C; Frank Atchley,
Crocery Mfrs. Assn, of America,
NAY.Co \Walter Streightifl, Ameri-
can Linub Conneil, Denver: Tom
lsweiler, Pa. Agriculture Dept,;
Louwis  Havrilla,  Lamb  Council:
Ceorge Sonle, du Pont Co.

local salc this fall. One of those he }*
discussed was The Mind’s Eye, a -
daily night-time drama series tof*"
bow late this vear. :

Affiliates were also told that be-§”
ginning 27 October four Flair Re-§
ports segments will be added on
weekends; The Tom Harmon|
Sports Show will be expanded tof’
15 minutes on Saturdays and Sun-j *
days, and new news programs will|s
be added at 6:30-6:40 p.n. Satur- o
days and Sundays. Pauley said higl fk"
listener, advertiser, and affiliate l’ﬂ
response toward the new Flair Re-4
ports was responsible for addition§”
of the segments. -

Better selling techniques,

clear thinking called for }»

“Plain old-fashioned Norman Vin-
cent Peale” with a dash of one-up-§f &
manship highlighted a talk on sell-§
ing by radio representative Robert
E. Eastman last week before the
Columbus (0.} Sales Executives
Club. :

As samples of bad techmique, the!
head of Robert E. Eastinan & Co.
picked out some negative manner-
isims that “bug”™ him, such as “to be
perfectly honest with vou,” imply-
ing mendacity, or “obviously,” im-
plving obtuseness on the listener's§-
part.

He called for clear thinking by
salesmen and less  preoccupation

immediate problem of selling and
circulating. “With a national adver-
tising expenditure of $35 million a
day, the ads or commereials of ves-
terdav or last week are quickly bur-
ied ... We cannot aflord millions of
dollars to create a nice, warm feel-
ing about & product. We must sell
it and sell it now.”

Eastiman  also recommended  a
technique of (uestions as flattering
to the prospect and helpful to the
salesian in learning his needs. “The
man or the teamn that is steamed
up, working hard and has the can’t-
he-beat attitude is going to win.
That is just plain, old-fashioned
Nornum Vineent Peale.”

SPONSOR/23 srritvnrr 1963



adio to play big role at

ontiac, broadcasters told

Speahing to the Michigan s of
sroadeasters on hns “Lavorite snb
ot
advertising manager had mnch to
v Tor radio as the Jong-tino
yachbone obF Pontiae’s advertising
ans, 1961 v no exeeptian and
A hile onthining radhio’s role m the
ntrodnetion of the new line, John
Valone posed o challenge for
he execntives in attendanee
“In osettimg ap this (19610 ad
progam, we liave fannd that one
f our major problans in buving
s bheen the Laek of definitive an-
hience
Malone., “There has heen o

leal  of

Pontiae the company s

hemoaned
great
gnantitatne informatian
nailable. Recently  stations uwd
heir  associations started  to fur
ish  advertisers  with  (ualitative
nformation,  giving not numbers
ot demographic informatian that
an he matehed o the profile of
he puirchasers

“Here's where you can help ns
n assisting in making our dallars
ta further and make this medinm
vork harder for us. You should
antinue with even greater effort
o standardize vour rating measires
nents, circulation fignres, coverag
lata,  home-plus-car  listenership.”
Disavowing any designs on sec
md place in auta production il
ales, Malone said “we sincerehy
wpe  that with the help of von
woadcasters we can hold firmls
hird place in the industry.” Pantiac
s over the vears used a variety of
ipproaches to broadeast, from fool
mll games and  other  network
ports programing to spat tvand
adio, the latter having taken prece-
lence  in most reeent seasons.
Sually all annonnecement activity
s heen concendr ited in one week
with as close ta saturation as we
ban vet.” For the first time during
he 1963 model vear, Pontiac made
xtensive nse of radio flights—17
vecks of spots in more than 230
markets with an espenditure  of
warhy triple the amnomt spent in
wevious vears. Radio will aeain
iy 2 major role in Pontiac’s 1961
mnauncement planning. And, on
E Octoher, Pontige will have the
Foday and  Tonight shows and
ater Victor Borge, Bine Croshy
nd . flight of spots.

