40c a copy an:

year 30 SEPTEMBER 1963

THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE

Sponsors face
new proposals
for radio and

tv talent p. 19

N

R

MODEL OF THE RCA ExriB Y BL LD N

W YORK =«

‘a0 T

’

CHICAGO

MODERN

.

S

ELLING

The use of color 1s one exciting chapter 1in the gro at* of
Television. The rapidly increasing use o' Spot Teevson by
national advertisers 1s another The success stones ol res
companies who rely almost exclusively on Spot TV are dra

the best of Spot Television in their marknts
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MULTI-CITY TV MARKET The growing WGAL-TV market lives well. =
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»” P Your product advertised on Channel 8 moves
profitably. WGAL-TV does an outstanding
selling job because—in its market—it is more
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sales-productive than any other station, has
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more viewers than all others combined.®
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*Statistics based on ARB data and subject to qualifica
tions 1ssued by that company. available upon request

HARRISBURG Market figure: SRDS 1/63
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DGA for integration: The enormons influence
which the entertainment media especially
movies and television—can exert in the current
struggle by Negroes for equal opportunities
was discussed by Directors Guild of America
officials and NAACP leaders. In a three-honr
meeting at DGA  Hollywood headquarters,
Guild president George Sidney said the mem-
bership “will do everything possible to msure
the proper portrayal of the Negro in motion
pictures and tv.” James L. Tolbert, president
of the Beverly Hills-Hollywood branch of the
NAACP, reminded that Negroes have not heen
cast unfavorably—*“they just haven’t been cast
at all.” Indications that this situation is chang-
ing rapidly came from Charles Boren, exccu-
tive vice president of the Assn. of Motion
Picture Producers, who said that in the past
two months, the nimber of Negroes registered
at Central Casting has increased from 45 to
106. “We have told them (CC) to register 25
more,” he said. “The studios have ordered
their people wherever possible to use more
Negroes in motion pictures and on television.”

Subscription tv start snagged: The Denver
pay tv test is having some tronble getting off the
ground. Teleglobe-Denver Corp.. applied to
the FCC for a nine-month extension before
starting KCTO programing because of “the
present unavailability of sufficient product.”
Gerald A. Bartell, president of the svstem. wax
quick to reaffirm his confidence in the Denver
project despite this unexpected delay.

Police print sins, says Cox: It is up to hroad-
casters to inform the FCC about unfair tactics
of newspaper people. eommissioner Kenneth
Cox told a recent RAB Management Clinic. He
was referring specifically to double-hilling for
which an offender is liable for conviction for
conspiracy to defrand. “If you broadcasters
will send documented complaints to FCC, we
will send them to the right government agency
for investigation.”

Lale news
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Record attendance for CBS Radio: The affili-
ates convention for CBS radio beginning to-
norrow is expected to break all attendanee
records. To date, 274 executives, representing
126 afiliates, have registered for the two-day
session. Thev will come from 14 <tates, the
District of Columbia, Toronto, and Montreal.
Thursday and Fridav the seven general mana-
gers and program directors of CBS-owned
radio stations will weet with “the aim of ex-
panding quality leadership in their markets.™

Fee system “obsolete’”: It makes no sense for
advertising agencies to demand that clients pay
standardized fees, at least according to Frank
Harvey. General Foods advertising controls
mgr. He told an ANA workshop at Prineeton,
N. J., that the standard fee system is “obso-
lete” and urged that agencies’ compensation
policies be “flexible enough to meet the indi-
vidual requirements of each client.” He said
agencies “admit” significant differenees in the
profitability of various tvpes of acconnts. be-
cause of their varyving serviee requirements. At
another ANA workshop. Charles A. Fabrizio.
American Chicle mgr. of international audit-
ing. deseribed his company’s methods of audit-
ing advertising ageney charges. Basic questions
Chicle reviews: Are the prices paid (by the
ageney) correct? Have claimed services actu-
ally been rendered? Are the expenditures defi-
nitely for Chicle? Has the proper accounting
distrilmtion been made?

Broadcast fees fixed: Win, lose, or draw, all
broadcast applicants will pav fees to enter re-
quests at the FCC. effective 1 January 1964
Application for new stations or major change
will cost 850 in radio. and §100 in tv: same
schedule holds for renewal or transfer appli-
cations, except where more than one license is
involved. when the fee drops to 830 in both
radio and tv. Clhange of call letters calls for a
820 fee. Translator and anxiliary matters and
all other applications call for $30 fees.
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John's in first tv buy: John’s Bargain Stores,
onc of the heaviest users of newspaper and
radio advertising, has made its first venture
into tv. Via Crestwood Advertising, N. Y., the
discount store chain has purchased a test cam-
paign of minute spots in WNEW-TV’s (N.Y.)
Cartoon Playtime, Sandy Becker, Felix the
Cat Just for Fun, and Wonderama. To run
from 28 October through the third week in De-
cember, the spots will promote toys exclusive-
ly. If successful, a 52-week buy is in the works,
promoting other itcms in addition to toys.
John’s will also use Life Magazine for the first
time this fall, in a major expansion of its ad-
vertising plans, previously confined strictly to
newspapers and radio. John’s now has over 300
stores. Others are expected to follow the move
into tv in their local areas. Crestwood is the
agency for the entire chain.

CBS a color advisor: CBS TV acting as ad-
visor on opcrating requircments of American
broadcasters for new color and b&w cameras
announced at weekend by North American
Philips Co. (Norelco), N. Y. Association is
notcworthy in that CBS is only web not pro-
graming color on regular basis. Philips said
new cameras use new tv camera tubc called
Plumbicon, which produces unusually uniform
color pictures frec of dark “hales.” color
shadows, and blurring, and its spectral re-
sponse curve coincides more closely with hu-
man vision than other tubes now in use. Philips
fecels advertiser interest in color programing
will increase hecause of hetter color and lower
costs, and new tube will result in more pro-
grams in color with more faithful rendition.

QXR interconnects affiliates: Beginning 21
October, QXR will link its affiliates and trans-
mit live from coast to coast. The stations will
begin carrying five hours a week of topical in-
terviewing and discussion programing. A busi-
ness and news analysis program is expected to

in tv/radio advertising
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Late news

be added to the schedule shortly thereafter.
Stereo fm music and drama series will be dis-
tributed to affiliates on tape. The decision *“was
influenced in part by the results of three na-
tionwide surveys conducted for QXR by Me-
dia Programmers, Inc.” More than 50% of
people interviewed voted for more news and
information programing. The network esti-
mates total purchasing power of its audience
to be in excess of $15 billion.

Late - breaking appointments: Willard E.
Walbridge, exec. v. p.-gen. mgr. of KTRK-TV,
Houston, elected chair-
man of Television Infor-
mation Committee, gov-
erning body of TIO. He
succeeds Clair McCol-
lough, president of Stein-
man Stations, chairman of
TIC since inception in
1959 . . . Alvin M. King,
field director of NAB’s
station relations staff, named to the newly cre-
ated post of NAB director of State Assn. Liai-
son . . . Carl Lindemann, Jr., who was NBC
v. p. of Special Projects, News, named to suc-
ceed Tom S. Gallery, who is retiring as direc-
tor of sports. Lindemann assumes title of v. p.,
NBC Sports . . . Perry Smith, producer, NBC
Sports Dept.. named manager, NBC Sports.

WALBRIDGE

One man against city: New type quiz show
dcveloped by Larry Thomas Productions
(100 Grand, ABC TV) to be tested live on
Sunday (6) at Rutgers Field House in New
Brunswick, N. J., as benefit for local United
Fund. Called “Solo,” it was developed in con-
junction with Jean-Paul Blondeau and pits
one man’s knowledge against combined knowl-
edge of a given city. Winning contestant can
take home maximum of $120,000 in series of
appearances against different cities, with each
city cligible to win $10,000 for pre-announced
civic purpose.

Second class postage paid at N.Y.C.




STARTING OUR SECOND DECADE OF
ENTERPRISING LOCAL COMMUNITY SERVICE

WREX-TY 'Live’ Remote Telecast of Rockford Memorial Day Parade

ke’ WHEC WINR WDAN
jinmn: TV/RADIO | WREX.-TV | 1v/eaDIO RADIC
c=——=] Rochester, Rockford, Binghamton, ;
ez N.Y. - LR
Joe M. Baisch, Vice Pres., Gen. Mgr.

Represented by H-R Television,

Inc.

WREX-TV

S @®

Remarkable ROCKFORD, ILL.
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1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation:

900,000 plus

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

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

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

YOU CAN HAVE YOUR SHARE!

72 National Advertisers on
Spanish-language KWKW
reach approximately 277,880
Latin-American homes per
week at a CPM of $0.72.

KWKW's 5000 watts speak the
language convincingly to a
loyal audience. KWKW has 20
years’ proof waiting for you!

KWKW
5000 WATTS

Representatives:
N.Y.— National Time Sales
S.F.—Theo. B. Hall
Chicago — National Time Sales
Los Angeles—HO 5-6171
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GENERAL:

Talent unions: what they ask in new pact draft

Revised payment method for spot radio is seen as a key issue
Speeial attention to “minor” performers in commercials

ADVERTISERS

Billions in smokes at stake in federal study

Cautjous eigarette industry awaits report on the use of tobacco fron
Surgeon General’s offiee, commissioned by Kennedy

Henry warns of excessive use of commercials

New chairman of the FCC, in an address to the IRTS in New York
comes out strongly for “allowable” limit on ecommereial time

L T

AGENCIES

Govt. mission exporting U. S. Marketing data

Group headed by Walter Guild and Robert Davis aims to reduc
the cost of eonsumer produets in Central American countries

TV MEDIA

NBC study cites gain for golf program sponsor

Research project conducted by TvQ shows strong impaet of th
National Open on video viewers, with Wilson sponsoring

RADIO MEDIA

How much staying power for radio commercials?
Opinions of leading admen vary, but agree that the imaginatiy
and the fresh approach results in the greatest longevity

Radio cheapens itself, say Farnath and Stephenson
Agency exeeutives deery the “hargain basement™ approach to sellin
the medium, warning of dire problems resulting

SYNDICATION

MGM tape division promotes three in business stepu

Stanley Quinn, Herbert Homes, and Sid Tamber are elevated
new posts resulting from surge of ad agency orders

STATION REPRESENTATIVES

Forker, Sanford upped in RKO General expansion

Broadcast division names former eastern radio sales head. Sanfo
given post as midwest television sales manager
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In a class by itself...

The fastest . . . safest . . most economical
radio route to increased sales in Cleveland
and Northern Ohio 1s via WJW Rado.

$6,400 1s the average annual income by the
chief wage earner of a WJW Radio listener
vs. $5,700 for Cleveland market average.
32% of homes in $25.000 or more class are
owned by WJW listeners. vs. 23% for market
average; 27% are proprietors, executives and
professional vs. 16% for market average.

08 ANGELES J§ PHILADELPHIA § CLEVELAND MIAMI
GBS WiBG " WGBS

NEW YORK MILWAUKEE CLEVELAND ATLANTA
WHN wITI.T8 wiw.rr R wiGs

s

BPONSOR 30 i rrivmir 1963

Cleveland's largest adult radio audience 1s
attracted to WJW Radio because of balanced
BEAUTIFUL MUSIC, TOTAL INFORMATION
NEWSand effective prime-time personalities.

Your Katz representative has more informa
tion on how WJW Radio can help your sales
situation in Ohio

Goasen! ABOaEET

Sousce Novemper-Decembder 1962 Spec al Puise Survey

- STORER

T0LEDOD DETROIT RROADCASTING COAMPINY
Wsep.Tr HIBK.TI




The day we took our audience for a ride

On August tenth we took over a thousand of
them on a festive ““Zoo Train” trip to the Cin-
cinnati Zoo. They happily handed over eight
dollars a head . . . and we just as happily
handed over the proceeds to the Indianapolis
Zoological Society.
Thanks to contributions like this, our In-
napolis Zoo is now out of the dreaming stage
into the building stage.
And thanks to communitly service tike this,
'I"'BM Stations are your best broadcast

buy in the rich mid-Indiana market. For the
stations that serve best sell best . . . and we
value our awards for good citizenship just as
highly as those for superior broadcasting.

Ask your KA'T'Z man!

the WFBM i
STATIONS [HE

INDIANAPOLIS ¢« TV ¢« AM » FM ¢ REPRESENTED BY KATZ AGENCY
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Breakfast with the Chairman

L Wi Fuesday FCC chamman B Williom Henes came to New Yk
to give his “maiden address o a broadeasters” association,”
Hie talked o a packed honse iu the Wakbat ballreom
IR'ES has every reason to be prond of its fall KickotT aud the atiend.

aed the

ant vohime of press and air coverage,
A few hours before this event Fwas <sitting down with the Charman
and hix assistant o a breakfast that 1 was sweprised happened. The
month before, at hinelb with Moo Hewes in Washington, I had pre-
sentedd o pictiee of industry havassients, confusions, evises, and
delays at the hands of the Commission. The vecitation, to which he
responded attentively and conrteonsly, proved his great capacity foy
absorbing punishment. Bat 1 havdhy expeeted to be invited back
agaiun.
Onr disenssions tonched on <everal subjects not covered in his
speech. Here are some impressions that ean be reported.
On the Chairman himself: His styvle is poles removed from Newton
Minow's. He's no word mevchant. Neither is he a blaster. Te prides
himsclf on his reazoned appraach 1o things. He's an avid reader and
in a few short mouths has picked np a wealth of backgroond on the
Comunmnications mdnstey. In the process of his <tudy he dusts off akd
policies and vegulations and. Bike the ancient forgotten city ovdinanee
il on the books. uses them when it snits his purpose. He <ay< “<elf-
pegulation is the best vegulation f s eflective vegnbation.”” 1le’s
on the ecgg-head <ide with vespect 1o progroninug and comuereials
Wnd feels heeuly on the subject. He'lb work away at certam key ob-
jectives, 1 one method doesu’t bring results he'll oy another, He's
gentleman to the core  but I think he ean be tough. He wams his
ennre to be marked by progress in providing hetter broadeast sevvice.
(i the Fairness Doctrine: When |eallid his attention 1o the cou-
f<ion cansed by Lick of interpretation of the Doctrine, and men
tioned a suggestion by Mike Shapiro of WEFAN Dalla<, that the
Commission provide a hooklet of examples. he 1old we that <uch a
priwer will be veady about December. Te added this 1o his speech,
On commercials: He <av<, “Uatil yon have <oft-<ell von woult
have very palatable commeveiads.”™ He'd like o Laceo-face wecting,
between all segments of the indostey and the whole Conunission 1«
explore the tv and radio commercials problen. | think he'd Tike 1o
gel oul of the commereials mes< bt with honor.
On diversity of owenership: Comrary 10 some printed repovis, he
hax no strong feelings on this subject. He believes that the groups

have a great deal to offer in the wav of good broadeasting,

D 7 NN

{efm«.
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WPTR

WNEW

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

DIFFERENT?

PERSONALITIES

the personalities at WNE'W rece ve the sam
spontaneous praise from both advertisers
3

3
3 1
| an
d; ) 1
W s lae
WPIR team
been «n the room fr :..Q ¥
ituation 1 ¢ A r
A |
ohn G Weehks, harketing h'anager
ce
Saralo s, B Y
B
U 3 )
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¢
truy make the d fere #! 1 g
WPTR  Staton X  Station Y  Station 1

26.7 172 166 138

YES: WPIR

Albany-Troy-Schenectady
VP & GEN MGR: Perry S. Samuels

robert e.eastman &« CO., u.

reprerenting mejor rodie stotiens
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The new Sponsor

Your new package is most inter-
esting and enjoyable.

I was sincerely delighted with the
readability and eyve-catching sim-
plicity of the “new sroxson,”

M. Dale Larsen,
vice pres. and gen, manager
KTV, Wichita

[ have just finished reading the
September 9th issue of sroxsonr and
would like to congratulate vou on
the new format. | tor one think it is
quite an iimproyement and | ('nj()_\'ed
the speed and case of reading it.

Glenn Marshall) Jr.
president
WINT. Jacksonville

Just received the 9 September is-
sue of sroxsor and wish to compli-
ment you. The format s refreshing
and more readable than ever.

Congratulutions to all.

Bob Nashick
advertising and sales
promotion mgr.
KPIX, San Francisco

Srovsor’s new  editorial format
mikes a readable publication even
more attractive to subscribers, and
it was a surprise to open this week’s
issue and see the vellow page of
capsule news jump out instead of
an ad.

Charles W. Stroud
promotion director
\WLS Radio, Chicago

Congratulations on SPONSOR'S new
shape and form. The new design is
more indicative of sroxsor’s mod-
e approach to reporting.

And quite hevond what vou say,
the form itself is indicative of the of-
ficieney of the media you report.

JTohn F. Hurlbut

president and gew. mgr.
WVNC, Mt Carmel, 111

Have just been through the new
spoxsor and hasten to express my
sentiments, to wit: It's wonderful,!
a great step forward.

James C. Wells

vice president

Leland Bishee Broadcasting
Phoenix

Just received the 9 September is-
sue of spoxsor and wish to compli-
ment you. The format is refreshing
and more readable than ever.

Congratulations to all.

Bob Nashick
advertising and sales
promotion mgr.
KPIN. San Francisco

The new format is great and on
more manifestation that there ar
forward-looking people at sPoNSsoR.

David C. Moore

presiden

Transcontinent Televisior
New Yor

[ certainly do like the new look o
spoNsOR. It is exceedingly readable
and 1s certainly quite newsy. Con
gratulations on a good job.

Hurold Esse
presiden
WSJS-TV, Winston-Saler

I have just had a chance to si
back and take a good look at vou
“new” sroxsor and I'd like to con
gratulate (all) on the appearanc
and content of the book.

It’s an extremely attractive ang
well-integrated book and TI'm sur
it will find tremendous acceptanc
with vour readers. As one of m
stafl said, "Gee it looks like Tim
and Newsweek,” which is puttin
it in the really big leagues. 1 thinl
the staff has done an exceptionall:
fine job with it.