measurements,’
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Floyd Ottowoy
WSYR GANG

It packs a friendly punch. Strol

down the street with Deacon

Doubleday or Carol Johnson or
Fred Hillegas. Watch the smiles

Corol Johnson

light f
o, ight up peoples’ faces; hear the

known-you-all-my-life greeting

from total strangers

e, ‘ This friendly attitude is for you,

RLSIC too, when these personalities are

selling for you. And, that's why
WSYR Radio is the greatest sale

Fred Hillegos » medium in Central New York

NEWS
So you see what happens

Personality Power — Sales

e Power for you in the 18-
Ellior Gove

TIMEKEEPER county Central New Yor
s < area.
e Instant friends for what

Richord Hoffmonn you hove i Se"

BUSINESS NEWS

- Bill O'Donnell
o~ 2
v
Joel bt £
Moreinits
NEWS a -
John Groy g i ( ’ 1 -
MUSIC - o, el -
% = \\,
‘ - Deocon Doubledoy

Alon Milair

= = ., THE HENRY

A =

CHRISTAL CO, INC

V YORK o .
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WOWO OFFERING PRIZES AT PRESENTATIONS: Sandy Roemer, secretary at the

ation, poses with some of the over $5.000 in merchandise awards to be given out to
those attending this vear’s sales presentation, Top prize is $2,000 Caribhean criise for two

RADIO MEDIA

WOWO begins "road show”’

Ft. Wavne's WOWO took to the
road last week with an 18-minute
slide-tape sales presentation to be
shown 21 times initially in 19 cities.
Consisting  of 120 special  color
slides, narrated tape, and a visual
display, the fact-and-figure package
is designed to assist WOWO's rep-
resentatives. AM Radio Sales, in
promoting the Ft. Wayne arca as
the 15th radio market in the UL S.

The tour began last  Monday

16) and will continue through the
week before Thanksgiving, during
which time presentation will have
been given in Marion, South Bend.
Indianapolis, Muncie, and  Ft.
Wavne, Ind,; Toledo, Cincinnati,
and Lima, Ohio; plus Boston (to-
day), New York (tomerrow and
Wednesday), Philadelphia, Detroit,
Chicago, \lilwankee, Minncapolis,
St. Lo, Kansas City, San Fran-
cisco, and Los Angeles,

Itosted by station sales manager
L D). (Fom) Longworth, the pre-
sentation was produced by promo-
tion manager Doug Shull, who ad-
mits: "It doesi’t take a retine of
handy mien to set it np, but it did
take some planning to make it com-
pact cnongh to get it on a regular
passenger  plawe svithont  argning
witly stewardess or pilot.”

Shull said special artists were en

o do the theme art work and
vty aml maps, and everny
ward o the station has his

the tape presentation, In

addition, the slides were caretully
selected from hundreds taken in the
past vear, depicting station activi-
ties, public service events which
show the integration of towns and
farms into a market pattern that
gives the station its spot as the 18th
L. S. radio market.

WOWO last vear experimented
with a presentation i ten cities.
Preparation for this year's “piteh’
was started when List vewr's crew
returned  from the last showing
carly: in November, 1t was further
accelerated  when  billing  figures
showed that at least 10% of the na-
tional business conld be truced in
part to someone’s having seen that
first presentation.

NEWS NOTES

Beaumont station brings $400,000:
KFDN commanded one of the
grander prices in recent  history
goimg to Radio Beaumont for $400,-
000. Scller is Beanmont Broadeast-
ing Corp., which has owned the
station sinee 1939, Radio Beauvmont
is fully owned Dby My and Mrs.
John 1L Hicks, Jr.. and contingent
upon FCC approval of this acquisi-
tion, llicks proposes to sell his 50
interest in KOLILS, Port Arthur, to
Radio Southwest, licensee. and his
2% imterest in KPEL, Lafayette,
to Radio Lafavette, licensee, For-
ther espansion plang for LHicks in-

cInde acquisition ol 100% miterest
in Radio Bryan, Ine, licensee of
WTAW, Bryan-College  Station,
Tex., a station in which he now
holds 50%. Hamilton-Landis bro-
kered the Beaumont sale.