Congratulations again and
best wishes for continuing and
creasing  success with  the “nev
SPONSOR.”

PPhil Dear
presiden
Phil Dean Associate
New Yor

SPONSOR 30 sireienner 180
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ITIQUE

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

What is the commercial
co -efficient for success??

KENSINCGER JONES

Senior viee president, creative director, member of executive committee,

Campbell-Fxculd, Detroit

w rs the basic idea,” savs the

I man who thought of the mar-
keting strtegy. “Yes,” sayvs the re-
search man who turned up the in-
formation nupon which the strategy
was hased. “but if our field survey
Ladin't uncovered the  attitudinal
factars inherent in the familar sito-
ation ... "

“My script was sensational, rcally
oue of the best things I've done,”
the tv copywriter states.

“He's coming aloug nicelh.” his
supervisor reports. “Needs a little
help separating the good ideas from
the had, bhut he is tremendoush
creative.”

“The production values are what
made the commercial,” states the
agency producer. “We had to prac-
tically' rewrite the visnals.”

The man who wrote the back-
groumd music forgets the pictures.
The cinematographer doesn’t hear
the theme. The designer barely no-
tices the performers. The perform-
ers are unconscious of their sur-
roundings. The special cffects man
invents an outlndish rig without
which the production couldn’t have
been  accomplished. The account
exceutive prides himself on the fact
that he got the client to tryv a “way
out” idea

vie skims the water in one of C-E's most strikingr spots, filmed on location in Venice

it

KENSINGER JONES has been
with Campbell-Ewald since 1957;
he was cleeted to v.p. and tv/radio
creative dir. in 193S; to his present
post in "60. Multi-award winner, he
won two at Camnes International
Filin Festival, another at American
Film Festival.

The client, who has invested fou
vears and $100,000 in perfecti
the product, has a few things on h
mind hesides this specific tv cor
mercial. Like the length of tin
that the new feature he'’s offering
will be exclusive. Like maintainin
quality control on the production,
line. Like making sure the dealers
give enough display space to th
new product and the salesme

0 |
know how it works. So he takes one
look at the answer print and savs it
looks o.k. to him.

The commercial runs.

The viewer, who had intended to
go get a glass of water, stavs in his
chair.

“Pretty good.” he savs.

“I saw a good commercial,” he re-
peats to his wife at breakfast th
next day. "It was about this gizme
that makes things easier. You can
get it at any hardware store. Let
tryvit.”

“Spell it,” she says.

He spells it. She gets it. They like
it.

Later. much later, the commer
cial wins an award as the vear's bes
demonstration.

So, what made it grcat® \What:
the equation, the tv commercial col
cfficient for success?

Let "N be the commercial. Is i
rescarch plus idea plus writing phe
production plus musice plus cinems
tography plus product times th
commereial that equals the sale?

Who's the major contributor?

Which number in an equatio
makes the answer right?
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here’s more... to McLendon Ebony Radio...

"1350 15

QMo wAlTY

5 &
‘lﬂ' .

2 R a S A
nd MODERN FACILITIES... we’ve got
POSITION, too!

K

44

‘the Nation's highest rated Negro group

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

(Excluding Tampa—our newest facility— which Captured 349 ot the Total Negro Audience in the first 30 days o! broadcast ng )

AMPA-ST. PETE BIRMINGHAM JACKSON SHREVEPORT LITTLE ROCK
0,000 WATTS AT 1550 5,000 WATTS AT 1320 5,000 WATTS AT 1590 10.000 WATTS AT 1550 5.000 WATTS AT 1440
IN ALL OIRECTIONS The Top-rated Eno2y Voce 1n Cons sten’ vy - t*eNa‘ on s H ghest N AL DREC A
Fonda’s Most Powerfu! -
Ebony Voice " ¢
T Imeclendon ebony radio
- ... Quality Negro Radio down South

2presented nationally by BERNARD HOWARD & CO. AR o COUANL + ATANCA .+ SAN BEANTAD o BN aRE41eS
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Live and Lively!

or 8 years we've been Local, Live and Lively. When you buy this television station you buy
lice of the lives of people in Central lowa. We hit 'em where they live! Take a look at our
Monday through Friday Log of live telecasts—

6:40 to 6:45 Pastor's Study

Minmisters discuss daily life and religion informally.

7:15 to 8:00 Bill Riley's Breakfast Club
Over 71,500 family members now!
9:30 to 10:00 Keep Trim

Probably the only Physical Fitness Program conducted by a
Football Coach and his wife.

12:00 to 12:05 Don Soliday News
A major TV Newscast with plenty of pictures, videotape and
local film. Includes weather and markets.

12:05to 12:15 On Camera with Russ VanDyke
Our News Director gets the man-on-the street’s opinion of
current news events.

12:15t0 12:39 Don Soliday Show
Such features as handicraft instruction, helpful informa-
tion from the Credit Bureau and Better Business Bureau . . .
in-depth interviews with local people in the news.

1:00to 1:30 Mary Jane Chinn Show
Almost half of the program daily devoted to a fashion show.
Also, sewing, cooking and gardening hints by authorities.
Book reviews and a weekly report from the State Women's
Clubs.

3:45 to 3:50 Walt Reno plays 'O Gee"'

A new game that our viewers can play at home.

3:55to 4:55 Variety Theater
A Cub Scout, Brownie, or Blue Bird group are Bill Riley's
guests every weekday. Films such as *Cartoon Classics"
and ""Mickey Mouse Club.”

4:55 to 5:00 TV News with Dick Eaton
Tells of upcoming and tonight's TV programs of special cul-
tural, civic and educational interest. Of regular programs
and guest stars, too.

6:00 to 6:10 Paul Rhoades News

Local and regional News by our veteran Managing News
Editor.

This schedule isn’t the new Channel 8 Look for Fall. 809, of these programs have been
on for over 5 years. Many since KRNT-TV went on the air in 1955.

Our program philosophy has been ‘'Local, Live and Lively' from the beginning. Not only
because we thought it serves our community best . . . it also SELLS for our clients best.

Live and Local KRNT Television with its survey-proved ‘‘most accurate news’ and ‘‘most
believable personalities’’ creates enthusiasm for products. It generates buying excitement.
That's why KRNT-TV continues to do around 809, of the local business year after year after year.

Buy this Local, Live, and Lively station. You'll get action fast.

KRNT-TV

Channel 8 in Des Moines

An Operation of Cowles Magazines and Broadcasting, Inc.
Represented by The Katz Agency

6:10 to 6:20 Don Soliday News

Our own interpretation of what is important on the world and

national scene . . . completely written and produced for the
Central lowa Viewer. 4
6:20 to 6:30 Bud Sobel Sports

Late scores, sports news, and features with emphasis on the
local schools and athletes.

10:00 to 10:290 Russ VanDyke News
The highest-rated local newscast in a multiple-station mar-
ket. Russ Van Dyke, our News and Public Affairs Director,
has been with KRNT for over 20 years.

10:20 to 10:30 Ron Shoop Sports |
Our Sports Director features interviews with both local and
national athletes, coaches, and sports figures. Of course,
the latest scores and sports news, too.

ALSO LIVE:
Sundays 10:30 a.m. Central lowa Church of the Air

Ministers, Choir Directors, Organists and entire church
choirs from all over our area present this service. H

Sundays 5:30 p.m. lowa State Fair Talent Search
Talented teenagers from all over the state in competition
for $2,000 put up by the State of lowa. Over 52 shows in
local communities are conducted in conjunction with this
program.

Tuesdays 6:30 p.m. People’s Press Conferenc
The most outstanding community service program in Cen-
tral lowa. Viewers phone in their qQuestions to leaders and
authorities on vital city, county and state issues.

Fridays 10:30 p.m. Mary Jane Chin
Primarily an entertaining interview show with interestin
guests, local, regional and national. They come from al
fields—Politics, Medicine, Show Business, Government, the
Fine Arts.

Saturdays 5:00 p.m. Talent Sprout
Talented youngsters from 2 to 12 are given the opportuni
to perform.

SPONSOR/30 str1tvinrr 14D




- Interpretation and commeutary
- on most significant tv/radio
and marketing news of the week
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Independent stations can rival a network when it comes to color program output.

In New York next spring, WOR-TV will huve nearly half--48‘ . of 1ts total
weekly programing in color. That's about 54 hours of color weekly.

NBC TV, most color-tv-conscious of the networks, by comparison, will have
somewhat over 40 hours weekly of color programing weekly next spring. Even
the addition of local color shows on WNBC-TV, the network’s New York odo vutlet,
will still leave WOR-TV out in front.

For the most part, WOR-TV's color vonsists of movies (color features shown
several times weekly), specials and home games of the New York Mets.

L 4
Will the Jack Benny CBS-to-NBC switch trigger talent raids? It might.

CBS TV, this fall, has the biggest lineup of “star”-class talent, and is thus a
target for raiding.

Benny’s back-to-NBC muwove, triggered by the comedian’s dissatisfaction with
the lead-in show CBS planned to put before his tv show this fall, should prove an
interesting situation for lawyers and tax experts.

In 1918, Benny decamped 1o CBS when that network was willing to lay out
more than $2.5 million to buy Benny's production company. The government
howled, claiming Benny was the company’s chief asset, but Benny, with an cye on
the capital gains structure, made it stick.

v

The way to a man's supply of toiletries lies in non-breakable plastic tubes.

So reasons Alberto-Culver, one of broadcasting’s biggest buyers. which has
long eyed the growing market in maseuline toiletries.

A-C is launching its Subdue Dandruff Shampoo Concentrate i a new cream
formula packaged in a plastic tube. It's virtually the same as the >ubdue sold
mostly 1o women—in bottles.

Sales angle you can expect to see in the heavy national tv campaign plamed
for the new packaging: . . . a safe, convenient form of the product for shower
use . . . ideal for travel.”

What A-C learned recently through research: 65 ¢ of all males shower regu-
larly, and half of all dandruff treatments occur there.

v

Campbell Soup may hike this fall's tv budget 25% over that of last fall.

The food company i:n't saying this is so. nor where the money would go. hut
there was talk in New York last weck at BBDO that much of the additional budget
weight would be swung behind Campbell’s Red Kettle soup line with network t
programing.

Imterestingly, Heinz is also said to be planning & heavy push for its soup pro-
duets, via DDB, in print and tv. Other Heinz products are handled by Maxon.

15
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There’s a new measure of Negro attitudes toward radlo now available to admen

A special study of Negro and white families (1,164 of the former, 526 of the
latter) was recently completed by Center for Research & Marketing in the New
York area. Highlights:

 Negroes attribute exactly the same number of consumer-product purchases
to commercials on “general” radio stations as do white consumers, but Negroes say
they make twice as many purchases because of commercials heard over Negro radio
stations specifically.

» Negro respondents do a lot of listening to Negro radio. Of those queried,
59% said they listened to Negro radio more than to general stations, 31% said
listening was about the same, and only 10% of Negroes listened less to Negro radio
than to general-appeal radio outlets.

o Negroes aren’t always happy with the quality levels of Negro radio, with
many respondents saying they’d like to see improvements in programing, news re-
porting, less rock and roll music, and a “higher grade” of advertisers.

v

The QXR Network is taking a plunge into low-budget live interlinked programing.

Afhliates of the fm network will be fed five hours weekly of “topical interview
and discussion programing,” starting 21 October.

Unlike QXR’s stereo shows, which are handled on tape because of the high
costs of matched, phased telephone lines, the interview-discussion shows can be fed
on telephone equipment of “standard” broadcast quality for news events.

According to QXR network, addition of the talk shows was triggered by a
Media Programers study which showed that “more than 50% of fm-station listeners
wanted more such programing.

\ 4

ABC doesn't like the newest fast-rating service provided by ARB.

The service, which began 22 September, is actually a combination of the New
York Arbitron meter measurements and telephone coincidental interviews in other
major markets. CBS TV is a prime supporter.

ABC TV doesn’t dig the ARB service because:

e It isn’t a “true national service.” ABC feels that since only programs tele:
vised between 7:30 and 11 p.m. are rated, the rating service will short-change those
falling outside of these prime hours because of delayed telecasts

* It doesn’t “evaluate network tv programs against maximum competition.”
As an example of this, as ABC sees it, the service “includes viewing in some two-
channel markets, thus inflating the ratings of the programs not carried in the live
time period in the market.



Read how WBKB-Chicago
became the first television
Station in the countr)
tO use Mminiaturized Mmobile
cquipment; and why...

News 15 a penshable commodity Thats why WBKB took
this big step into the futu
the new Machtronic video tape recorder—{(it weighs a mere 60  can
pound<:.--se[, up lime and erjn!nng are much faster than belore
and there’'s no processing

-

10:05 A.M.—WBKB newsmen roll out the 10:15 A.M.—Station wagon delivers equipment, 10:30 A M. —\

60 pound Machtronic video tape recorder and which 1s rolled into Chicago’s municipal bulding
16 pound widicon camera en route to City Hall

10:35 A.M.—NMayor begins news conference 11:25 A.M. -minutes after Ce us ! 11354 M
news confe

to WBKEB siatwon wagon

WBKB CHICAGO &

AN ABC OWNED TELEVISION STATION
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"Sounds like
the same old
line to me."

Try Television 4 in Jacksonville . .

with the entire North Florida South Georgla regional market! Some of \VY

the best numbers in the hook are on WJIXT: 42 out of the top 50 breaks JXT
. more television homes reached outside the metro area, in addition

L]
i

L i

of 177, inside Jacksonville itself. The same old line? Can’t be:

husy signals!

1963 ARB. Mon.-Sun.. 9 a.m. to Midnight

"I could
get you
some good
connections.

the right number to connect you Represented by T AR

JACKSONVILLE, FLORIOA
POST-NEWSWEEK
STATIO Ns A DIVISIDMN OF

THE WASHINGTON POST COMPANY
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New contract proposals by SAG and AFTRA may heighten trend to tv commercials without faces

alent unions: what they ask

evised spot radio payment method a key issue

Union demands ave often a mirror heleh up to an indostry . They vellect th
strengths and weaknesses of entive business segments, They veveal the Lates
strategies of nutnagement o teving o hold the e on Labor cost<s an
organized labor o seeking o better deal for nnion member<hip

Last weekh, sieh o mivror was being held up 1o the ndioty induost
the unions representing performers who work i radio amd v commen
live or l‘t‘('nl'(h‘(l. Same trends A‘UIIM 4‘|I'.l|l\ he seen, such as

B The talent nuions CAFTRAD SAGSEG) ! f
the “miner™ performers in commerciads by <eehing addittonal

shme \U)l'l\. Or Ii\ :llluwing leess \\-D‘l'k. |u'|‘1‘. |‘.I|. .'IH‘ I

same money, The <ame concern = not exhibited, nor i< it neces<ain
few top-level performers | 1
oversseide anvway,
BT newe l«'l‘hlli«||lv~ o
nnvolving actors, et .

retlect market growths,
W The growth of <pat radio 11
cost an advertiser mor
campaigns. Comverselv. i !
the talent umon imvolved., AFTRA

i commereial fees,

Ou the following pages is a special SNpousor report on new talent demands
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v nntlions moadvertising dol-
w h utcome,

contract negotiations opened  last
wed aclio and television
talent nnions and the joint com-
mittee of the American Association
ot Advertising Agencies, the Asso-
ciation of National Advertisers and
the networks. In a brief session held
at New York's Park-Sheraton, at-
tended by more than 100 represen-
tatives of advertisers, agencies, and
media, union proposals were pre-
sented. The proposals were any-
thing but brief, including many
points which will be hotly dchated
when conference table sessions be-
gin in mid-October. In general, the
proposals pointed clearly to one
thing: rising costs for advertisers.

Objective will be to rcach new
three-year contracts for the Screen
Actors Guild, the American Feder-
ation of Television and Radio Ar-
tists, and Screen Extras Guild be-
fore the present three-vear pact

—_—— - S

expires at midnight, 15 November.

While simply stated, both SAG
and AFTRA radio and tv demands
added up to more money from both
network and spot commercial users,
and program buyers here, there and
everywhere. Outside the hasic rates.
revised terms for such things as lip
syne, lunch hours, rchearsals, and
muny other side points, showed the
way also to increasced fecs.

Via several pages of text, starting
with the statement “Strike present
formula and substitute the follow-
ing,” AFTRA sprung a new pro-
posed mcthod of payment for radio
commercial talent which could con-
ccivably shake the medium to its
roots.

For radio, AFTRA wants to drop
the present wild spot fces calling
for flat payments, and would sub-
stitute the formula used in tv under
the present contracts, namely city
population units. Simply, adver-
tisers would be faced with rising

1 SAG-AFTRA tv commercial proposals

CLASS A PROGRAM COMMERCIALS

l COMPENSATION FOR USE AND REUSE

| Rates—All players except group singers

ON CAMERA

Use Proposed rate peruse  Use Present rate per use
l 1 $120 1 $95
213 57 2 ' 70
l4andeach 3 60
| use thereafter 30 413 57
14-20 15
21 and each
use thereafter 10

OFF CAMERA

Use Proposed rate per use  Use Present rate per use
l $90 1 $70
2-13 45 2 55
14 and each 2) 48
use thereafter 18 413 45
14-20 9
21 and each
use thereafter 7.50

talent fees as the market list grew,

What the union proposals wil
mcan in a total dollar sense to ad-
vertisers cannot be estimated easily,
but one can guess that the rate inl
creases and changes will mean sey-
eral million more annually above
the estimated $23 million now paid
to talent.

For example, rates for all plaver
cxcept group singers for a class A §:
tv program commercial, first use.

go up the same amount. Talent fee
for dealer commercials would hav
a new six-month rate: $3560 for all

on thc unit system are covcred
separately.

Radio proposals

Under the present AFTRA conf
tract for transcribed spot announce § '
ments, actors and announcers ar
paid as follows:

For one minute or less wild sp
announccment, fee per person
$52.00 for the entire country, in
cluding any number of cities an
stations. For one to threc minutes
the fee per person is $69.00.

For the entire country other thar
New York, Chicago and Los A
gcles. minimum fee per person i
$35.00 for a one-minute announce
ment or less; $46.00 for more ths
one minute and including thr
minites.

For one to ten cities, other tha
New York, Chicago, and Los A
geles, fee per person, one minut
or less, is $17.00; more than on
minute and up to thrce minute
$23.00.

Under the new radio commerci
proposals, AFTRA would subst
tute this:

“City population units are pr
posed (sce separate box) in R
corded TV Commercial Code. wit
same formula of onc million
fraction thercof, ntilizing the fe
lowing minimum fees.

“Scssion of one to ten units
$4.00 per unit; 11-60 units at S2.
per unit; 61 units and cach wm
thereafter at $1.00 per unit. Tl
minimum buy shall be at 10 uni
including one hour of required
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hearsal at S10.00 per hanr. Extra
relicarsal sliall be at the rate of
$10.00 per hour.”

AFTTRA also adds; “New York is
to be weighted 30 mnits, Chicago
aund  Los  Angeles cach 1o he
weighted 20 nuits, A wild spot used
in New York ouly: minimnm fee
$80.00 excluding one hour required
chicarsal. Chicago or Los \ugeles
singly, mininmnt fee $60.00 exclhid-
ing oune howr reqguived  reliearsal.
“hicago and Los Angeles together,
ninintum fee $100.00 exelnding one
ionr reguired relwearsal. New York
s cither Chicitgo or Los  An-
reles, mininnon fee $12000  ex-
duding one hour required relicars-
1. Combination of New  York,
hicago and Los Angeles, minimum
ce 8130, excludie one hour re-
prived rehearsal.”

The same block-busting proposals
vonuld ;1pp|)‘ to sinvers on o spot
conunercials.  utilizving  the
mit system. "New York, Chicago,
nd lLos Aungeles, cach shall be
veighted as 30 units. Any combina-
ion of two of the three cities, i.e..
vew York, Chicago, or Los An-
cles, shall he weighted as 30 units.
1 three cities shiall he weighted
t 60 nits.”

Under the present AFTRA radio
igreement, minimum  fees for a
nc-minite transcribed commercial,
ree to five voices come at $43 per
person, six to ecight voices at 835
DCT person, and nine or more voices
t $22 per person, for anv naumber
[ citics and stations, or the entire
nmtry,

Under the proposed agreement,
ew York, Chicaco, and Los An-
cles (60 wnits), three to fve
oices would cost $30.40 minimim
ve six to cight voices $41.10, and
jine or more voices, $33.40 per per-
on. These are the same minimum
res for singers in the 31 to 60 city
it bracket for wild spot radio
ommercials,

For a broad campaign reaching
yore than 100 wnits on radio the
asic price for three to five voices
onld he $65.30 for 101 units,
s $.10 for cach additional wnit:
r osix to cight voices $55.30 for
01 wnits, plus $.10 for cach addi-
onal wnit; for nine plus voices
.30, plus the $.10 for each unit
er 101, all rates per person.

Thus, for 101 units, a present
mmercial ntilizing three to five

NSOR 30 srerestmir 1963

SAG-AFTRA tv commercial proposals

WILD SPOTS — COMPENSATION

FOR USEAND KE-USE

Rates  Crities not mcdading New Youk, Clucago e L
Gigeles. Al plave s except gronp sierers
ON CAMERA
Units Proposed unit rate  Units Present unit rate
15 $120.00 15 $95.00
| 6-10 add  9.09perumit 610 add 800 parun
11.25 add  500perumt 1120 add 500 per vt
26-35 add  3.00perumt 2125 add 300 perumt
36and 26 100 add 125perunit
eachunit
thereafter  add  1.50perumt 01175 add 120 per umt
176 and
eachunit

thereafter add 25 per unit

OFF CAMERA

Units Proposed unit rate  Units Present unit rate
1-5 $ 90.00 1-5 $70.00
6-10 add  6.75perunit 6-10 add  3.50 per unt
11.25 add  3.75p2rumt 1115 add  3.00 pa2rumt
26-35 add  225perunit 1620 add  2.50 per unit
36 and 2125 add 2.00 perunt
each unit
thereafter  add  1.15perunit 2690 add 100 p2r unit
91-125 add 65 per unit
126-175 add 60 per umit
176 and
each unit
thereafter add 20 per umit

voices, would cost $65.30 per per-
son, minimun fee, against $15.00
as at present.

Tv proposals
The SAG and AFTRA proposals

for tv commercials inclnded wmany
other suggestions worthy of meu-
tion. For one, nuder Local Program
Commercials, a separate listimy swas
added for New Yorko Al plavers
on camera, under the New York
market  propasal. wonld  recvive
$263 for one to 26 nses, compared
with 8210 as now. For New York
off camera commercials, the fee
would go from $150 to SIUS for

use one to 26

The unions noted. “The pavnient
of the New York Local Program
rate permits nnhonted use of e
commercntl in up to and meladmg
an additional five aties withoat
further compensation ™ After the
26th use, the on camera fee would
rise 92 per nse throngh the 3th
for 10th use and each use thereafter
SE per e

Keepurg np witle a gross fug trod
m ot commerctals,  SAG and
AFTRA would make chaiees imnder
Still Photographs ™ The agrecment
reads now: "It s the mtent and
spirit of s agreement that <l

b |
-




Population unit weighting

In both SAG and AFTRA contracts, present and proposed,
talent Tees for spot tv are computed on a unit basis. Cities with
less thian one million, count onc wnit. The present SAG tv
contract adds another unit “for each additional 500,000 to one
millionr,” while AFTRA allows “an additional unit for cach
additional one million or fraction thereof.” New York, Chi-
cago, and Los Angeles are exceptions. SAG now counts New
York as 1 cities, Los Angeles and Chicago as seveu for pro-
gram comnercials, with special Wild Spot Rates. AFTRA
counts any one of these cities as 11 for local programs with
other Wild Spot Rates. SAG proposes to coimt New York as
15 cities, Los Angeles and Chicago as 11 cities for program
commereials. AFTRA proposes for tv that when a local pro-
gram commercial is used in these three cities singly, cach
city shall be counted as 20 cities, or as a Class B local program
commercial. For radio, imder the proposed adoption of the
weighting system, New York would count as 30 units, Chicago
and Los Angeles as 20 units. For other cities under the AFTRA
proposal for transcribed broadcasting purposes, the radio
units would follow the tv units. From the AFTRA tv pro-
posals, (SAG issued no revised list) following is their revised

list of cities, population and nnits:

Proposed Present SAG

CITIES Population Weight  AFTRA Weight
Philadelphia 4,342,897 h 4
Detroit 3,762,360 4
San Francisco-Oakland 2,783,359 3 3
Boston 2,589,301 3 3
Pittsburgh 2,405,435 3 2
St. Louis 2,060,103 3 2
Washington, D. C. 2,001,897 2 2
Cleveland 1,796,595 2 2
Baltimore 1,727,023 2 2
Minneapolis-St. Paul 1,482,080 2 —
Buffalo 1,306,957 2 —
Houston 1,243,158 2 —
Milwaukee 1,194,290 2 -
Seattle 1,107,213 2 —
Daltas 1,083,601 2 —
Cincinnati 1,071,624 2 —
Kansas City 1,039,493 2 —
San Diego 1,033,011 2 —
1.017.188 2 —

photographs made for use in tele-
vision commercials shall not be used
in a manner which evades the §
agrcement.”

In place, the unions would put
this: “Performers in stop-action §
photographs, still photographs or §
any similar photography used in tv
comunercials, whether originally
made for tv, print media, or any
other purpose, shall be covered by
all of the terms of this contract and
entitled to session and use fees as
provided therein.” Some persons,
not emploved in tclevision, could
conceivably find themselves on the
union payroll, if accepted,

Other points registered by SAG:

Tic-Ins: “The advertising of addi-
tional products (other than those
of the sponsor) by use of the so-
called tie-in commercial shall re-
quire the payment of an additional
fee of 30% of the applicable use and
re-usc rate for each additional prod
uct,”

Discrimination: “Discuss and put
into effeet an  effective  anti-dis-
crimination program in connectiol
with hiring and employiment prac-
tices in the commereial field.”

Definitions:  “Commercials — ar
short advertising or commercia
messages made as motion pictures.
90 seconds (now three minutes) o
less in length and intended for
showing over television.”

Recording Session: “Reduce o
camera session from four to twe
hours (group singers). Additiona
time shall constitute an additiona
session for each two hours or par
thereof.™ Present contract has two:
hour limit for all players in com:
mercials except group singers anc
other vocalists.

While following SAG commercia
(6hm) proposals for a large part
AFTRA (tape and live) included &
number of thoughts of its own
“New proposals”™ made by AFTR!
inchnded:

Hand models and Physical Dem
onstrators: “A performer  wilou
lines i a commercial who is re
quired to demonstrate or illustrat
any special business with his hand
and or any other part of the body
but whose face is not shown, sha
be paid the applicable rate fo
hand models and physical demon
strators.”

On-Camera  Perforimers:  “No
more than 12 months from the dat
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ot first nse, hat e no event
than 13 manths Ironr date ot re
cordmye (now 1S and 19 months
whicheyer date s earluer, shadl con

stitnte the moavmmnn peviod nlouse

andd ve-use, The above period ol
nsages is granted on condition thiat
with respect to eomnererals for one
produet, o endavantecd i of
S500 per evele shall be credied
against nsage witlun that evele and
parch to the performer”

SAC abko proposed o rednction
Irom 2 Fimouths to S moaths, neaa-
i ase tar an ofl cmera sowee

AFTRA netiwork proposals

VTR A also Juad noy praposals
for the "Code of Fair Practice for
Network Television Broadeasting.”

The wwon for one, proposed re-
vised program fees lor sooncers
i cnerd five times per week, For
a pragran e the 15 to 30 mimte
rouge, \FTRA proposed o Tee ol
$463, now SH97. For 30 to 6O mn-
ntes, $630, now $330. For 60 to )
minutes, S795, now S663.

tn g propos i which could muatert-
alh chumge the role of off canera
annoieers,  fees which  formerls
applied for more than ten Fines,
vould be chaneed ta “more than
l\(' lines.”

For gronp dancers, AFTRA pro-
osed o 1O incerease inall program
s, Ld anincrease inestra re-

\nd

carsal Trom $3 to S8 an hour
wonld like to ent inchuded ve-
carsal tor cronp  dancers
o two to lonr horres, dependig
n program length.
Turmine  to  growing  mdustn
VFFRA asks this: “hap
e is a perlormance which Lalls
within  the category  of  sinvers.
When a dancer is required to learn
bn«l aor relesiarse and or memorize
msic and hries i addition to per-
rming as a dancer, he shall re-
eive an additional fee for the lip
ne services of not less than 757
f the applicable dancer’s progeam
. Wheu a daneer is required to
iy on o provram he shall be puid
V the hizher ol the two lees, or
)V the additional Tee of the afore-
wntioned 73% for lip svnc. which-
ver is the higher, I o singer also
binces on the program. he shall be
id not less than o dancer whoe
T
Meal Periods: “The said meal
rriod shall be 70 minites now 60
length.”

honrs

ractices,
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SAG-AFTRA tv commercial proposals

CLASS A PROGRANM COMMERCTIALS

Iate s
ditle cont fron proaposals Tisted

Caoup Sigeas

Jovesent ¢

T N FIRSETY T
toot it ]

1
1w parcuth

tencoans aued ol

ON CAMERA

OFF CAMERA

Use Jord 5 or more Jord 5 or more

1 $80 00 $71 00 $47 00 S0 00

2 6400 56 00 3500  (

3 5100 4500 3200 2700

413 48 50 4300 3000 2500

14 and

each use

thereafter ~ 20.00($13 1700 $11) $1200 $675 $1000 $625
Incidental Relcarsal: “AN per e or Pertorins i aliy gl r

loners shall recene credit ob at
lewst one hoar rehearsal for each
time that they are required by the
prodicer ta appear outside the sti-
dio prenuses durmge a reandar re-
hearsal day tor choosing and or
fittme of wardrobe and or wigs
wlneh shall be part of or contiguous
to the minimum eall Flns require-
ment shall not he decmed to et ud
the mmumum eall Pavinent of three
honrs of rehewrsal ot the resaban
rehiearsal vate shall e made to the
porformers who are requred o
appear tor choosiiz and ov fitting
ol wardrol
which are not part of the conseen

and o wazes on dass

tive rchearsal davs o contiznoas
to the mmimam cdl om oy
hearsal day ™7

Cast credits: “In the cvent ot g
viobition of any ol the cast credit
provisions, the prodocer shall pay
each  performer entitlod o cast
credits  welndig over seale por
formers: an additional pavment of
$25.00, and no over-seale paymonts
may be credited agamst this saom ™
The penalty provision s new

Phonograph recordings: new pre
posal - Smaers whowe vocal per
formances on plonozraph record
g are nsed on television, either as
hackeround recording or where o
singer or singers or any otler per
formers. wicdadimg pappts
mated cartoen characters or

other anunatetd

G0t
NEIAY

(l(\l( ¢ (l()('\ llp

to the phonograplo 1ecamd el e
pad the apphoalble poeam rate

as set dorthe e the Code os theaed
the petleter oo the aceanda
were potlorme Ine s oad pr

Srani

Newsmaen: N\ B( 1508 SO 16
Washmeton, DC shall e mchod
ed mothe provision of the AITTRA
Codes the samne o are ne s spaen of

ABC  CBS aned Nt e Al
myton

Fakwt o b ook ot ot
nse  of antorcdtional breoaodde
VTR waonld ket pat e tha

APTTRAY well bore

ost thhishane nt

mw proposl
tor tl brotes oo
rng preotee ae |l
ramns paceico] wene Gty e
teansnntted v a osatelhie

U uhike ot i
tonth ANF TR came np wathe oseries
ob rate clinges whch woald €U
rates For radee et rh proer i
Sprots, \FERA Propeases

I Rexdie fouar
roup stders et S per gwr

ll\c or

wlet P

\ i L\

s per speet b S200

: l‘\\(lk\ tse f r
crn rodiace SBI0 per jersens pet
\|)4|t toy S S0

bl sveeshs fnmstedd 1ose o reddince

tor gronp suizers 20 nses tram 8420
ta S240 trome $4SO s
320

{ Reeluee

Waes AT s tlu

ard 3 oses

Iy ook

It

[Fe st
bavard] oo pea

s per o spet o SHH LAY




Cold war thaw unblocks tv

Reds aid U.S. specials

esseaine  of - tensions  between
l Fastand West is resulting in more
than friendlier relations  hetween
governinents — it’s also bringing
about a flurry of activity hy flm pro-
duction and syvndication companies
secking to present a “real” pieture
of tife m Russia to Ameriean tv
viewers, as well as those in other
countries throughout the world.
One of the most energetie, and suc-
cessful, of the produeers is Sig
Shore, a long-time tv exceutive who
is commuting everv few weeks be-
tween the UL S, and Russia to work
out details on the import and exhi-
bition of films depicting various as-
peets of Soviet history and life.
Share, who at one time distributed
the Selzniek paek of motion pie-
tures to tv, was one of the first to
import a made-in-Russia feature,
The Sword and the Dragon, around
1958. After its theatrical run, he
sold it to WOR-TV, New York, and
the filn scored one of the highest
ratings in its airing on Million Dol-
lar Motie. Now on his own for the
first time, Shore just brought over

for theatrical hooking the fitm, My
Name Is [van, which has won eriti-
cal aeelaim in addition to packing
patrons into theatres where it’s
shown. His Litest move on the mo-
tion pitcure front is to acquire U, S.
rights to the Russian version of War
and Peace. Ile says it runs eight
hours in its present form, and he's
trving to work out details on cutting
it down to four. All these negotia-
tions, says Shore, paved the way for
him to obtain footage from Soviet
arehives which he plans to augment
with new film where necessary and
develop ‘into tv specials. The first
one in his docket is titted The
Story of Pravda, showing the news-
paper’s history as it related to the
Russian revolution. e said he has
50,000-60,000 feet on film, which is
being cut down to eventually be re-
leased as an hour or 90-minute
black-and white special. “Previous
documentaries on the revolution,”
says Shore, “have been rather shal-
low and kind of old-fashioned.” But
he fecls his footage will “give the
people of the free world a hetter

Lo ts with Koyla Burlyaey, star of

_
AT S TP TITYTTTT IR
¢ [

“My Name Is van,” Soviet Gl he is distrib-

U S0 He says Burlyacey's greatest ambition is to own a Corvette. In back-
Bolshoi Ballet theatre in Moscow, where one of his tv specials will be filined

insight into the history of commu-
nism” as the Soviet has fostered it.
Shore points out that Lenin gained
his original recognition in the Bol-
shovist movement through Pravda,
whieh he used to gain power for
himself and mold the entire move-
ment — even contributing to it
while in exile. He said he has
tatked with ABC about this speeial,
and the network is awaiting a copy
of the first draft. The second show
planned is titled Ten Days That
Shook the World, compiled from all
footage sereened for him by the
Soviet government during his visits
there. This will be an hour program
in b&w. In explaining his reason for
taking this subject, he said: “The
Russian revolution was very impor-
tant to the American people. I felt
the NBC White Papers on it should
have been responsible for throwing
the NBC News people out of broad-
casting, rather than out of Moscow,
as was done. They (the \White Pa-
pers) were terrible. The newsmen
cheated and padded in order to do
what were alleged to be documen-
taries. Thev were phony and cre-
ated false illusions. I hope we don't
do the same type of program.”