Religious sect rallies to radio: The
piscopal Diocese of Long Island
has taken its first big step into radio §
with an all-Spanish religious pro-
gram aimed at reaching the grow-
ing Spanish-speaking population in
its area. Entitled Lumbres de Vida
( Beams of Life). the 15-minute pro-
oram debuted on WBNX, New
York, earlier this month. The con
tract is for 52 weeks and future
plans include airing by Voice of
America’s Latin American divisior
and several local stations in Latir
America.

NEWSMAKERS

Gronge I, Gavrvr to statior
mamager of WGAN, Portland. He
was account executive for CBS
Radio, New York.

Doxarp . TRACGESER to  vice
president of CBS Radio and gen
cral manager of WEEL CBS oae
in Boston.

BiLLy M. Davis to production di
rector of KTBC, Austin.

Manrcaner Svee to director o
promotion and  public affairs a
WTOB.

DNy Dekver to the sales stal
of KOL, Scattle. Dexvinr was vie
president and general manager o
Foremost Broadcasting.

BiLL Bexgrson to general man
ager and sales manager of KOAM
Pittsburgh.

1Laxk GreEENwaLn to sports direc
tor of Northeast Radio, a division ¢
Ivy Broadeasting.

Eb Justice to promotion directe
of WIRE, Indianapolis.

Jox Houay to general manage
of KROD, El Paso. lle succeee
a1 Davis who becomes presider
and general manager of KNOV
Denver, following Trigg-Vaugln
purchase of the Denver facility.

Joux . La Guamnia to manage
of merchandising and promotion fe
KXOA, Sacramento.

Waniaa Nicnors  to - geners
nunager of KPAT, Berkeley, st
ceeding Wi Cavvenr, wh
has been translerred to DickENS
Wincnt's New York office.
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TATION REPS

tudy provides
Negro market
imensions

A market chart on nearly o thined
ol the conmtin's $219 hillion Negia
bhus iy posser (pav alter taves) as
being  supplied  advertisers  and
wencies by Bernard - THoward - &
2ol New York, The vepresaita
tive hron with o station list cove
ing 63 ¢ of the Newro market,
conmmissiaoned Sales Vonuecment tao
ke a4 geographical selection from
top markets and
data comparalile to general data
in the publisher’s osan ammal Sur-
vey of Buying Poreer,

produce Negro

The vesolting Howard  analysis,
titled The New Dimensions of th
Nevre Market, gives income and
spencding data lar collective and
Gpical  familics e Baltimore,
Birminghagn,  Ballalo,  Chicavo,
Clevelmd,  Dallas Fart - Worth
Detroit, Kansas City, Los Angeles
Miami, New  York, Philadelphia,
Pittshburgh, and  San Franciseo
Oakland.

Hiahlizhts:

» Of the 15 inarkets studied, only
New York City has the same Negro
and  general boving pattern. It

ranks first nationally in both. ‘This
is how the top five compare.
Pattern  Rank Nevro General
New York Cits I |
Chicago .. .. 2 3
Phifadelphia 3 i
Detroit 1 5
Los \nveles 5} 2

P Almost a third of the 20-mil-
lion national Newro population s
covered (3.9 million in L6 milliouw
honscholds ). Income is ronghly the
same proportion. $7 billion of .
total S21.9 bhillion. Seven af the
markets are in the top-10 general
metro list. The  smallest area
stiudiced i Birmingham, scene of
cecononic hoveotting, which ranks
43rd on the geweral bt Isth on
the Negro list, with a 305 Nearo
poprklation and S99 million Newro
L retail sales—S$16 million in depart.
ment stores

» The best market potential s
in  northern and — castern
Three  citivs exceeding

AT
I3-city

SPONSOR 23 stv1y mineR lUnid

Neero avernage of S e Claca
va with S1T08,
S A2
$1.508
Stonnmnng up \en
rennnds  advertisers that the na
tional Newo ket
hetter thar 1090 of the countiv’s
papnlation, 23 ¢ ol an ageiegate
TS aty popnlation swhere twecthnds
of Wl vetaid sades are made
aveonnts tor 307, ol
tepartinent store ad bl trads
These tactors point to the
as Tessential to
the stidy
fannlyv is claracterized as voung
ronsing, and loval anoits hanving
This ket swall contime to grow
“by eaps and honnds”, the sirves
conclodes, as the Newra achieves
greater  prosperity throngle e
credased independence,  edncation
and emplovinent apportumties
Nevro radio,
dience