Bolshoi Ballet featured

Third special on tape is an hour
in color on A Night at the Bolshoi,
eonsisting of ballet highlights from
the Bolshoi, Moiseyev, and Georg-
ian dance companies. Plans eall for
each speeial to be sold on a separate
basis. Commenting on potentia
sponsors, Shore noted: “I think
American industry eertainly reeog-
nizes there is some kind of thaw i
the cold war. They recognize the
economic factor as one of the first
signs. Almost any big company, i1
foreign as well as domestie opera-
tion, should be able to recognizc
the abstract as well as tangible
benefits.” Others readving Soviel
material for U.S. tv sereens in-
clude Stallion Films and Desilu
Sales. Stallion last week obtainec
exelusive and previously unshowr
film on the Russian space effor
from the Soviet Embassy, and was
also granted exelusive rights to al
documentary and news film on thei
spaee program produced by Novost
Press Agency. The film, titled Th
Creat Adcenture in Space, was pro
dueed expressly for Stallion and in
cludes footage never seen by eithe
Ameriean or Soviet public.
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What he's worried about

Billions in smokes
at stake in federal study
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to be above reproach. How good
he tobaceo tastes, how well it is
f nd packaged—this is the
st aettes are telling. And
hev are at pains to make it clear
liev are talking to responsible adult
istomer
In spite of efforts to look reason-
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ably wholesome as cigarettes seck
an honest dolkur, sniping goes on in
various public opinion camps.
Among the detractors — doctors,
Jawmakers and administrators,
media critics and incvitably the
makers of competing products—
some are happily predicting a
“harsh” rcport by the Advisory Com-
mittee on Smoking and Health. The
comntittee, assembled at the Presi-
dent’s direction last year by the
Surgeon General, is to report by
vearend.

Still tobaccomen manage to re-

THE OUTER LIMITS

Liggett & Myers

T0 TELL THE TRUTH
R. J. Reynolds

MONOAY NIGHT AT THE MOVIES

American Tobacco/ P. Lorillard

COMBAT

American Tobacco

\

main sanguine in the face of anxi-
cty around them. They don’t sce
how the cominittee could make
anvthing conelusive out of existing
rescarch. The Tobaceo Industry Re-
searchh  Comunittee has seen no
health eharges proven. In Washing-
ton the Tobaeco Institute wel-
comed the Surgeon General’s study
as “timely and appropriate in view
of the reeent flurry of interest in
the subject.” An American Tobaeco
official carlier this year told security
analysts that cigarette use had in-
creased since 1954, when the “anti-

WAGON TRAIN
R. J. Reynolds

McHALE'S NAVY
R. J. Reynolds

RED SKELTON HOUR

Philip Morris

REDIGO
Brown & Williamson

y

GLYNIS
R. J. Reynolds

Liggett & Myers

RAWHIDE
R. J. Reynolds

77 SUNSEY STRIP

R. . Reynolds

Philip Morris

DR. KILDARE
Liggett & Myers

BURKE'S LAW
Liggett & Myers

FRIDAY

ROUTE 66
Philip Morris

%@

)

¢

SATURDAY

JACKIE GLEASON'S AMERICAN SCENE MAGAZINE

Philip Morris

% ©

)

SUNDAY

5@ €

—

JOEY BISHOP SHOW
P. Lorillard

ARREST ANOC TRIAL
Liggett & Myers

ED SULLIVAN SHOW

P. Lorillard




cigarette”  cnupaivn bewan, Iy d lewably B ¢ fadher
18.5 ¢ throngli (962, \While else bt l
where o slight per capita slip was C
reported Last sear after o hve-year
rise, total sales contimued to grow
Media men worried abant the In
ture of tvs fourth largest cnostomer tl (
are reassired when they remember f
that ad budeets have continned to
climh with sales as civaretios Tend P lut
ed olf attacks the Last decade. Cig
arettes have thrived and hased new
snccesses on filtering the worry on
of smoking, Competing hrands lave R
wrowi ta 3oty Latest elient list

THE BREAKING PDINT
Broan & Valhamson

EAST SIDE/WEST SIDE
Phiup Morns

SING ALONG WITH MITCH
Ligpott & MNuers

TEST SHOW DN EARTH THE FUGITIVE
Brown & Williamson

GARRY MODRE SHOW
R. J. Reynolds

CASEY CHANNING
own & Williamson Brown & Williamson

RLY HILLBILLIES DICK VAN DYKE SHOW
). Reynolds P. Lorillard

THE NURSES
Brown & Williamson

THE FARMER'S DAUGHTER
Liggett & Myers

TWILIGHT ZONE ALFRED HITCHCDCK SHOW
Amernican Tobacco Ph'ip Mornis

JACK PAAR SHOW
P. Loriljard

JERRY LEWIS SHOW
Liggett & Myers

DEFENDERS GUNSMOKE
rown & Wiltiamson American Tobacco

URDAY NIGHT AT THE MODVIES
erican Tobacco/R. J. Reynolds

1Y CARLAND SHOW
erican Tobacco
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cizarettes are making more than
half their money on filters and 1697
on menthol. (P. Lorillard on the
strength of Kent amd other evidence
looks for filters to take 75%% of the
market eventnally.) Explaining fil-
tration presents a challenge that is
giving some copy a meehanical
slant. Variations of menthol’s re-
frestnnent theme are following ad-
dition of new {lavors to smoke. In
the pitch for brand switehing the

$25-million
radio account

Radio advertising by eiga-
rettes should be running
hetter than $235 million an-
nually, based on a projee-
tion by Radio Advertising
Burcau of $20 million for
this vear, plus current sales
at the networks. (Botlr ar
gnesses, since radio sales
are not offieially recorded ).
RAR cstimates that spot

virile appeal bas worked so hard
for sponsors that it has arrived at
the point of satirizing itself to gain
attention.

Here arc highlights of big-six
cigarette eopy, much of it identieal
on the air and in print

AMERICAN TOBACCO
Taste, pleasure and relaxation are
central. Dual  Filter Tareyvton is
making a good natured break with
the “cuphoria” tradition as BBDO,
o taking over the aeeount from
Lawreuce C. Gumbinner, intro-
duces “the unswitchables,” portray-
« o man with a black eve who sayvs
‘d rather fight than switch. The
theme, seea fivst in print, will show
Liter on television where the
Fueyton “lnmgry tor flaver” song
lovs, Lueky Strikes,” "hlended
dult taste,” separate “the men
hovs but not from the

girls,” BBDO'’s eopy says, sounding
a note some crities have questioned.
Pall Malls (through Sullivan, Stauf-
fer, Colwell & Bayles) still tout
extra  length  that  “travels” the
smoke for added pleasure. Mont-
clair, Aincriean’s wmenthol brand
(SSC&B), says “the last puft tastes
as good as the first puff” beeause
menthol is in the filter, “not in our
fine tobacco.”

BROWN & WILLIAMSON

Claiming pioneer honors for fil-
ters and menthol (Viceroy and
Kool), B&\W continues to try new
tastes, adding clove to the latest
light-menthol filter, Breeze
(through Bed Bates). The com-
pany also keeps the venerable de-

sales are 3% ahead of last
vear. Networks report en-
couraging cigarctte activity
and good gains over 1961,
although 1963 vs. 1962 rates
vary from 35% up to 23%
down. Among the brands,
R. ). Reynolds has been a
mainstay over past vears,
now joined by all the ma-
jors but one, Brown & Wil-
liamson, which has been a
holdout from network radio
in reeent vears.

vice of eoupons going for Raleigh
and menthol Belair (both through
Keyes, Madden & Jones) as the
basis for a male brand-switeh ap-
peal. Viceroy copy (Bates) s
sticking to the happy, voung soeial
theme of past vears with “the taste
that’s right, that’s right” refrain.
Kool (Bates) snggests, “Come all
the way up to Kool” Avalon
(Bates) is in test markets with an
old name hut a new triple filter
highlighting copy. Coronet (Comp-
ton) had a test fling this yvear but
has already  quit advertising. In
listing B&W's ad themes, viee presi-
dent Jolm W. Burdard admitted to
a persistent eoncern that comimer-
cials” effeetiveness is being vitiated
by air “elutter” of eredits, promos
and other non-entertainment ma-
terial. He wishes NAB President Le-
Roy Collins. who has been worried
abont cicarette advertising stand-

ards, would interest himself in this
issue, but the NAB keeps dueking
it, savs Burgard, who has been eam-
paigning on clutter in the Assn. of
National Advertisers and other
forums (sroxsonr 1 April).

-

LIGGETT & MYERS

Flavor is the whole story for Lig-
gett & Myers' three majors, L&M
Filter, Chesterfield King and Lark
Filter, the last-nained just breaking
into big tv money this year. Copy
(all three through J. \Walter
Thoinpson) mixes men, women and
sporting in  outdoorsy settings.
L&M, third running tv advertiser
with $4.85 million the last six-month
reporting period, says, “when a cig-
arette means a lot, get lots more
from L&M.” Chesterfield Kings, as
any viewcr knows, “taste great he-
eause the tobaccos are” and "21
great tobaccos make 20 wonderful
smokes.” Lark sclls “rich, reward-
ing flavor” and its three-piece ehar-
coal granule filter. Duke and Oasis,
as the table shows, are practically
out of the running on tv.

P. LORILLARD
Second in the tv stakes with $12.6
million the first half of this vear,
Lorillard also spent the number two
sum for Kent with $4.86 million
in that period. Kent eopy (through
Lennen & Newell, which also han-
dles Newport, York and Old Gold
Straights stalks with a smoker's
straightforward comparison ap-
proaeh and appeal to “smoke Kent
with the Miecronite filter.” New
port’s “hint of mint makes the dif-
ference,” and York Imperial is fo-
cusing on the package, freshnes
and sophistieation. Spring entho
filter (through Grey) has a relaxec
“lightness in living” outdoor theme.
Old Gold Spin Filter (Grey) “spin
the smoke, spins more flavo
through.” aecording to the brand’
football-star eommereial personali
tys

PHILIP MORRIS
Romantie figures and meehaniea
improvements are big in the Philiy
Morris picture from the elassi
Marlboro man (through Leo Bur-
nett) to the new plastie paek fo
Paxton and Saratoga (both Bento
& Bowles). Twin-filtered Paxtor
and Saratoga (the former witlimen
thol) make much of their Humifle:
pack and filters. “Marlboro eoun
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TV GROSSES FIRST SIX MONTHS 1962 FIRST SIX MOKRTHS 1963

Source: TvB Rorabaugh spot network total spot network total
AMERICAN TOBACCO

Lucky Strikes $ 11520 S 1,265,466 $ 1,276,986 S 18280 § 1,446,400 S 1,464620
Montclair 79,400 79,400 $ 1,509,370 1,509.370
Pall Mall_ 402,270 2733674 3,135,944 206,240 2,934,700 3,140,940
Tareyton 43,650 1,537,533 1,581,183 24,640 1.532,200 1,606,810
TOTAL $ 536,840 $ 5536673 $ 6,073,513 $1,758530 § 5963,300 $ 7,721,830
BROWN & WILLIAMSON

Belair $ 14330 § 701714 S 716,0%4 $ 267,180 ¢ 22200 ¢ 579380
_Raleigh | e— : 5910 1,217,133 1.223.043 380,320 233 618.630
Raleigh & Belair —_— 292,629 232,609 153¢ 1,533 602
Breeze —_ —_ == 15,090 15,000
Coronet _ L — 15,163 15.160
Kentucky King 2,080 - 2,080 1,030 1,030
Kool 103,540 1,518,534 1,657,084 325,690 1,564,000 1,590,690
Viceroy 85,340 2,829,331 2,891,671 560,099 2,130,100 2,690,190
TOTAL $ 216,200 € 6,569.331 S 6,785,531 $ 1,555530 § 5818200 ¢ 7,383,730
LIGGETT & MYERS

_(‘:t_wsterfield $ 1,498,850 § 1,756.640 $ 3,255,490 S 714730 51953300 § 2,653.030
L&M 1,692,950 3.275.854 4,968,804 1,239,930 3,554,400 4,854,380
Lrark | — —_— — 199,320 86,600 285,520
Duke 4,200 — 4,200 1,930 —_ 1,930
Oasis 63.370 — 63,370 1.930 = 1,930
TOTAL $ 3259370 § 5032494 S 8,291,864 $ 2207890 § 5604300 ¢ 7.812,190
P. LORILLARD

Kent - _§ﬁ1,990.380 $ 2913559 § 4,903,939 £ 2047890 § 2814200 $ 4362090
ANewp_o_rt 1,184,210 1,028,416 2,212,626 1,871,310 1,552,100 3433410
_()Mold B 1,373,040 611,876 1,984,916 1,257.340 1,327.300 2,594,640
§pring 483,380 855,965 1,339.345 349.870 702,800 1,052,670
York 1,805,090 929.153 2.734.243 508.170 162.400 670,570
TOTAL $ 6,836,100 § 6338959 $13,175.029 $ 6,044,580 § 6568800 $12.613,3:0
PEILIP MORRIS

Alpine $ 67,790 § 739489 & 807.279 § 31600 3§ 571200 ¢ 602800
Cﬂn_mander— 586,240 570.185 1,086,425 357,140 523,200 830.3+0
Marlboro 853,080 1,851,470 2,704.550 420.100 2,143 900 2.569.000
Parliament 2,030,810 958.997 2,939,807 1,670.830 1,033.600 2,704,430
Paxton — —— —_— 223.920 919,700 1,143,620
Philip Morris B 235300 _ e 235.300 289,510 o 289610
Saratoga — — — 64 520 64,520
_Topacco Products —_— 466,961 466.961 =
General Promotion S 7.443 7,443 - -
Dunhill 3,000 m— 3,000

TOTAL $ 3,776,220  $ 4,524.545 $ 8,300.765 $ 3067720 § 5,196.600 $ 3.26%,320
R. J. REYNOLDS

Brandon S 213.150 —_— $ 213150 § 76200 s S 76,200
Camel 126,690 4,320.029 4,436,719 132,670 3.46<.300 3,595,970
Salem 602.660 3.775.771 4.378.431 147.850 < 321600 4520¢°0
Winston 419,460 3,970.556 4.390.016 2.832,170 4,252,700 7.08+.870
Cavalier 12,730 S 12,730 e —_
TOTAL § 1374690 $12,056.356 313,421,046 $ 3183.900 $12,093.600 $15287.500
GRAND TOTAL $15,999,420 $40,068.368  $56.057.783 $17,833,150 $41,249,800  £59.082.950
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ADVERTISEKR

tin s taking the man’s man every-
where with a story of filter flavor
hased on the “Richmond recipe.”
Parlimnent ( B&B) emphasizes “ex-
tra margin” in its recessed filter.
Philip Morris Commanders  (Bur-
nett) hoast tobaceo vacumn clean-
ing by the new Mark VIH achin-
ery, and Alpine (Burnett) sells the
filtered “light touch of menthol” in
ontdoor imagery.

R. J. REYNOLDS

With a top six-mouth tv budget
of §15 million backing np a clain
of mitional leadership for its three
hig brands, Revnolds’ Winston. Sa-
lemi, and Camel (all through Wil-
liam Esty) are hitting the flavor-
pleasure theme in sports-work ori-
nted copy directed to both sexes.

Advisory Committee
on Smoking & Health

The future of cigarcttes is
in the hands of ten experts,
selected by the surgeon gen-
cral from recommendations
by the Public THealth Sery -
ice, American Cancer So-
ciety, American College of
Cliest Surgeons, American
[Teart Assn, American
Medical Assn., Tobacco In-
stitute, Food & Drug Ad-
ministration, National Tu-
berenlosis  Assn.,  Federal
Trade Commission and the
President’s Office of Scienee
and Technology, They are:

Lowvis I Fusen, Pl b,
ot Tavvard University,
whose field is ehemistry of
tobacco smoke; 12aaazuvEL
Favuen, NLD., Ph.D.. Uni
veraty of Pittsburgh, exper-
mental and clinical pathol
ouy: Nvower T Seevins,
PhoD NEDL University of
Michigan, pharmacology of
mesthesia and habit-form-
g drogs: Lrosaup ML

9

Winston’s theme since 1935, “tastes
good like a cigarette should,” was a
$7 million tune on tv the first half
of this year and has been varying its
art lately to focus on the cigarette,
as it one commercial that only in-
troduces people in a golf green shot
tagged o in closing seconds. Men-
thol filtered Salems illustrate taste
freshening “softness™ with couples
in landscapes. Outdoorsmen, sport
couples- and singing groups carry
the Camel message, “every inch a
real smoke.” Brandon, relative new-
comer to unfiltered king-size ranks,
is not being advertised at present,
nor is Cavalier, an older long non-
filter in a crushproof box.

With these general messages of
taste and filtration for adult enjoy-
ment, cigarette makers are maintain-
ing their lifeline to the market. The
importance of this lifeline was put
in terms of survival by Lorillard
President Morgan J. Cramer when
he explained to stockholders that
few businesses are so dependent on
advertising as cigarettes.

Scuuaiax, M.D.. University
of Minnesota School of
Public lealth, health and
its relationship to the total
cnvironment; Chnarees Lk-
Mastre, MLD., Woodlawn
Hospital and Southwestern
Medical College, Dallas, in-
ternal medicine, infectious
discases, preventive medi-
cine; Jacos Furmi, \LD.,
Francis Delafield Hospital,
New York, cancer biology:
Warter . Burmzrre, PhD.
M.D., Universitv of Utah
School of Medicine, clinical
and experimental surgery,
geneties; Jonx B Hheryias
MDD, University of Indi-
ang, internal medijeine,
physiology of eardiopulmo-
nary disease, Witian G
Cocinax, M.A., [larvard
University, mathematical
statistics with special appli-
cation to  biologic prob-
lems; Svaxnore Bywse-
Jones. NLD. LL.D.. retired.
formerly of Yale School of
\ledicine. and Cornell Uni-
versity: New York Tospital

Public prominence makes ciga-
rettes sitting ducks for criticism.
Being called on the federal carpet
in the past about mildness claims
has made careful copyvwriters of
cigarette advertisers. But after
steering clear of any questionable
assertions for the product, cigarettes
still are open to attacks on their own
copy “taste” in addition to the basie
medical question on the popular
mind. While officials keep the fire
liot in Washington, media critics
and others complain clsewhere of
“immorality” and “hy'pocrisy” in secx-
vricnted advertising.