Los \ngeles wath
and - Plaladelplng sath
e nviony

re presents

and
downtown

\'('ul'u
hiv city prohts

AN AR

the typical Newo

prograsiced to an
advertising
ronte imto vast nnmbers of homes
at o low cost unparalleled by any

tastes, is an

other medinm.” New  Dimcnsiom
.l(l(l\
I veleasing Newe Dimensiony,

Howard, president ol the sponsor-
ing rep firm, said the project grew
ont of a Chicaga seminar last spring

W N

pragramed  radie stations |n~ finan

with operators of some

reprosents e o b
veved Negro dom aal for wew bl
of pradiammgg o rws pnbhie

NpfN 1L e NITe! paba-w b avestemecyaf 1 s
PN e N eI bl et e

thanang
cdacational uel

tomnnodate

levids of th

\4 (
narhet honnmdars
CalINe

\Nevro whidienoe
D nvieeny aises stoondd add
conce pts
thie e
N\ ANY ‘ree

daries
I nsreens

ol wraplhin

\ e

For this re isem

comibined Dallas and Fort Worth
as one radhio market, bat
cies are listed separat i the

Sulen Manazana nt Standard \etro
Areas brimgmg the cannt to 195

NEWSMAKERS

Josten oAb
Assoctates as accannt exeontive, T

ta Vic Prmno
was farmerhy
A\ FTE-TN
adelphia

Krssern Mren to acemint e
contive o Blaor Radho Los Anedles

Antnony M Savaina transfors t
acconnt exeentive with Vetro TN
Sades in San Franaseo

Jeconnt o eexecnbive at

Trangle station in Plal

NONNTOP ;

LANSVYEGAN

from Las Angeles lnternational Lirport

Nivcer s

»

»*

~ tan
LB
. el D
TR ONY) *

Porvesorvations el o

T fhighes dandy ! tcnanstop !
Every fhaht jetgarnered
L ('s‘l,/c-'l-]!l'n]! rannd trip fare!

T B I KT

Fos \neelesor vomr trav el weent
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SYNDICATION

John J. Kennedy

Kennedy is new production
chief for Peter M. Robeck

A 16-year veteran of motion pic-
tures and tv, John J. Kennedy has
joined Peter M. Robeck as produc-
tion chicf. Besides being in charge
of tv fihn production, Kennedy will
assist in the sale of Robeck prop-
ertics, which include, The Living
Camera, You Asked for 1t, Trails
West, and -The Pioneers. Kennedy
was assistant chiet of the television
branch of the Nutional Geographic
Society before joining the Robeck
organization. Previously, he wus
mit manager with NBC, supervis-
ing many of the news department’s
documentaries. He was also an ac-
count cxcecative at BBDO.

NEWS NOTES

CBS Films™ gets foot in door: Aus-
tarama Television Pty. Ltd., the
new  licensee for a cominercial
station 1 Melbourne  which s
scheduled to start broadcasting the
middle of next year, will be carry-
ing a heavy CBS Films inventory.
New ontlet became first off-shore
buver of four new CBS IFilms-dis-
tributed  propertics:  The  Garry
Vivore Show. The Great Adrventure
The Heetor Heatheote Show, and
Uhe Jerry Lester Show. (The latter
series, being prodineed in Canada,
s been sold therge bot the Aus
dian sale is the first outside of
Conada) Vostarauma also purchased
Petticoat Junction, the second year

P'ete and Gladys, Stars in Action,

Fariat Sam., the 1963-64 prodnction
it ( smohe, Younge People’s Co

certs and re-runs of The Phil Silcers
Show. These sales inerease the nom-
ber of CBS Filims shows now sold
in Australia to more than 50. Also
scoring on the overscas sales front is
Desilu Sales, which made the first
two forcign deals on its Fractured
Ilickers to Venezucla and Bermuda.

General, Artists going publie: Rep-
resenting performers, directors, pro-
ducers, and acting as sales represen-
tative for tv programs has proved
less than profitable for General Ar-
tists Corp., which has filed with
SEC request to register 150,000
shares of common for public offer,
maximum price $7 per share. Com-
pany liopes to partly recoup a net
loss of $887,605 in 1962, and a loss
of 8283,383 for the 28 weecks ending
14 July 1963. Proceeds from sale of
the stock will be used in part, $300.-
000, to pay short-term bank debt.
General Artists has sustained losses
over the past three years.

Triangle strengthens inventory: Tri-
angle Program Sales, the recently-
formed syndication arm of Triangle
Publications Radio-Television Divi-
sior, is rapidly building its pro-

graming stock. Latest property is
the Little League World Series,
with rights acquired for a three.
vear period. The seven-game juve-
nile baschall classic, held in Wil
liamsport, Pa., cach summer, is avail-
able to tv stations throughout the
country. Other properties acquired
by TPS in the past two months in-"
clude The Big Four, an auto racing
package, and the hour-long color
special of Podrecca’s Piccoli Thea-
tre, the Italian puppet troupe. Re-
cently Triangle announced it would
produce This is America, a series of
half-hour tv visits to the nation's
fairs and fcstivals. TPS now has per-
manent headquarters in New York
at 320 Park Avenue. Telcphone is
11A 1-2770.

NEWSMAKERS

RoserT W. RAawsox to executive
vice president of Sponsors Film
Service /Advertising Radio & Tele-
vision Services.

ALBERT Boyars to coordinator of
special projects at Metro-Goldwyn-
Maver. Bovars was public relations
dircctor of Trans-Lux Corporation.

‘Silent pitch® for Warner Bros. synd. product

With top ageney. advertiser, representative, and network personnel under
lock and kev in a sereening room. vou'd expeet a syndication firm to
make a heavy piteh for its praduct. But that's nat what Warner Bros.
didt when it held three invitatianal showings for the new motion picture.
“Mary, Maryv.” Joseph Kotler, vip. for the firm's tv division. in welcom-
ing the guests (ahave), stressed that the movie was being presented as a
“thank vau” to thase “respansible for the caommereial suecess of our tv
pracrams antl feature films.” Tle did nate that is was hoped they'd keep
in mind the firm that made “Maryv, Mary™ has other films availahle.
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News from nation's

"WASHINGTON WEEK | 452

Y Crackling critiques of FCC's soarch for a formula to limit broadcast
commercial time hit the commission last week from broadcasters xho
didn't care to wait for the deferred comment deadline (30 Sept.).
Former FCC Chairman John C. Doerfer, now counsel for the Maryland-

District of Columbia Broadcasters Association, flatly stated that Con-

gress has never given the FCC any right to lunge into licensee's business

management as if broadcasting were common carrier.

Doerfer quoted Supreme Court's uncontested 1940 Sander Bros. vs. FCC
decision: the FCC has no right to interfere in programs, business manage-
ment or policy of individual licensee.

Said Doerfer: if there is FCC control of commercial time (equating
rates and revenue) ; a fairness doctrine set of rules on all news, editorial
and controversial programing; specific program categories; plus special
strictures on horse racing news et al-——there is, in effect, a government-
operated broadcast system here.

Y9 Susquehanna Broadcasting would like to see the FCC's claimed "sub-
stantial files" of complaints on broadcast advertising.
The group owner of 4 am's, in Pennsylvania, Rhode Island, and Akron,
0., asks how complaints average out per station? From whom do they come?
How does the complaint file stack up against the 180 million Americans who
enjoy programing by some 5,500 commercial stations, and fill their homes
with products advertised on the air?

Yy "Advertising by its very nature cannot be self-defeating.*

But, says Susquehanna, blatant abuse of commercial privilege ¥ill be
cold-shouldered. The group sides with Cmnr. Bartley's view that the quality
of commercials needs more pruning than the quantity.

The Susquehanna group says FCC is considering broadcast commercial
revenue in a vacuum. What effect will limits have on broadcast ad revenue
in context of print competition? The broadcaster has already foregone
liquor and other types of ads open to newspapers and magazines.

Y% Networks NBC and CBS, Storer and West inghouse last ¥eek backed earlier
NAB and small-station argument for FCC to leave the am service com-
petitively free and tighten only engineering standards.