Attacks on cigarettes mean oppor-
tunity to others. Anti-smoking prod-
ucts and cigars are two. Smokurb, a
chewing gum by IHudson Vitamin
Produets to help curb “the habit,”
entered the market this year.

Cigars, for some 20 brands, made
a national television investment the
first half of this vear that apprcci-|
ated $2.5 million over that period
last vear (including a small amount
for other tobacco products).

\edical Center, nature and
causation of disease in hu-
man populations. Bayne-
Jones also is special con-
sultant to the committee
staff.

Under chairmanship of
the surgeon general, the
smoking-health committec
is working with:

Executive Director, Heg-
smax F. Kravpie, Ph.D..
nutrition researcher who
had been special assistant
to the associate director for
field studies at the National
Cancer Institute; and medi-
cal coordinator, Eucexe 1.
Gurninue, N.D., who left his
post as deputy chief of PI1S
Division of Chronic Dis-
cases to take over for Peren
V. Haanta, MDD, PHS Air
Pollution Control Specialist
who was hospitalized from
overwork after assignment
to the smoking-health study
[sroxsor 19 August]. Kray-
bill is being assisted Dby
ALEX Kmitini, career infor-
mation officer.
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ue FCG will delinitely jmpose
limits on alloswable radio and s
commercial time — if chairman
S W illiand Henry cancrally the sup-
)ort of felow commuissianers.
Addressing o puched gallery ol
woadeasting and advertising exeen-
ives in New York, the 3ty car-old
FCC chief deseribed the degree of
st e termed Tover-conunercialis
ation” an radio and tv:
viewer may well
wve concluded that the ondy ditfer-
mce between radio and television
is that one gives him “plaes’ in his
s and the othier, *spots” hefore his
"
AN

A listener or

udustry heais lisien

More than LOOO jndnstry exeen-
bives, cathiered Lst sweek at a lunche
won meeting of the International
Ladio and Television Society, heard
he snccessor to Newton
tate:

\inow

“IFor 36 years the commuission has
elicd  upon vamne  policy
jonncements condenmmime unde-
ined “aver-commercialization.” 1 s
ime ... to et specific — to hiring
his palicy down out of the clonds
ud into the liomes of viewers and
isteners. Whether by role or In
wlicy statement, we need to estab-
ish eritevia whicl will tell the pub-
ic and the industry what we inean
n Cover-comnercidizition’.”

Last March, the FCC asked sta-
ion operators to comment on - its
roposed rule to adopt NAB's radio
nd v codes of commercial time
andards as FCC rules. Of the re-
wonse, Henry said the general feel-
ing among licensees was that “the
task is impossible.” He added the
FCC was not told "why it is impos-
ible,” and undevscored his dissatis-
action by saving the commission
did not want merely to be inn-
ated by dod-cared demmeiations
nd over-simplificd, vnsubstantiat-
fed conclusions.”™

l\l‘n-

Lo answer to indnstry opinion that
broadceasters, thewmselves, should
ontrol their own commercial time
andards, Henry said that business
10, concerned with the “profit pic-
e would alwavs put the NAB
cil of Cood Practice in competi-
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enry tells radio-tv executives:

void over-commercializing

tiom wath  the Seal ob the Cratedd
State s T i

I dus speeeh Henry praposedd o
“lace 1o lace mecting ol the com
with broadeasters adyv e
tisers and pragram producers 1o

turther domonstrate the poblem

11INN100

and discns solutions
W know that commp raials ae

the hfe blaad ol vonr industey ™
ey assired his andhenee, “and
we do not atend  to prosenbe

l('l'l'l" 5 .
At g news coulerence lollowing
Ins talk aclimitted that
least one FCC commnissioner wonld
hases to alter his present apposition
to ustitntuig riles o connnercial
tine standards (f there as 1o be
majority - ol loar

Henrn

CONTHINSTOTICTS

17CC chairman 1. William Henrs

needed to adopt soch o mile At
this tune, clrman Heonry has onls
three firm yvotes belund T — Tas
owir, and those of commisaioniers
Kenneth A Covand Yee Loevinzer

Holds New Conference

Duriiie fus hrst magor addross to
Umted  States broadeasters de
livered me Sew York List week 1FOC
chiairman 1. Wil Henry
gressed trom his theme of “over.
conuncirenhizitwn to mention
other problons m broado sty the
ageney s swresthng wath

» Netuworks T weall copn ey
cusan e the speoal vale of nenwerk
the yaduable
broasdeastnr that
ter ke
1D e

cmtnlntiens vy
culy
wid then el
rosponsilahties A g

nebwork
L .l|l'1

[} L Hoicwn G0 I ) ]
Heomy sud that whnde te 100 1
not ponntted to icense netwerks
I 1]

hie limmex] &ven
« hopend ve lttaliy [

safe 1101
ISt

wonld e dircat
Foguurnug e i ks 1
provide mformatien to tle FOLC
In a 26 Septanber nterview o
WORTY New Yok s Ladies of the
Prosy senies Henry oxpliined wlan
he mwant by aformatuen fream net

"
Dle 1o everas
reenlation

works  The informatien wounld
consist of statintie data on pro
gramng, ool hoares, nam

sl sores of dor
wonld be very hulpfol
tar s o see two tHongs—one how
the notworks e porfornung and
tswa, liow
formue,
P Sintaining i 1 iy athh
ites often Ll to cloar network sos
taining pnhlie affairs prograns or
those oudy partially sponsored and
the public s thereby deprved of
il of the best thie nets ok fas e
to ofler, the
tor concern
» 'hitwal e Radio and te ke
viston are connie more and more to
be rebicd apon Iy poliical cands
Lates Flie pubhic w tuen s
velvimg imcrcasmigdy upon radio and
tedevaston to provide it wath gl
mto ke voting decisions
e cost to the candudate s sky
rocketmyg—aath 30 1o 12 of camn-
paign Hinds nvprcally gome 1o the

Vil ¥t | ssmifed tlasy e Boen v

] TR
Il OoF dlilbates

ntion

thew albliates are per

4 1
CEHINTENSSION 1L s

Liked to discnss further ssith von a
thouglit that 1 had recentls —that
for cach sedment of tune sld by
1 broadesster e o partendar race
¢ proportionate or eqpral sezment
of time wouldd be denated for the
use of ol candid ites i thit raee

P Sum . t T

msatiable nvaw of television

Clons

tepure so amy reruns between

Jizne and September or are thore
] t I .-I N | Y

swath aowcalthe of e g srun wleas
which the networks disdam?™ ¢

A
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duPont finds tv spot effective

\ test nnrketing-advertising experi-
neut by duPout has found spot tv
i effective medium to sell Teflon
cookware. The duPont study, in-
volving controlled advertising in 13
cities, found the total cookware
market expanded by 21% and pur-
chuses doubled of the tvpe carrying
a duPout finish.

James C. Becknell, Jr., and Rob-
ert W, Isaae of duPont’s advertising
rescarch section, report on results
of the successful test in the Septemn-
her Jourual of Advertising Rescareh.
The research design called for three
levels of tv advertisivg in the 13
cities during the fall of 1962, and a
cross-over experiment in the winter
of 1963 to detect any eontinuing
effect from the fall tv advectising.
A wave of 1,000 telephone inter-
views in cach of the markets during
cach test period was eondueted.

“The successful advertising strat-
cgy more than doubled purchases
of cookware coated with Teflon,”
they report. “Pucchases went from
27 units in markets exposed to low

or no advertising to 39 units per
thousand female heads of house-
holds.

“A ‘earrv-over effect’ from the fall
advertising occurred at the high
level of advertising, i.e., purchases
were sigaificantly higher in markets
exposed to a high level of advertis-
ing in both fall and winter than
they were in markets exposed to a
high level of advertising in either
the fall or winter tests alone.”

“These differences aceount for
hotlt market expansion and gains in
market share for eookware coated
with Teflon. There is strong evi-
denee of an advertising ‘carry-over
clleet” from scason to season in
termms of building market share.

“In markets with no duPont tele-
vision advertising for Teflon cook-
wave coated with Teflon aecounted
for about 11% of the market. In
narkets with only one season of ad-
vertising, the market share reached
abont 16%, and where advertising
ran {or two scasons Teflon mar-

Mevinder Filin Co., Colorado

It's a plane; it's a bird; it's Chevrolet!

Latest commercial frony Chievrolet brings viewers, via helicopter, closer
nid closer to top of Mommnent Valley's 2, 000<ft.-high Castle Rock pin-
nacle in Utah, Seated nouchalantly atop dizzying perch is wode! Shivley
| Bunnsey i a 1964 Cheviolet. “Copter then pulls away and soars around
the waonaolith, showing the heights and scenery with appropriate voice-
over eoncernimg new car and theme; “Chesrolet Stands Alone.” Car
was lifted 1o ity pereh in seetions and assembled on peak, with odel
dso taken up and down by Ccopter. Commercial was produced by
Sorings.  Compbell-Eswald  is  ageney

= E A =

ket share reached 27%. 1t should be
reinembered that the inecrease in
market share for cookiware coated |
with Teflon oeeurred in markets |4
where an expansion in cookware ¥,
sales also oecufred. 1

“Most of the gains for cookware |
coated with Teflon were in the
metalware segment of the market. |
Gains in the glassware-coated-with-

Teflon share of the market also oc- “.;
curred in those markets exposed to

a high level of advertising, but they PED
were spotty and may be a result of |*
the differences in the distribution. ;bﬁ
There is no evidenee of an advertis- il

ing ‘earry-over effeet’ in the market-

share data for glassware eoated I
with Teflon.” i

The duPont researehers note the |
market has been brought to life §*7
with an improved produet and a P“
$1,000,000 level of advertising, par- §*
ticularly metalware. With glass- §2?
ware, the response was not as good, !
whieh they say may he a distribu- be ¢
tion problen or one concerned with L
the produet itself.

Cookware units per 1,000 female o

heads of households in the fall of
1962 were as follows: with high ad-
vertising, total units of all types
were 404, units eoated with Teflon
38, skillets and griddles eoated with
Teflon, 28; with low or no adver-
tising, total units were 317, Teflon
nuits 16, skillets and griddle eoated
with Teflon, 16.

In the winter of 1963, high adver-
tising showed 268 units of all types,
59 with Teflon, and 27 for skillets
and griddles coated with Teflon.
With low ov no advertising, there
were 221 total units, 27 eoated with
Teflon, and 13 with skillets and
griddles coated with Teflon.

Beeknell and Melsaae report sales
of eookware with a Teflon finish fol-
lowed a charaeteristie pattern of
fad prodnets. Sales dropped after
au early spurt. At the time, duPont
was not involved in eonswner pro-
motion, but the duPont name and
trademark were both heavily nsed
by retailers and manufacturers. The
cookware, they also uote, was of
poorer quality. Bv midsununer 1962,
products eoated with Teflon were
at distress priees.

DuPont had developed an im-
proved Teflon finish by this time.
“Thus the teehnieal problems wer
pretty well overcome and a truly
satisfaetory produet was now pos
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sible, bt the paacket had  disap
peared.” As o result, wonew adver
tising and marketing plan was de
veloped, including a daPPont "Seal

of Approval” and o heavy promo

O campaiv 1

ln.n cinmpain . -—
I'hie test was designed to discover B

whether or not the market tor non
stick cookwive conld bhe resirrected A P
with the improved prodoct and . EVERY
tv consumer adyertising provran,

The cities nsed in the test wern

Detroit, Springhield, Davton, Oma

ha, Columbus, St. Loms, Bangor

Younustown, Pittsbuareh,  Wichit, .
FILM PACKAGE!

Philadelphia, Grand Rapids, and
Rochester

Problems inchided spotty distri
bution (out-of-stock situations were
created in markets where sales were
strongest ), loss of Rochester he
canse of a heavy cookware adver
L tising caunpaign rin during the fall

Lhy o local retailer, and distress sales . . :
-l regh s struss sl Examples of WAPI-TV's exciting film
by retailers who became awiare of

; i . packages that will be seen on:
the campaign which mav have i . ) )
flated sales. Friday Night Movie (Fridays, 900 PM)

Hollywood Hit Parade
{Monday—Friday, 100 PM to 2 30 PM

Somebody’s been
. Best of Hollywood (Monday—Friday,
selling our honey 11.30 PM to conclusion)

IThis joyful ery comes from R. D Seven Arts—Vol. 1, 3, 4,5, 7
Bradshaw (I(‘) whose Spin Toney Screen Gems—Post ‘48
has been sefling 3007 :’lh(‘.‘ld of the Screen Gems—Group 6
ifirst six months of 1962 in \lu" Los Columbia—Post ‘50
Anceles area. And there's no Coldi 3 £
locks behind the connter, either Selnisk wlovie Theste
There is—of all things—a bear and MGM Library
he's turied ot to bhe a gold mine RKO Library
for the woest coast company., Paramount Library

Sprimg from some ereative heads NTA—Santa Monica Features
at  agenev Hoefer, Dicterich & NTA—Wilshire Features
Brown. Spuuky Bear began his ca NTA-61 for 61
reer as o animated  walk-on i NTA-Sunset Features
Spun Honey tv commereials. Agen- Warner | Showcase for 60 s
cy and client saon selected Spunky Warner |
—urown to life-size proportions in
he person of Mare Seaton, the actor
beneath the costime—as a2 mer
chandising device to appear in sn
permarkets on weekends giving ont
nlloons to the kiddies. At the same
e, Bradshaw Tinnched a sehed
e of spots on KTLA, Los Angeles,
Where one of the top kids™ shows

vas Bozo the Clown ‘ ?‘ ; API I ‘;
Serving as the inmtended fall-gan

0 Bozo (whose tricks cternally BIRMINGHAM, ALABAMA
nackfire), Spunky is a dailv souree

of Langhs and Spunky, the merchan
liser, continmies to give his cartoon
redecessor i free ride on a very ey
yensive ad medinm.

Embassy
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“war chest’ urged

fo sp

I \merican as
] d teer, 1
uflenme withdrawal symptoms, ac-
cording to Andres Uribe, United
States representative of the Nation-
al Federation ol Coffee Growers of

“I'he sitnation, already
may well hecome eritical, wirdess the
coflee-producinig  nations  act  im-
mediately to stem the dangerous in-
dications of decline of consumption
in their largest world  market,”
Urnibe warued. ( Americans consume
more than half of the world's total
coffee exports)

Uribe ureed that all coffee export-
ers coutribute $1 a bag to a “war
chest” for advertising and promo-
tion. Such a voluntary levy, placed
ou world coffee exports for 1963,
wonld total about $43 nillion.
Limited to coffee shipped to the
1. S. market, the $1 “coffec-defense
coutribution” would provide ap-
proximately $25 million for promo-
tional usc.

Uribe, a former eluirman of the
World Coflee Promotion Commit-
tee, cited findings of the U. S. Dept.
of Agriculture, which antieipate per
capita coflce consumption will de-
crease in 1963 by 117, against the
1947-49 base average

“Coffee’s market of tomorrow de-
pends on funds invested in promo-
tion today,” Uribe said. adding that
“while coflce praducers stand mute,
probably unaware of the consc-
aquenees of doing nothing, coffee’s
competitors have already Launched
massive promotional campaigns in
a concerted drive to capture part of
the coffee consimer market.”

He cited Coca-Cola’s publiclv an-
nonnced goal of capturing 7€ of
the coffee market, and Dept. of
\aricnlture figures indicating an ex-
pected growth in tea consnmption
m 163 of 177,

lee-producing nations of
itin \ineriea have contributed np

serious

1o ' promotional
handled Dby the an.

..... ncan Coffee Burean The
I! it wllion  (@ross
mn 1961, accord

1t al
ihe

H»ifee consumption

less coffee-producing countrics im-
mediateh ofler funds to support it.

The Federation of Coffec Grow-
crs of Colombia has been a steady
customer of spot tv in the past three
vears, having spent an estimated
$1.6 million in 1962; $1.5 million in
1961. and $600.000 in 1960 (all fig-
ures from TvB).

“Colombia’s position.” said Uribe,
“has always heen that funds spent
for eoffec promotion are an “invest-
ment,” and not, as most producer
countries still appear to believe, an
expense.””

The only other majar  coflee-
produieing nation using television,
according to TvB, is the Brazilian
Coffce Council, with about $140,-
000 (gross billings) in spot in 1962.

New Sindlinger service
on radio audience, buying

A new national and local-market
service mcasuring radio audience,
its demographic characteristics and
buying plans, has been announced
by Sindlinger & Co. Covcring 67

Cuinimum sample of 2,000.

markets, the service is called the
“Sindlinger Nlarket-byv-Market Me-
dia Mix Reports,” and will use a

A newly purchased IBM 1602
computer is used for all calculating
to process Sindlinger’s data with
lightning speed. Punch cards carry-
ing 430 factors each will be pro-
cessed at the rate of 800 per minte.
Sindlinger estimates “20 minutes of
computing  with thec new [BM
would take 20 people thrcc months
to accomplish.”

The reports will contain data on
station listening by 153aninute time
periods, taking in a wide varicty of
audience characteristics on out-of-
home and in-home listening as well
as information on all the communi-
cating media.

Ratings range will go to three
figures (indicating upper and lower
range of statistical deviation) rath-
er than the usual one figure. Presi-
dent Albert E. Sindlinger belicves
the “validity of broadcast data is
the responsibility of thc rescarch
company that provides the data,
and since Sindlinger defines ex-
actly what it does’ there should be
no need for a disclaimer clause,
and we will never use one.”

RCA Victor announces really big event

Tere's a sample from RCA Victor's two-minute color cammercial speeifi-
cally promoting “"RCA Victor Week.” This is one of several being aired by
Victor as part of its $7-millian multi-media ad campaign in support of the
1964 radio-tv-phono line. Above will be viewed on “Walt Disney’s Won-
derful Warld of Colar” this Sunday on NBC
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1963 phonograph sales up,
though July drops slightly

Distributor and  factory sales ol
phonographs in Juls dropped slight
I from those recorded Lor June, the
vear’s reeond month, according to
the 1A Marketing Services De
partment’s  Litest report released
toddas

I Jolv, 211645 portable table
and 57336 cansole models were
| sold by distribators, compared with
the 215036 and 100,007
L for June. Year-to-date totals were
1.334.370 and 724051 against 1.
102,415 and 619572 reported lor
the first seven months of 1962, Juh
1962 figures were 211007
78.2493.

At thie factory, sales of 230,282
portable table sets were reported
and 106766 consoles, compared te
the 305946 and 19253 in Jone
During the first seven months ol
this vear, 121,608 portable table
and S09,738 consoles were recorded
Lost vear during the same period,
1,155.663 and 722115 were sold
L Sales of portablestable and consoles
in July 1962 were 220,196 and 90,
197, respectively,

recorded

and

PONSOR 300 srptrvimer 1463
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Breast O’ Chicken shifts

San Dicvo hased Westeate Cal
lornia Products will move s SSO0

Adv. Aveney ol that ity 1 Juaaman
according to Malton Fillins
v.p. ol the client finn, Most of the
hilling  goes  for  promotion ol
Breast (O Cliichen T, wathe 6y
spot getting o najor slare of the
budget.  Other  W-C promoted
products inclnde Parr Cat Foad
Cirard's  Dressings,  and Adams
Packing. Acconnt has been withi the
ID’Arey San Dicgo office past thre
vears, Breast OF Chicken has been
nsing tv spots in some H kev ma
jor markets oxeept the N Ilng-
land states and was the onlyv major
v campaicn onginating from the
San Diego area.

(-‘ W

‘,—1 '},‘;“‘"

MEMORIAL
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Another friendly giant on the scene

Designed ta dominate anvy supernmarkal
yust as he dominates the pretts gal, this
cieht-ft.-tall aluminamim gianl iv bheing of
fered as a P-O-P picce ta push Giant Res
wolds Wrap and ans other “giam size
items the individual grocer mas choose
[t is the first national promation on Gram
Resnalds Wrap, the company reports. A
heavy  user  of telesision  adserhiong,
Reynolds relies masts on network sioss

L

JACKSON , MISSISSIPPI

o A

ﬁ_‘:‘i L » ""_._

WITV 1240 WLBT 43 Hollingbery

1,465,700 PEOPLE
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Many are claimed as readers..

(by the advertising trade press




E NouGH of astronomical figures. Forget geometric

rates of expansion. Let's cee how few really do the
choosing. To be ultra-generous, you still can’t figure
more than 2,000 national timebuyers, by job title
or function. This isn't just our opinion. It's the
opinion of just ahout every national representative,
as well. Want to add the people who exercise some
degree of influence? Let's. This adds another two

ut few do the choosing

to four thousand. Thus, in order to measure np,
vour advertising must take the measure of roughly

5,000 people.

To reach the few who do the choosing must you
buy five-figure box-car circulation? No. 5,200
copies of spoxsor (more than 50% of our total)
go to agency and advertizer readers—to timebuyers,
other media personnel, account exccutives, plans
board members, research people, ad managers, and
others concerned with buying radio and tv. We
don’t burden spPoNsor circulation or you with big
gobs of peripheral readers who eventually must
affect our editorial content so that it veers away
from strong agency/advertiser emphasis. We edit
spoNsor 1009 for buyers—not for sellers. We
do it with news. We do it with features. We do it
with “how-to’s.” We do it with think picces. We
do not do it with numbers.

SPONSOR

The Happy Medium Between Buyer and Seller
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I versharp approves 1009 dividend:

J vorsharp stockhaolders have yvoted
t e b uthorized com-
mn tock trom e-million shares to

S5 mithon shares, clearing the way
fur distribition of a stock dividend
of one share of conmimon stock for
cach share of common stock out-
standing. New shares will be nsaited
2 October 1o stockholders of reeord
at close of business 20 Scptember.
This disclosure comes during suc-
cessfnl sades campaign on new stain-
fess steel Krona blade of Sehick
Safety Ravzor Co., Eversharp’s only
operating division. The stock was
placed o a 73-cents-per-share an-
nual dividend basis, equivalent to
$1.530 per share prior to the split, by
company board action in declaring
a qoarterly dividend of 18% cents
per share pavable 26 October to
stockholders of record 14 October.
For the past seven years the annual
rate of Eversharp common has been
$1.20 per share.

Drug firm sales, carnings, hit peak:
Richardson-Merrell Inc. had its
15th consceutive vear of sules in-
creases for the period ended 30
June.  Consolidated  sales  were
$169.9 million compared with $161.-
9 million last year. Net earnings
were S17,514,000 compared  with
$17,263,000, and earnings per share
were $3.01 compared with $2.09
last year. This was the 11th con-
sceutive year of carnings increascs.
Richardson-Merrell also announced
the formation of a new company in
Europe to produce and market
laboratory chemicals in the Benclux
countries, and plans to bnild a
plant in India.

Publish data on discounting: Super
Market Publishing has relcased its
latest book, “Discount Retailing in
the U. S.)” a 256-page marketing
study describing discounting in 213
major metropolitan areas. Statistics
include names, numbers, locations,
sales, share of retail volume, store
area, and 1963 projections in cach
of 213 areas involved. Also included
is a special statistical report on all

Physicist finds new friends through tv

Dr. Albert Eibby, sewior stalf seientist at California Institute of Technolo-
£y Jet Propulsion Lohoratory as well as ¢hief of the Arms Control Study
Group, commntes between Pasadena and New York for weekly Ims(in;:
of \!1(‘ IV “Laplonng. Series is Faceyclopacdia Britanmiea's .[ir.st ven-
tnre into ty program sponsorship. Via MeCann-Frickson, it is hankrolling
hall of the bour shein, With ibhs above are three of the Paul and Mary
AL puppets who regolarly join him as popular characters in the series

discount stores in the country, as
well as a market research study
which explores food discounting in
compctition with super markets in
a major metropolitan area. “Dis-
count Retailing in the U. S.” is on
sale at $23 from The Discount Mer-
chandiser, 67 West 44th Street, New
York. Super Market Publishing also
publishes Super Market Merchan-
dising, a monthly trade magazine
of the food retailing industry.

NEWSMAKERS

Ricnarp SiriNsky to northeastern
district maanger for video and
audio products at Ampex.

EvE KiELY to senior vice presi-
dent of the Stephan Company. She
was vice president and account su-
pervisor at Compton in Chicago.

JANET S1LLEN to research coordi-
nator of women’s products at Albert
Shepard Associates — Mlotivation
Dynamics. She was a vice president
of Dichter Institute for Motivatio
Research.

Epwarp G. JEsiNsky to sales pro-
motion manager for the Ilome Prod-
ucts Division of Shulton. He wa
merchandising manager for th
Chain Division of Rubbenmnaid.

Ricriarp A. DAUGHERTY to as
sistant general manager of the Sp
cial Sales Division of Gillette.

BerNarp O'Dary to director o
production, planning and manufac
turing for Los Angeles Soap anc
\Wihite King. He was with Procter &
Gamble.

Jaxtes CoLvix to dircctor of sale
promotion, advertising, and pnbli
rclations for Field Enterprises Edu,
cational Corporation.

Dox BeLping to the exccutiv
committce of Eversharp. e is i
founder and former chairman o
IFoote, Cone & Belding.

Jaxtes A. G. BeaLEs to dircct
of marketing for the consume
products division of Calgon. Il
was a product marketing manag
for several consumer products
Scott Paper.

Gexe D. WILKEN to preside
of a new cosmetic and toiletr
division of Warner-Lambert,

Ilten Goonyxtan to media an
programing manager at Warne
Lambert. Formerly, he was adve
tising  services manager, grocel
division, Standard Brands.
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AGENCIES

Marketing data exported

st Seavees marketme know
U how is hetng exported to Cen-
tral American conntries as o resnlt
of a special hisinessiman’s advisor
mission headed by Walter Guild,
president of Guild, Bascom & Bon-
lichi, and Robert O, Davis, presi

L dent of his oswn intenmational mar
Keting consultant firm.

The project is part ol the Mlnee
for Progress under the anspices of
the U, 8. Ageney for International
Development,

The aim is to sienificantly reduce
the cost ol consumpr prodncts in
Central Amcerica. Following o sur
vev made by Guild in Nicaragua
late in 1962, Child and Davis were
contracted ta return inomid-May

James Packer

James Packer joins KYPD

as a vice president
Klra-Van Pictersom-Danlap las an-
wonnced the appointiment of James
W Packer as a vice president of
the  Milwaukee-Chicavto  agena
Packer, who will be headguartered
in Chicago, will be responsible for
planning  wmd  exceuting  special
broadeast wmedia projeets tor KVPD
i its clients. Prior to joining the
avency, he was viee president ol
Station relations at Joln AV, Shaw
Mdvertising and before that served
s vice president of Arthur Mever-
0ff Associates. He was previoush
ssociated with Ziv-United Artists,
here he spent fve vears ina sales
nd sales management capacity.

ONSOR 30 sttt vunir 1903

towerk cna three montle ptlot nar
Ketine program aiined ot develop
ine e thads of stinndatng hisiness
wned trade actinaty i all of the Cen
tral Ameenican Conamon Market
member  conntries Tlaving  pro
wressed far hevornd the pilot, e
cordmye to Cauld, the progiam s

’ N

now in
nesy distibrtion sy stens i thie et
vrocery licld. Kovstoue of the pro
ject was the introduction of  tle
food broker svstem, as ised e this
counlry l)lll\ semiars and meet
ings with kev busmess execntives m
cach conmtry

Other consinner goods fields can
and shonld be bronglit into the pro-
aram, said Guild "\ new policy of

Wright named v.p. of
Cunningham & Walsh

Arthor \Wright, head of the televi
sion production  department  of
Cunnincgham & Walsh, las been
mamed a0 vice president of  the
ageney, Prior to joining Cunning.
ham & A\Walsh, Wright had heen
executive  producer with Wilding
Pictnre Productions in New York,
In 1960 he came to C&AV as tele
vision producer, and was made ey
ceutive producer in charee of com
mercial  production i Jannary

1963, Films produced by Wright
linve won Turin and Venice Festi
val awards, and one which he ca-
produced won an Academy Award
and the Golden Reel Award

Arthar Wright

perhe trne and e et ot

fisanon vsictiner from the US
to L A1 - IR |

I L ‘

ts L 4

Ruth Ratny to creative
dir. of Chicago agency

Vaard winnmg tvosprt wrater Hinth

-

V.,
i

Rath Rainy

|)n'\u||'||t and ereative director
he Niles Commumicats ms Ceonte
or the past mne vears and s e
cocded there by Gawen Smart On
of Niles' firs | o, e N g

-
!
()

~
o Foote, ( g
[ | 1A n

WMITNTANE « 1van

Theodore Angelus named
Lennen & Newell vice pres.
Promotion of Theodore Antelns to
we president of Lennen & Newe
e New York was anncamced  last
1o 2 : '
leate Palmahyve acconnt, His re

1 ¥ .
oy R rea— tlier P visfre
PRNASIDIITNIECS v e d

Creme line Prior to pamng TN

hee lud been sath BBDO for thre

. 5 el o s _iil‘A T Ty [ A o
e

Prochingts hefore that
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\aoning Rubin

Grey ups Rubin, Konheim
and Kennedy to v.p.’s

Crev  Advertising las announced
the promotion of Manning Rubin
above ). Norris Konheim, and Wil-
liam W, Kennedy to viee presidents.
Rubin, who was recently mimed di-
rector of commercial  production,
came to the ageney in 1962 from
Benton & Bowles. Norris Konheim,
copy group supervisor, returned to
Grey from Kenyon & Eckhardt in
1955, Williain Kennedy is an ace-
connt supervisor i Grey'’s Beverh
Hills office.

U.S. Rubber Tire to DDB
Dovle Dane Bernbach has snared
the $6 million accommt of the U, S,
Rubber Tire Co.. division of U.S.
Rubber Co., effective 1 January.
The acconmt, now  handled Dby
N W Aver & Son, takes in "UL S
Tires. Tubes, Accessories & Repairs
NMaterial iy, “Fisk™ and “Gillette”
Tires. A1l media are nsed, escept
hus posters.

Kennedy at N.Y. office
of Foote, Cone & Belding

Former publisher of The Ameri-
can Weekly, Fdwin C. Kennedy has
joined the New York office of Foote
Cone & Belding as o consnltant to
uknaecnent for planning and e
velopment. Kennedy was with The
\merican Weekly for the past 29
vears, and served as publisher from
1960 il it ceased publication this
month. He joined the sales staff in
3 hecame castern ads ertising
| i 190 aned in 1919 was
Hearst Pablishine

ter of TI'he

NEWS NOTES

Luer Packing to Recht & Co.: The
Beverly Hills ageney of Reeht &
Co. will handle complete advertis-
ing and public relations for Luer
Packing Co. of Vernon, Calif., with
the initial budget set at some $3500,-
000. Originally founded in 1887,
L.ner was recently reactivated. The
campaign will begin in mid-Sep-
tember with.a heavy schedule of tv
spots backed by a strong program
of print ads in consumer and trade
publications. Other recent account
switches melude Bendyne Ltd. to
Ben Sackheim; Cadet Dog Food to
Durand-Sapan: B&K Distributors,
which handles British Motor Corp.
in a seven-state western area, to
Reach, McClinton; Elanco Prodnets
to Clinton E. Frank, Chicago; The
Kipling Corp. to Yardis Advertising:
Averst  Laboratories  division of
American Home Products to Robert
A. Becker for a special assigniment:
Theo C. Ulmer, Inc., and American
Home Service. both Philadelphia, to
Ball Associates: CIBA Pharmacen-
tical Co. to Donahue & Coe; Story
Book Park, amuscment park to open
in San Dicgo in 1961, to Vineyard,
Hornly & Associates, Faberge to
Pritchard. Wood for its complete
line of men's toiletries: Department
of State of the Comumonwealth of
Peimsvlivania to Doremns & Co.:
Essex  International to Newman-
Martin Advertising: \Watson  Sea-
food and Poultry Co. of Raleigh to
C. Knox Massev & Associates.

Grabin - Shaw  gains  largest GM
dealer: Quite a conp for the Joln
AWV, Shaw Advertising division, Gra-
bhin-Shaw, Milwankee, has been
chosen ageney for [HHumphrey Chev-
rolet Co., same city, world's largest
Ceneral Motors  dealer  organiza-
tion, Other acconmt  switches in-
c¢lnde Government of India to
Pritchard, Wood for tourisin in the
. S.: American Lumber Corp. to
Yardis Advertising for a new line of
wood floorings imported from Afri-
cit; Wahtlace Laboratories to Robert
AL Becker for Soma and Somacort,
United States Rubber Co. to Papert,
Koenig, Lois for the Teatile and
Naugatnek Chemieal divisions: Ald.
L. Soand Canadian distributor of
Westinghonse and other commer-

¢ial laundry and dry clcaning
cquipment, to Herbert Baker Ad-
vertising, Chicago, for the ncwly-
forined Sofspra division which will
manufacture and market a new
com-operated, sclf-service car wash
process; White Front Stores (S1
million) to Recht & Co.; Burnett
Extract to Smith/Greenland for its
Vanilla Extract and other flavor-
ings; Block Drug to Cunninghamn &
Walsh for Green Mint Mouth Wash
and several new products; Reming-
ton Electric Shaver and Portable
Typewriter division, Sperry Rand
Corp. to SSC&B for portable type-
writing advertising; Pacific Foods
Products of Scattle to Wenzler Ad- §
vertising to handle its Snnny Jim
brands of pcanut butter, jams, jel-
lics, and fruit juice drinks.

Y&R, Puerto Rico adds three: Gen-
cral Foods, Puerto Rican Cement§
Co., and Farmacias Moscoso, Inc,
the largest drug store chain in
Pucrto Rico, have all joincd the
agency’s office there. The Puerto
Rican Cement Co. was created thi
vear with the merger of the Pone
Cement Co., and the Puerto Rican
Cement Corp., and is the only en-
terprise on the island listed on th
New York Stock Exchange. Farma
cias Moscoso is made up of a chai
of ten pharmacies, with two mo
outlets to be operated shortly, i
was reported.

Ale account to DDB: Sicks’ Rainie
Brewing Co. of Scattle has ap
pointed Doyvle Dane Bernbach te
handle the advertising of Rainie
Ale in addition to Rainier Beer fo
which DDB has been the ageney
since 1961. In recent years, adver
tising for Rainier Ale has been heay
iest in California but the produe
is already marketed in other area
and the brewery is planning fur
ther expansion in the future. Othe
accomnt switehes inelude Proprie
tary Produets division of the Pro
Phy-Lac-Tie Brush Co. to Kasto
Hilton Chesley Clifford & Atherto
for their Prolon Plasties division
manufacturer of Nelmae plasti
dinnerware, It markets nationall
and uses all media for hoth trad
and consumer advertising, new lu
siery. underwear, and outerwer
knitting yarn developed by Gerli
Co. to Chirnrg & Caims; lliko
Corp., rescarch and developmer
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fivin, to Mario Trombone Associates:
Porker House Sonsage Ca. to Bozell
& Jacobs; Factors U'roducts Co.,
Chicago, to Advertising Unlimited
as ils first ageney, Teen Ninerican
Associates, whicl condncts the an-
nual Miss Teenage Nerica Peg-
cant and  year-tonnd scelwlarship
and imerchandising program, to The
tHal Copeland Co., Dallas, as pab-
lic relations coonsel, The Deveo
Mitual Assne of Media, P, to Gray
& Rogers; Eeclesiastical Records to
Yardis  Advertising: Panacolor  to
Dunwoodie  Associates:  State of
- New  Hampshire, Departinent ol
Resonrces and Economic Develop
ment to Weston Associates; Hamil-
ton Cosco of Cohunbus, Ind., to
Gardner Advertising for its house
hold produets division

NEWSMAKERS

[ow anp ENGLANDER to viee pros-
ident of Smith Greenland

Fyvirs AL Ronews to acconnt e
centive for Dohierty . Clifford. Steers
& Shenfield.