All comment, on FCC's deadline (16 Sept.), opposes any forced split
in am-fm programing and ownership; making am decisions contingent on fm;
or holding am service down on a population basis.

Storer attacked FCC suggestion that a 50% program severance in larger
cities by am/fm owners "may" improve advertising situation of independent
fm's. Latter would not have to compete with fm ads thrown in free with am
time sales, FCC says.

Storer says total dollar volume of broadcast advertising revenue will
be unaffected by program split: but cut-off fm's will face tougher compe-
tition for advertising money.
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News from nation’s

interest to admen

"WASHINGTON WEEK| =72 —

Yy The FCC dealt handily last week with the problem of local broadcasters
who are subject to non-local demands for free time in rebuttal to spon-
sored syndicated programs.

FCC used cases of two Alabama radio stations subject to demands of the
"Citizens Committee for a Nuclear Test Ban Treaty" that they play taped re-
buttal to a "Lifeline" program panning the treaty. "Lifeline" had advised
broadcasters they needn't provide free time because (1) Treaty program was
sponsored; (2) Committee has no local spokesman.

On the stern side, FCC said Fairness Doctrine requires licensees to
air both sides of any controversial issue. They cannot use excuse of "no
local spokesman," or claim immunity because they can't get rebuttal time
paid for.

Yy On the bright side, FCC said licensee can use his own discretion in
choosing an answering spokesman from local ranks.

He is also entitled to find a rebuttal spokesman in a sponsoring group.
Except in case of personal attack, no single person or group can demand to
be spokesman (as was done by Citizens' Committee).

- Even better: FCC notes benignly that both stations say overall pro-
graming has given both sides of the treaty question. FCC has no complaint
to the contrary. In such case, broadcaster can decide himself whether or
not he has kept faithwith Fairness Doctrine requirements.

Y% This might have saved much argument had it come out before Rep. Rogers'
Commerce Communications Subcommittee when it resumed hearings on
editorializing last week.

A small-market Texas broadcaster, Gerald H. Sanders (XZZN, Little-
field), who also aired "Lifeline," raised the same question. He said NAB
had advised him to play safe and give the free time until FCC made a clari-
fying statement—which had been promised by FCC Chairman Henry.

House Subcommittee members were aghast. Rogers said no broadcaster
should be open to demands for free time to answer sponsored programs—only
the opportunity to appear, on paid-for time. Committee chairman cited equal
time Sec. 315 which permits candidate demand for free time only when sta-
tion has given rival free time.

FCC Chairman Henry, a strong proponent of controversial programing
and editorializing, is between two fires: Rep Rogers believes in pay up or
shut up to challengers of sponsored programs. His Senate counterpart John
0. Pastore says public must hear both sides, money or no money. Henry wants
decisions made on a case by case, flexible basis.

%k Chairman Rogers insisted hearings on editorial guidelines are not
to restrict, but to "free" broadcasters from uncertainties.
Broadcasters praised helpful intent—but said well-meant strictures

might kill editorializing with kindness. Rep. Moss' bill demanding equal

time for any office holder subject to editorializing brought shudders.
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WEEKENDS ARE DIFFERENT...SO IS M@NITOR
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your commercial ... Basil Rathbo .Joseph C. N en.. 0 ? {r d ..
specially sponsors ... your commerual ...say,ist o [l d WEEKEND MONITOR!...NBC RADIO!
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Time Buyers’ Bonanza |
one-minulte availabilities |
wmal-tv |

WASHINGTON, D.

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.)

$002005000000600006060600600000000000000000c0scsastosstossassinsessssssse $000c0cccccngeps

Lr newscast re-designed to even
news. Flexible fo oy

THE SALES ACTION HOUR

5:30-6:30 PM, MONDAY THRU FRIDAY bifferent show each day:
Cheyenne, Surfside 6, Adventures in Paradise, Checkmate, Maverick
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1ST RUN MGM NAKED DICK POWELL THE DIVORCE BACHELOR
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 5:00-5:30 PM
Friday 11:30 PM Saturday Sunday (M-F) (M-F) (M-F)
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The Evening Star Broadcasting Co., Washington, D .C.