Aty B Gorpsirisy to acconnt
esveentive at Ellington & Co. e
was director of advertising and pro-
notion for Colin-Hall-Mary

IFrevrek D NMoNrconiemy
account supervisor of Leo Burnett,
Chicavo.

Do Wiesen to vice president
for administration and finanee of
Ceyer, Morev, Ballard, a new post
Wiener held a similar position at
'Nornswn, Craig & Kummel
L Jonx Rekn to president of Chesa-
bpeake  Advertising, Norfolk, suc-
ceeding  James Stifller. who  has
tbeen named director of marketing
for Smith-Donglass. Reed has been
promotion manager for the Norfolk
Nircinian-Pilot and the Ledaer-Star.

11 ro1n L. Mooxey to vice presi-
dent and marketing director for
Vinti \dvertising. e was a diree
Wtor of market rescarch at Moenl,

Williams & Savlar, Gardner, and

Warwick & Legaler, and media and

rescarch director of Paris & Peart

and \Mavon.
Du. Varesnsg Aeerr and Riene
Rp Grisuon to vice presidents at
3eunton & Bowles
Jrexk Comuen to dircctor of pub-
ic relations for Byer & Bownuan,
olumbus. e has held the same
Mot previously  for  Commercial
Bl otor 1“reight.
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Checking IAA roster for possible IBA judges

Cheehing the roster of the Intl Advertising Asn, which will provide
final jodees far this vear’s lutl, Broadeasting Aswasds sponsoresl bs the
Hallvaood Adsertining Clab, are tler) Crant Advertismg exet s i
Hallvawood Robet 1., Bellinger, president of the 1AN T A chapler and
chainnan of the conmiittee ta seleat the jodues, Tlollvsood Ad Clab
president Oliser 11 Ceanford, and Do Faty of Morgan-T sy Prodoe
tons, wha will serve as the daanwan of the dee s conmattee for THA

for Foote, Cone & Beldmge, | AVl
r Thompson and Farle Ludgm
Frumrmen 1) NMosteoniim to

aceonnt supervisor ot Leo Bu

Fuen L. Brnssins to general

manager of Tobias & Co., Charles

ton and Columbia adhertising and

public relations ageney. Tle was

general sales manacer of WLOS m Clagcoro

TV, Asheville. 13
Ny tes Kooz to the creatin e tive at Zmmner

statl of W B, Doner i Chicaga Detrant. e wos brond 1

She was o copywnter tor Compton ( ' l

also Phillips & Cherbo \
Viscest o Sknrron to director

of rescarch for the Detroit office ot cnt ol

Young & Rubicaim. The was morket

e acconnt exeentive with Canrp- ke ‘ )

hell Eawald. L1 y
D Frevss and Rosrur Vias Junla

Bune to the creative television pro-

duction unit ol Fuller & Smith &

Ross. Frevss was a tv proddocer wath K.

MeCann-Narschalk, Van Buren v

tv prodhiteer with Reach McClinton ( le

Aeller & Calvert

I P e
o W\ Honry to

A\ Vo nan to ace eet
ntive at Lallue & Cleveland. 1D
troit, He was provionsh with Mel
drmm & Fewsnith
Hinsrm Launsaas to idependent
design consnltont Hle was creativ
director with Sudler & Hemiseseen N
far 1S vears
Riwctiann
writer in the radio and t P
ment of | i \e ] '
cavo, 1l

Liwis to preduca
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Wilson rates above par -

NBC research cites gain
for golf program sponsor

aract of golf tv programs as an
l advertising medium can be exten-
sive. So reports the National Broad-
casting Company in a newly-com-
pleted research project conducted
by TV-Q.

Seleeted for study was The Na-
tional Open Golf Championship
sponsored by Wilson Sporting
Goods Company. Working  with
Wilson’s agency, Campbell-Mithun,
NBC had TV-Q ask special ques-
tions, and the survey findings based
on 1,529 interviews with adults 18
vears and older show:

p Viewers of the program tended
to rate Wilson golfing equipment
higher than non-ciciweers.

p The program, as well as other
zolf shows, has a high proportion of
colfers tiewing.

P Both golfers and non - golfers
liked the program, with golfers
tending to consider the progran one
of their favorites mnore often than
non-golfers.

As a whole, 7.6% of the 1,529 re-
spondents were golfers, 92.49% were
non-golfers. But among the viewers
(404 in the study) of the National
Open, 19.37% were golfers, 8§0.7%
non-golfers. With those who didn™
watch (1,125 in the stvey) only
3.4S% were golfers.,

“During the stndy period (June
1963),” NBC Rescarch said, “there
were fonr golf programs telecast.
T4 of all wolfers viewed at least
one of these programs, compared
with 3197 of non-golfers.”

Adding an economic note, based
on Niclsen data, NBC also said the
andience of goll programs  shants
heavily toward the apper-income
homes. “For example, the rating of
the National Open in npper income
homes was over twice that in lower
hames.”

The National Open was liked hy
the viewing andience, it was added
The show received a 35 Q-score

among adults, whcreas the average
evening program in June and July
had a Q-score of 25, among adults.

When it came to advertising, \Vil-
son scored well. When asked the
name of the company making the
best golf balls, 25.0% of viewers
said Wilson. In comparison, only
18.3% replied \ilson among non-
viewers. McGregor was named by
9.7 of viewers, 14.1% by non-view-
ers. Spalding held its own amon
both groups: 44.1% of viewers
43.7% of non-viewers gave the
the nod.

Spalding also did well when i
came to naming the company mak
ing the best golf clubs and go
bags among both viewers and non
viewers, though Wilson’s viewer ad
vantage was greater. For name th
“best golf clubs,” the survey showe
the following;:

Non-
Brand Viewers Viewer.
Wilson 25.0% 24.3%
McGregor 23.3% 24.2%
Spalding 31.2% 28.5%
No Answer 17.5% 23.0

Proportion of adults who sai
that the named company makes th
best golf bags ran as follows:

Non-
Brand Viewers Viewe
Wilson 25.7% 21.5%
McGregor 30.2% 30.8%
Spalding 24.8% 23.5
No Answer 19.3% 24.2%

“The image of Wilson’s g
equipment,” NBC noted, was col
siderably higher among viewers ¢
the National Open than noun-viey
crs. The sponsor’'s advantage ws
53% for golf balls, 1562 for go
clubs, and 20% for golf bags. Tl
two competitors measured did ne
attain eomparahble advantag
among the viewing group.”
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Pittsburgh "“'Salesmanautls’” orbit

A shownumly oon rice promotion
put snner sales aloft this year for
KDKACTY, Pittshurah, Translating
sitles vaitls into sky milea |
nunager James King with his as.
sistant, Wallv: Dunlap, and David
N. Lewis, sales promaotion numager
charted “Project Moon Maoney
motivate the sales foree. Heralding
a special [2-week push, they called
in Csalesmanauts” for bricfine and
sendoff, marking ont their conrses
by separately identified capsiles on
a launching-pad chart. \When flight
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WHO'S GOT
THE AUDIENCE IN
THE ARK-LA-TEX?

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

...AND YOU'LL BUY
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In Fall Of 1964

wan Lo start a new sead

FEs o oy
ack Bemn s been mak-
m people Laugh lor over 30 vears.

cyehrows |||t('(| last
weh at the news that the come-
ran who started on NBC 31 vears
avo and detected to CBS in 1948
wonld he back ot NBC in the fall
ol 1961

The switchover, which hegins to
sape up as a 6-vear tidal wave,
s thonght to in part reflect Bemny's
displeasire with the positioning ol
his show on CBS TV this scason
Tnesdavs, 9:30 pan.). The net-
work slotted  the new  Petticoat
Junction series immediately befor
Bemy's show, whereas last season
he had tollowed Red Skelton. In
the Lst vear of a two-year contract,
Juck Bennv's option for the 1964-635
season was not picked up by CBS:
howeser, this will
finish its ran Y on
that network,

NBC is not revealing details of
its new  contract with Benny but
it is public knowledge that when
l]u- O-vear-old comedian left in
S it was to snap up $2,260,000 at
the rival network. That was  the
porchase price paid by CBS for
Vimsement  Enterprises. Bemy's
vwin company  that controlled  the
contracts with artists appearing on
Liis show. J. & \L Productions hic.,
pradneer of Benny's program, nego-
tigted the deal with NBC.

Plunks 100 grand on fall

programing promotion
September was a peak promotion
month onall programing pknes,
with the most extravagant outlay
vaming from the tv networks, But
onc the stricthy local level, KTV,
Los Angeles, mapped out an ambi
tions publiaty drive swhich will set
that  stations pmnmti()n hudeet
o STOO.000,

Starting the  heginming of this

month aond rmming throveh the erd

season’s  show
started last week

ol t . the station s nsing
Moy Ivpe ol ady ar s inm
lire queen-size

)t o q

Fames Levry

Levey to manager of day-
time tv programing at ABC
James Levey, who has been work-
ing principally on husiness matters
pertaining to daytime program de-
velopment for ABC, has been pro-
moted to manager of daytime pro-
graming at the network. Levey join-
cd ABC in 19535 as a program assis-
tant and was later promoted to
supervisor of film programs. e
subsequently was made assistant to
the director of program develop-
wient, involving him in the aequisi-
tion of new properties and in the
development of new program con-
cepts and formats.

Miranda moves to CBS

CBS Television Stations National
Sales has established a Client Re-
lations Department to explore and
evaluate spot tv in relation to cli-
ents’ specific marketing problems:
and has named Alfred L \liranda
as its director. Miranda has been
with the Katz Agenev as account
exceutive and as spot  television
sitles manager of the western divi-
sion, Recently, he was assistant to
the president of ABC International.

NEWS NOTES

Seasonal sales at NBC: Several ad-
vertisers are back at their sponsor-
ship posts for NBC TV annual
events. The 73th amual Tourma-
ment of Roses Purade at Pasadena
I Jaumary) will be spousored for
the 10th conseentive year by \lin-
nte Nlaid (MeCiann-Erickson) and
for the sivth consecutive year by
11i-C (D-17-89. Ceneral Mills (Knox

Reeves) and  American  Tobaeeo
(SSC&B), sponsors of pre-world se-
ries games on NBC TV for the last
four years, return as sponsors of
World Series Spotlight, a 15-minute
show with sportscaster Bob Wollf as
host, preccdm" cach of this scasons
games.

Fourth Network sets sports shows:
Three speeial sports features for the
inventory of the Fourth Nctwork,
formed reeently in Los Angeles by
Jolm R. Vrha, formerly with KTTV,
and  agency exccutives  Donald
Johnson, Robert Colombatto, and
Robert Davis. First presentation is
the Frank Sinatra Golf Tournwunent,
a $60,000 charity affair to be played
9-10 November at Canyon Country
Clnb, Palin Springs. Vrba says some
125 stations will clear time for the
tourney. Other progriuns coming up
will be live coverage of the Fifth
Annual Palm Springs Golf Classic
from Bermuda Dunes Country Club
and El Dorado Country Club on
1-2 February; then tclecasting to the
cast the USC-Ohio State footbhall

game.

Documents  importance of  docu-
mentaries: Two stations have just
formed special units to ercate and
produce public affairs progras.
WTIC, Hartford, calls its unit the
Special Programs for Radio and
Television Division and says it was
“made neeessary by the inereasing
importance in both radio and tv of
documentary programs and produc-
tions of a public serviee nature.”
Ileading the division is George \W.
Bowe, who leaves his duties as as-
sistant program manager of WTIC-
TV. KBTV, Denver. has formed a
documentary unit to do a series of
pnblic service programs “spotlight-
ing the needs of the eommunity.”
it will fall under the dircetion of
Al Helfer, station’s director of news,
sports, and speeial events.

Another tape machine from Ampex:
Marking its third all-transistorized
video tape tv recorder introdueed in
the last nine months, Ampex has
nnveiled the VR-660, a $14.500 ma-
chine that weighs just nnder 1
pounds and is designed for mobile
and studio use by network, com-
wereial, and edueational broadeast-
ers throughout the world. 1t is avail -
able iy both a 60-cyele version fo
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operation i this comntry, Canada,

and some other nations, and o 360

evele version Tor elsewhere in the g ®

world. “The GO-cvele version oflers l I.St

scceordimy to \impey, the lowest -

tape consnmphion ob amy broadeast \ C 7 \ PN 7 l ® - 7

recorder on the market. It operates i ) ( ,‘ ( ) l ‘ ( (I)

U a tape speed of 3.7 mches per s e/ L)

second and can record to five

honrs of contnmons progran mal

rial om a smgle 12%2nch reel ol o o ool (l l] O ]“\’ - W l] .\ -y

standard 2-mch broadeasting tay
o EXCITING, COLORFUL LOCAL PROGRAMMING

100 guaranteed replays on tape: Be ¢ hew Yors 1t

ginning today the Videotape Cen

ter olfers a new service to v adver

tisers by ntiating o gnarantee tor

their “Super-Dupe O™ tapes—100

replavs or Tree replicement

©® GREATEST TV PERSONALITIES
f “

The new service will re ported e BEST IECM.NICM. FACILITIES
climinate much ol the hich over ! sm
cost and traffic problems ot adver
tising agencies usine film swho st o EXPERIENCE AND “KNOW HOW

contimally supply stations with film Atop f.ght veter t t
replacement prints. Nany agencies '

mnst supply new filn prings to local & OVERWHELMING SUPERIORITY

stations after 15 or 20 plass in order | w J ~ -

to maintain acceptable sonnd. Al —

thongh more expensive, tape has al

wavs Lasted longer than flm, It

vuarantee is imprecedented _ < Countyreg ]

896.700 1y

Ty boom tn Calif: A\RB reports Cal 2,470
» '800i

ifornia surpassed New York as the

HOmes

] N Popy,
state with the Lugest amber of s4"8’3.84 ] 2tion
tv homes this year, probably  dig ; | 53.129'52, Uying py,,
to the ere percentage srowth 4 f , 000 in etaif g, .
of total homes Last vear. California } P -
is estimated to ha 3, 101 ,0(X]

homes. New York s at 3.016, 100,
and Pennsylvania s third with 3
202,000, This state line-up s part
of ARB'S updating of 1960 Censns ff
tv home pereentages by the Lates (

regional US. Censns penctration

. . cemite Ty .
data projected o carrent SRDS >.’nu< » -v/

total homes estimates, Ellective | o
September 1963, total tv homes in

the conntry stand .t 50, 133,10, an

increase of I0L00O. This reflects d
no change in the totad penctration
percentave, however, which e
b mained at 90 per cent.

“Festival” on KTVU: Grodins of
California  (men's  clothing)  will
sporsor  two-honr - Crodins Music
Festival on KTVU, San Francisco
independent. featuring sneh head Affiliate
line entertainers and gronps as the

Dave Brubeek Qnartet, Vinee Gn- Channel 3 - SYRACUSE, . Y.

R araldi. The Four Freshmen, The Plas WSYE-TV channel 18 ELMIRA, N. Y.
Brothers Four, Carol Brent and

Ceorgie and Teddy . Festival staged

-
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0N WNBC-TV

NEW YORK

10-second

“ORBIT”
PLANS

Deliver greater reach
of unduplicated
homes in economi-
cal ten-second an-
nouncements never
before available on
this basis.

HERE'S HOW THEY WORK

YOU BUY a fixed schedule of
four 10-second prime-time an-
nouncements in four weeks—

each one in adifferent time.

YOU GET good average
weekly ratings with economical

10-second announcements .

PLUS a four-week cumulative
rating with more unduplicated
homes and greater cost

3 ncy

L

IT GIVES YOU MORE FOR
YOURTELEVISION DOLLAR

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

WNBC-TV 0 NEW YORK

=

by Grodins 29 Scptember, at the
Oakland Auditorium, was taped by
KTVU for telecast 5 October, at 10
p.m. Three Bay Area radio person-
alitics, Jack Carney, ]lmmy Lyons,
and Tom “Big Daddy” Donahue
emeced the show, with an assist
from scven Playboy “bunnics.”

Black Hawk diversifies: Black Hawk
Broadcasting has purchased the
stock of the Coca-Cola Bottling Co.
of Watcrloo, lowa. The bottlnm
company will be operated as a
wholly-owned  subsidiary of the
broadcasting company. Black Hawk
Realty Co,, another subsidiary, has
purchased the bottling company’s
land and huildings. The realty com-
pany also rccently purchased the
Insurancce Building and the Inter-
national Harvester Building in
Waterloo. Following an operational
analysis, the bottling plant will be
remodeled and re-equipped to make
it a modern plant. Black Hawk
Broadcasting owns and operates
radio stations KWL, Waterloo;
KAUS, Austin, Minn.; and KLWW,

Cedar Rapids; and television sta- |
tions KAWWL-TV, \Vaterloo; and |

KMMT-TV, Austin.

NEWSMAKERS

Doxavrp F. Fisciier to promotion
manager of KTVI, St. Louis. e
was promotion manager of WCKT-
TV, Miami.

Jack Deurscuer to director of
organization development, employ-
ment und training at NBC.

Jay Burrerrnierp to director of
video tape sales for KCOP, Los
Angeles.

Jasies Roserrson to vice presi-
dent and general manager of Com-
munity Television of Southern Cali-
foria. e was vice president for
Network Aflairs of the National
Educational Television and Radio
Center.

ALsert Carvstary died 20 Sep-
tember in St. Thomas, Virgin [s-
kinds. He was a vice president of
NBC. and president and general
manager of the Virgin Isle Televi-
sion Cable Corp. since 1962.

C. Woonnuvrr Stoan, i to re-
gional sales manager of WTIC-TV
Hartford,

Tow Revyowns to director of op-
erations for WOR-AM-TV, succeed-
ing Bernard Bowle.

ST.PETERSBURG

WOUN=T

Natl. Rep: VENARD, TORBET & McCONNELL

YRy
|!.: :

Ll

YOUR
MONEY
IS
WORTH
MORE
IN
TAMPA

Your advertising dollar
goes three times farther

WSUNSTV

the pioneer station

Tampa - St. Petersburg

S.E. Rep JAMES S AYERS
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“TIMEBUYER’S]| .......

CORNER

B [IRTS Time Buying and Selling Seminar:
Know anyone aspiring to become i timebuver?
Or someone who just wants to become a little
more knowledgeable in this part of the ad busi
ness? It's time to remind them that the fall
TS&SS will be starting soon, and they'd be wise
indeed to sign up early, for this extremely popu-
lar eight-class course given by the buternational
Radio and Television Society has been a sell-out
in past scasons. The first session will he held 29
October at CBS Radio, 19 East 52nd Street,
New York, and the seven follow-up sessions will
be held on successive Tuesday evenings. Ses-
sions line up as follows: Finst: Broadcasting:
Key to Markcting Era; Secoxo: Broadcast Re-
search Basics; Tiuno: The Media Plan; Founti:
Research in Planning and Buying; Firmi: Net-
work Basics; Sixtii: The Rep's Job; SEvENTI:
Role & Functions of the Timebuyer; Ecirm:
The Future is Exciting. Instructors, whose names
will be announced shortly, are industry execs.
Fee for course is $15. Anyone interested in regis-
tering or in having more detailed info, contact
Claude Barrere, IRTS exccutive director.

rmlﬂlmmmﬂlllllllﬂlllllllll-lIIIIIIIMRIMIMNMMWWMMM

- BILL DANTZIC:

S salty, broad, and deep

i “The media man of the future will have
5

to have a broad, deep understanding of
various media and be capable of marry-
ing the media information to marketing
requirements of any given product,” says
Bill Dantzic, assistant media superyisor
at BBDO (New York) handling all media
for the Lever Bros. account. Bill, who
joined the agency two years ago after a
32 year tour with the Navy, found the 11
months he spent in the analysis group in-
valuable to him as a buyer. With this
eaperience, he can “take all rumbling and
grumbling about rating serviees with a
grain of salt”; understands the “limita-
tions as well as the valadity of ratings.”
He feels buying all media for an accoimt
is particularly necessary if a buyer wants
to delve deeply into an ad plan — that
“it’s not fair to a client that the agency
ask a media man with experience hmited
to one medium to create a media mix in
the wake of rising costs, and a trend to-

what thes are domg, baying
and saving

B Cershion elected v.p.: Richard Gershion, an as-
sociate meda director at Benton & Bowles { New
York), has been elected o vice president.

B Media department deseending: The Papert,
Kocnig, Lo (New York' medi departinent lias
moved from the 30th floor of the Ceneral Dy-
namics Builldg at 9 Rockefeller Pliza down to
the 3rd floor, where the ageney’s ibrary and ace-
counting departiment are also located.

B Newvada news: John McCreary has  been
named director of inedia aud production at
Thomas C. Wilson Advertising (Reno).

B Windy City switeh: Marion Jerclle, formerly
with Biddle Co. (Chicago), has joined Endro
Advertising, saine c¢ity, us coordinator of inedia
and production.

B From the Islands: Stewart MeCombs goes to
A. D. Starr Inc. (Itonolulu) as account exee and
director of broadeast media. He wus with N, W,
Aver, same city.

ward a more sophisticated outlook on the
different andience potential and audi-
enece delivery.” Bill. o graduate of Jolns
Hopkins University, where he majored in
history, also attended Hebrew Univer-
sity in Jerusalem. He and wife Judy live
in Queens, New York.
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B CARTA starts fall season: The first fall meet-
ing of the Catholic Apostolate of Radio, Tele-
vision and Advertising will be held 4 October
at 12:30 p.m. at Rose’s Restaurant, 41 West
52nd Strcet, New York City. Luncheon speakef
will be Msgr. Timothy Flynn, modcrator of
CARTA.

B First market for Clanky: Famly Foods’ (Chi-
cago) Clanky, chocolate syrup in a 20-ounce
container shaped likc a spaceman, being intro-
duced via tv in Denver on five children’s shows
over KLZ-TV and KBTV. Special premium,
40-inch Clanky toy valued at $2, is being offered
during intro. Syrup in Clanky container retails
for 59¢. Agency is Edward H. Weiss (Chicago).

B Derma-Fresh Medicated Hand Cream:
Alberto-Culver’s new concentrated crcam with
Silicone is slated to be introduced nationally
with a heavy tv schedule beginning early in
October. Agency in Compton (Chicago).

DON'T LOOK, JUST LISTEN
i

NEW YORK BALCONY SCENE: Claude Piano, execu-
tive v p. of Vie Piano Associates, proses his sales talents
by diverting Lee Kaye’s gaze from rep firm's jazzy pent-
house view of Manhattan to pitch a new Piano buy.
Lee, Chock Full O' Nuts buyer at Peerless Advertising,
h tens to new total zone buying concept—"One Mighty
Bite"—which e¢nables buyer to purchase a number of
stations in one specific area on a one-buy one-bill basis

50

B Stella D’Oro Biscuits: Biggest campaign in
company history started mid-September to run
for 13 weeks, utilizing an intensive major-
market radio and television schedule plus na-
tional magazines. Theme of drive is the “Ten
Free Trips to Europe” contest. Agency is
Firestone-Rosen (Philadelphia).

B Thomas Organ Co.: Firm’s fall campaign in-
cludes television spot schedules in a number of
key markets including Denver, San Diego, and
Minneapolis, supporting national magazines,
newspapers, and dealer tie-ins. A new invention
exclusive with Thomas that permits a beginner
to play on sight—the Color-Glo Keyboard—will
be fcatured in the campaign. Agency is Cun-
ningham & Walsh (San Francisco).

TV BUYING ACTIVITY

p Colgate Congestaid going into about 25 se-
lected markets across the nation for an eight-
week campaign set to start 14 October. Buyer
George Blinn at Lennen & Newell (New York)
looking for nighttime chainbreaks.

SALES

) Sara Lee Brownie Halloween promotion will
be supported with a nighttime campaign on
ABC-TV from 21 October to 31 October. .

Prince Macaroni (Lowell, Mass.) using tv com-
mercials for the first time in the New York
metro market. The 10-, 20-, and 60-second spots
featuring pixie-ish Imogene Coca are being
aired on WNBC-TV. Campaign also includes
radio spots on WHN and WABC, also New
York. . . . WPIX-TV (New York) reports sell-
out status on all its new fall hour-long programs,
Hawaiian Eye, Naked City, and Dick Powell
Theatre. . . . Schluderberg-Kurdle Co. ( Esskay),
incat packers, have signed 39-week contract for
Biography on WBAL-TV (Baltimore). .

Dodgc 10-second “teaser” (cut versions of min-
ute commercials) spots on tv in 50 major mar-
kets, one-third in color, used to lead up to
company’s largest in history nctwork campaign
of minute spots in late September. Dealers will
supplement with own campaigns. . . . WNAC-
TV (Boston) running sked of 10 to 15 spots per
week for the products of Mrs. Paul’s Kitchens,
through Aitkin-Kynett Co. (Philadelphia). . . .
WPDQ (Jacksonville, Fla.) rcports their ex-
tensive football schedule completely sold out.
University of Georgia sked sponsored by Texa-
co, 14-game high school coverage sponsored by
Gulf O1l, five-minute feature Football Predic-
tions sponsored by Igloo Custom Equipment,
threc-hour Football Scoreboard sold to Gordon
Thompson Chevrolet, plus pre-game shows all
sold to various sponsors. . , . Realemon (Chi-
cago) has scheduled Fall-\Winter-Holiday Radio
Rampage of spots on NBC stations during the
months of October, November, and December.
Schedule calls for 28 messages per week on
190 NBC stations. Agency is Lilienfeld & Co.
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PERSONAL-IZED . .. person -to- person

radio that cashes o with powerful personal-
ities . . . producmg hstener-confidence in the
Des Moines arca, and “cents-ational”™ results
for lowa advertisers. KIOA, family radio
“personal-ized T for people, to people. People
who listen. like it . people who buy i, love i’
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Do radio commercials
have longevity ?

ek of seasoned advertising
Am(-n lave tried to answer this
guistion: Just haw many times can
a radio commerdial be playved with-
ont loss of efleetiveness?

The gquestion was recently raised
by Robert I Hnrleigh, president of
the Muntual Broadeasting System.
Hurleigh also disenssed print space
and its impact on the reader.

Answers, of conrse, varied, from
“this is one of advertising’s impon-
derables™ to it depends.” One re-
ply: "The question is similar to ask-
ing . . . how long is p picce of
string?”

On one thing, most ad agency
men seem 1o agree:  variations,
slight as they may be, tend to ex-
tend the life of a campaign, and
that inmany instances, the oft beat.
the soft sells and the humorons ap-
proach — i other words, the im-
aginative and the fresh — have
ureater staving power than others.
Morcover, the right mnsical theme
lielps considerably to lengthen 1he
life of the radio commercial.

Hirleigh says the repeated use
of the same commereial on radio
has beconre so standard and ac-
cepted i procedure, so olbwvionshe
part of anv camppign. that no ong
seems to tronble to analvze it Yet
this low-cost factor (added to man
others) helps make radio the truh
iespensive and remarkable medi-
v it is, and Hurleigh puts it.

"It is almost 30 vears sinee radio
conmmercialy hinve beew pat on rec
ord or tape,” Hurleigh continnes

The guality of production, mostly,
has heen exeelleut, and any thing ex-
cellent doesn't come cheap. Yet the
tost tor the 1nost eypensive of these

tals has been a negligibic
mpared to the budeet To
proportionadiy Lar less (on

ny othor nradine

hundreds of independent  stations
across the conntry. Some of the very
best of them have run for years. |
waouldn't he snrprised if many of
these have been played over 100.-
000 times before they were finally
retired. And 1 would not be aston-
ished if some one proved mie ‘low’
in my estimate.”

Hurleigh  believes  good  radio
vommercials have lots of life i their
veins. People actually like them, he
says. And, he adds. one doesn’t real-
Iv know whether many of these
commercials have not been  dis-
carded too soon.

“There's just na adegnate  re-
search in this field,” Hurleigh savs.
“The advertiser and/or the ageney
may have become personally bored
while the listener mav have bheen
ready for still more. How long a
trulv great commercial can run is
still anybody's guess. This is the
‘plns” in radio that few men empha-
size. It is just one more factor re-

THURLEIGH: “The guality of produetion

.. has been excellent . . . vet the cost
has been a negligible factor eom-
pared to the budget for tine -

cmphasizing radio’s ceomomy and
impact.”

Perhaps the most  shining oy
anple of g commeraal with ey
traordinar staving powers is Pepsi
Cola. Time and again, Pepsi is cited
for ity almost total acceptanee by

listeners. Philip B. Hinerfeld, v.p.
and director of advertising, Pepsi
Cola, believes the irritation factor
is absent from his finn’s singing
commercials beeause they possess
these two long-lasting  properties,
namely quality and simplicity.
Hinerfeld sayvs for a singing com-
mercial to be popular over a long
period of time it must possess a tune
that is neither “tricky nor kooky.”
As the Pepsi-Cola ad exeeutive puts
it: “Taking the cue from Broadway
hit tunes, you must get something
so simple, so pleasant, so memor-

OLDS: "Many corporations have estab-
lished a visible logo but rclatively few
have done the same thing with sound . . .”

able. that the andience walks out of §
the theatre at the end whistling the
tune. The tune is the kevstone be-
cause if they can remember the
tune. they will more easily remem-
ber the words.”

Many ad experts point out that
J-E-L-L-O is another prime ex-
ample of a radio commercial with
little wear-out possibilities.  Mark
Olds. general manager of \WINS,
New York observes that “nuany cors
porations have established a visible
logo but relatively few have doneg
the same thing with sound.” He says
JeHo was one produet that was sue-§s
cessful with its fong standing sound
signature (J-E-L-L-O) “and theref§:
are others who create the same ef-
feet with a character—the Tetley
Tea taster, for example.”

“The problem, of ecourse is to fine
a good one that will wear: this is
why it is so hard to find a really
vood musical theme,” Olds recently
observed. "Once vou do find one
however, von can use it in a dozes
diflerent wavs — as a march, a jaz
theme. a waltz and so on—and i
will last far longer than the averag
slogan or tag line.”
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'ERKINS:

S: “Pepsi gets across indelibls
he nickel, wickel price for 2 12-0anee
ottfe. Chiguita Banana is stll guoted by
wine, though off the air some tune”

The J-15-L-1L-O commercial abo
s recalled Dy Ted Danglas, AVBC
ice president i clurge of sales for
he Radio Network, Fle savs if the
opy s ellective, there's no lanit on
i number of times a commercial
st be plived. “Tow mom vears
as the  J-E-L-L-O) commercial
ks ed successfully?” Danglas asks.
To this day, that message is still
tHentified with Jack Benny ™
Advertisers and  their agencies.,
ceording to Donglas, now realize
hat ceach isn't the only dimension
il a sales message, Contiminity and
requency have become extremely
mportant in the success of commer-
sals on radio, Douglas believes.,
ing snch manmes as Camphell's
-8 Juwice, Casite. Syhamia, R
tey nolds, Philip Morris, E&NE, Bris-
ol-\Myers, P Lorillavd, the Meonnen
sompanmy and, of conrse, the afore-
nentioned Pepsi-Cala,

“These advertisers, dimong others,
tnv e been suceessful hecanse the
ud their agencies recognize that
amtinnity and frequency as well as
vacl are required to move a prod-
ict—aespecially it the prodoct s o
m-cost, high volime aine,” Dong.
AN NIV

1 the opinion of George Perkine,
ice president, network programing
or CBS Radio, Pepsi-Cola, Chi-
ita Baana and J-E-L-L-O are all
e favorites, "M three registered
nnediately, not one of them wore
ut its welcome and people ave still
uoting them today even thongh
ne's of the air and the ather two
ave changed thewr pitehes, if ot
wir tunes.” Perkins declares.
What are Perking' reasons for Lis
wices? Pepsi heads Perking” list
for setting across  indelibly the
ickel, nickel price for a 12-onnce
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Cinzano Vermouth uses the Tom Swiftie approach

YOUNG WONAN "W ddamt veons ¢ave mie o v sonme i |

she asked cnvamely

YOUNG VAN

“\u. qunll'lu‘ I3 llfl‘l‘"_ l’H' \uu’ Tediine u”l/
A Chin'v Tome™, she sad rotreshimgly
“So delicions in the suninay™, e sand cooly

“Na wonder it
portedly

17 LD s m———
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bottle. s tor Clhiguita Baia, o
“did o jub of cdneation people b
never forgotten,”

“Chiguita Banaa is still guoted
by name thongh she's heen ol the
air some time, on the subject of ba-

naas and  refrigeration, "Perkins

savs. TJello’s spellont of ity name,
has, to ny way ol thinking, never
prod.

been surpassed bor ellective
uet identification.”

FROLICK: “Somctimes plasing a coum-
mercial more than once will destros s
cifectiveness, vood jiogles can play awd
be enjoved for long periods of e

“I i’ a vood commercial, haln
then she can omn. conments Tom
Debhull. partner in The Zakin Com
pamy . Vanatins of ten help he
notes, addding thot swath ane ellectine
campaign cxposure to sonnd e b
vreater than to tv or prnt. Hall he-

ures that an cffectne radio com

I called yon scren dags g o
i talking abont tHard fiegeer bett Lo
Let's have sonue vofre shoe e
N take Cuzano Red N crmenth!
Warh e aon™, he ashed vonrly
Over we” sl rephed caldls
I profer Cinzano W Inte Nennonth

“And sada?” shie asked effervesconth

the Cantmental

“Cinzano's the ouly vermmenth for me | he sand
“ttomakes amy drink better™, she sad tastelnlly

JINGLE: When vou mn wath Cinzane sorr mny waths the best
- Cinzana, Cinzano, Cinzano!

————

he \tllll H“lk’lr
shie nsasteed stomh
Lie sugrventod gnatediy

she said swetly

he vavl ll!l/llj

tavornite shie el

wihirely

;

wercial can be plaved np to S0 oy
posnres o weck dna snele market
Floweser, e canttons no one aa-
dia station shondd esvcecd 355 o 10
plass

Floay ttany tinges ¢ o crnnnne o
cul he plaved withont loss ot ef
A\t Fleteher Richards
Calkins & alden, experts see o in
various lights. Widliam C. Dekker
vice president and director of media
tecls it s ane ol advertisme’s un

fectiveness?

ponderables, with so mincly depend
e on the marketing tareet tre
dquency  of - parpose and prodnct
prnﬁlr

The answer accordmg ta S
Frolich. semeor vop. ad director of
tv radho at FRCNEL deponds on
munber ol lactors “Sometime s
plaving . commeraal more than
once will destrov ats eflectn ene ss
Frohch lact.
called humorons appuroaches lose

ans i TIRTTLRRY
tharimpact emee the wag s known
On the other Tand, good g
often can hee cogoved for very long
v dlever play o
words, such as o the Tom Swibtis
commarcnals for Crazano N crmonth

e riods o tie

albo tends to swear well Such com

wercials can l)( I)( .ml many tames

over wathent Tons of histenier miter

[N {
e Ciozano Nermpath con
merenals  osee bon ' reterred v by
rohieh Degan airme ener New
York racho 1o jals
53




